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DHL delivers solutions. DHL Worldwide Express, global leader in air express, Danzas, global leader in air and 
ocean freight, and Deutsche Post Euro Express, European leader in parcel delivery, have joined together under the 
name DHL to create a new global standard in express delivery, freight and logistics. The new DHL offers you more 
performance, more service and more options in more than 220 countries. For a more tailored service, call us toll free 
on 1600 111 345 or visit us at www.dhl.co.in. 
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I(Dusiness | Your cover story India's 
| Best Managed Company 
LI d en 





(BI, June 22, 2003), was 
well-timed and quite an 







eye-opener. In the wake 
of the recent Reliance 
Infocomm mess, the pub- 





lic and the critics had beg- 
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A BT-A.T. KEARNEY STUOY 


sceptical not only of 
Reliance’s telecom gam- 
bit, but of its other ven- 
tures as well. But a thor- 
ough research of the company’s past and present per- 
formance and an appraisal of the company’s manage- 
ment sets at rest any doubts one may have as to 
Reliance’s ability to deliver on its promises. Award 
or not, the company and its management remains 
unmatched in terms of performance and innovation. 
Few Indian companies can match the standards or 
the foresight of Reliance or can boast of a similar 
global presence. With its impressive track record— 
the world’s largest gas-reserve discovery, the number 
one position amongst India’s private sector compa 
nies, the global #2 position in polyester manufacturing 
and a host of instances of excellent crisis management 
SyncMaster 151MP/171MP behind it—it would have been strange if Reliance 
PC Monitor hadn’t been chosen as the best managed Indian company. 
38cms (15")/43cms (17") 
PC Monitor and TV 
It was good to see Asian Paints figuring among the 16 
finalists considered by BT-A.T. Kearney for their Best 
Managed Company Award. Gattu, the Asian Paints 
mascot, has been one of India's best known brands as 
far as one can remember. It is to the credit of the 
company's management, that its brand's position ts 
one of the strongest in India, despite its not being in the 
FMCG segment. It just goes on to show that there’s 
more to branding than just numbers. The fact that 
Asian Paints has manufacturing facilities in 13 countrie: 
and a presence in 24, seems to indicate that the com- 
pany is headed towards becoming much more than 
merely a well-managed Indian company. 


For A Noble Cause 
Apropos First Wives of India Inc. (BT, June 8, 2003), 
Mrs. Sudha Murthy is mentioned in the story as having 
donated a sum of Rs 8 crore from her own account to 
help the Bangalore Municipal Corporation build a 
SyncMaster 403T public toilet and a bath system. It is interesting that sh« 
PC Monitor 100cms (40^) chose to donate a huge sum of money towards some- 
World's Largest Monitor and TV thing that has been neglected in India till today. The urban 
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population in the country is increasing rapidly with the 
corresponding public infrastructure failing to keep 
pace. I hope more of India’s elite are inspired by Mrs. 
Murthy’s example and donate to causes that help ease 
the pressure on the urban infrastructure of the country. 


The Wrong Formula 

Apropos Vroommmmmmmm (BT, June 8, 2003), | 
was first outraged, but later amused at the writ 
Dipayan Baishya’s preconceived notion of Formula 1 bei- 
ng a ‘man’ thing. For a man, he is grossly misinformed 
about the sport. Firstly, there are 17 races in a season, not 
16. Moreover, it’s obnoxious on his part to assume 
that all of the 6,00,000 viewers are men. If he bothers to 
visit any of the 27 watering holes the story mentions, on 
a race day, he will run into a number of women. | am a 
passionate F1 fan myself and have never missed a race. 
I know two other women who are equally obsessed with 
F1. So, for a start, the correspondent concerned should 
change his count of male patrons to 5,99,997. And 
the number shall progressively reduce because I’m sure 
similar mails would have poured in. 


Cut...Re-take Please 

This is just to correct a factual error in Lights, Camera, 
Action (BT, June 8, 2003). We would like to inform 
you that Mr. Anand Mahindra did not study cinem- 
atography at the University of California, Los Angeles 
(UCLA), as stated in the article. He graduated with a 
bachelor’s degree from Harvard College and Mira 
Nair was his classmate at this college. He later secured 
an MBA from Harvard Business School, Boston, 
Massachusetts, USA. 


Corrigendum: [OC 

Indian Oil Corporation was not part of the shortlist for 
the BT-A.T. Kearney Best Managed Company study 
Hence, we were wrong to report that the company ref 
used to participate in the survey. IOC was never con 
tacted to be a part of the exercise. 
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From The Editor 


NE OF INDIA INC.'S CURIOUS ATTRIBUTES IS COYNESS. 

When a company sacks its CEO, it rarely says as 

much, preferring instead to trot out polite reasons 
for his or her exit. It's a convenient arrangement: the com- 
pany or its board or promoter doesn't come across as an 
axe-wielding ogre and the exiting CEO saves face, at least 
publicly. The media, on its part, is helpful too by not ask- 
ing too many embarrassing questions. Even shareholders 
keep quiet, careful not to upset the apple-cart. Many of the 
former CEOs that our cover story talks about exited their 
jobs in that manner. Quietly, without public controversy. 

It's only in those cases, when either party—the pro- 
moter or the CEO—or both take the matter out into 
the open that the public gets to know what may have 
gone on behind the scenes. Some exits have been un- 
pleasantly memorable for long periods. Like when Dilip 
Pendse was ousted from Tata Finance and the com- 
pany sued him for alleged financial misdemeanours. 
But such instances are rare in corporate India. Contrast 
that with what happens elsewhere in the world. Since 
1995, two-thirds of the world's ma- 
jor corporations have replaced their 
CEOs at least once. In the US alone, 
in 2001, 1,000 CEOs were shown 
the door. And when those exits hap- 
pened, shareholders, investors, reg- 
ulators and the general public knew 
exactly why they were asked to go, 
down to every gory detail. 

In India, as the recent exit of 
Britannia's Sunil Alagh demonstrates, these departures are 
shrouded in mystery. The company or its board doesn't 
make public the exact reasons why a CEO is going and 
every stakeholder (except a few in the know) is left play- 
ing a guessing game. To make matters worse, “facts” 
are leaked strategically, rumours seeded and reputations 
slurred in a hush-hush manner, more befitting gossip 
mongers at a society cocktail party rather than the serious 
business of good corporate governance. Why can't Indian 
promoters—and boards—be more open when they are 
displeased by the performance or conduct of their CEOs? 
When a company is publicly owned, surely its stake- 
holders have a right to know how it was being managed 
and why its CEO is being asked to go. 

But that isn't what our current cover story is all about. In 
recent months, there have been several high-profile exits 
(the most recent one being Alagh's) from the corner rooms 
at leading Indian companies. This phenomenon could 
mark the beginning of a trend, with promoters becoming 
more vigilant and exacting about how their CEOs manage. 
Asking them to perform or perish. Read on. 


(bus ness todayy 





SANJOY NARAYAN 





debat 


ar TTIP "Ld 2^ UCET Y 





zw? 
S 


POERA PUTTS 


Fantasy. 





MAGIC BUSINESS BINOCULARS. Just imagine taking a peek into the future. Getting a sneak preview of 
where business is going to go. Check out some of the issues that are going to come to bear in the on demand 
era. Find out what your customers are going to need even before they do. Take a peek at the technological and 


strategic breakthroughs that will transform how you do business. Sounds like science fiction? It is. 


Reality. 





IBM BUSINESS CONSULTING SERVICES. The on demand business era has arrived. An era when customers demand 

greater responsiveness, partners greater integration and shareholders greater value. An era where businesses will 
have to be proactive to cater to the dynamic demands of customers, suppliers, partners and employees. Weve always 
been committed to help our customers successfully manage change. As a demonstration of this commitment weve 
gone a step further and acquired PWC Consulting. Today, our customers can benefit from our consultants’ unique 
industry insights, strategy, process and start-to-finish accountability. Years of experience in both corporate and 
government sectors have empowered our consultants with an understanding of the challenges and opportunities 
facing businesses in India. Their unique appreciation and insights will help them delve deeper to come up with 
real solutions. Solutions that will transform your business and help you capitalise on opportunities in an on demand 
world. To find out how IBM’s solutions can help you, call us at Bangalore - 6787216, Chennai - 24988508, 
Kolkata - 22822126, Mumbai - 26533577, New Delhi - 23702022 or visit us at www.ibm.com/e-business/in 


WELCOME TO THE ON DEMAND ERA. 


OSfM 9561 


(© business on demand =: = == 


IBM, the e-business logo, e-business on demand are either registered trademarks or trademarks of International Business Machines Corp. in the U.S. and/or other countries. 
Other company, product and service names may be trademarks or service marks of others. ©2003 IBM Corp, All rights reserved. 








Vol. 12, No. 13, July 6, 2003 


12 


EDITORIAL 


Index 











14 Pluses and Minuses 
] nt 
| K Li LJ 
15 Water Woes , 
Water may play spoilsport to India's plans of emerging 
an economic powerhouse in the new century. 
17 Biotech Bulls 
APIDC Venture Capital launches India's first early- 
stage biotech fund. 
18 Flying, 'No Frills' 
Deccan Aviation’s ‘no frills, low cost’ airline 
venture is all set to get off the ground in August. 
18 Dilbert 
20 Of Plots And Brands 
[In-film promotions mature as more and more COVER STO RY 
brands hanker to be written into Bollywood plots. 
20 Parent-city 40 Perform Or Perish 
Chennai gets a first-of-its-kind old age home. The corner room is no longer safe. With promoters 
21 Interv more willing than ever to tighten the screws on 
+; SIVO: h All Capital’s CEO their performance, professional CEOs are 
SACRA Tt OC MAD AES starting to get the stark message: deliver the 
VR om set goods or walk the plank. Does this change the 
i way business is done in India? Oh yes. 
22 Mobile’s Non-voice Boom i ; 
Cell ph companies are pushing value-add 
Cell r eue RNS als pt hing alue-added Cover photograph by Vivan Mehra, imaging by Kapil 
services to tap a rich vein of revenue. 
22 ATMs Galore r p" A Ti j rr r re 
There seems to be no end to the ATM boom rCAIURLO 
with more and more banks getting into the 
customer-friendly mode. 48 FMCG Foibles 
A E After three terrible years of sluggish 
24 Virtual Bookings 9 | PER 55 
] ; growth and sagging demand, 
How non-box office bookings exploded for Indis: EOD markers: 
LE. ndia's FMCG marketers are 
the two most-talked-about movies in town, EAR SA eu 
discovering market reality the 
Matrix Reloaded and Chalte Chalte. 7 3X6 
hard way—that the only way to get 
26 CEOtoons - those goods moving off the shelves 
is to let margins get squeezed. 
28 Print Wars 
Dainik Bhaskar’s local daily Divya Bhaskar — 2 52 Salaried Millionaires 
stuns rivals with claims of a pre-launch circulation "^ | p M 
order of 3.29 lakh in Ahmedabad alone. Meet the yuppies w € re 
not just yuppies. They're 
28 Back To Square One young urban professionals 
Advertisers try to squeeze out more value for who've struck it rich » 
their advertising buck with zero-based budgeting. by 40. They are India's first 
set of professional 
32 The Pensions Scramble millionaires. How they 


8 


There's intense jockeying already among the finan- 


cial services players for a slice of the Rs 300,000- 
crore pension funds pie. 
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[Web Exclusives | Exclusives 


au: Subrah S. lyar | 
| As Chairman & CEO of the $140-million Nasdaq | 

listed WebEx Communications Inc, Subrah Iyar is in an | 

enviable position. His company has been ranked No. 1 

in a recent Forbes? listing of the fastest growing tech 

E "ME companies. With a CAGR of 186 per cent over the 

QC CSS last five nid he's the man to listen to on grow | 





Santer Different 


"Here's to the crazy ones...’ begins the classic ad. Exc- 
ept that there’s not a murmur in the conference hall. 
In fact, there is no hall. It’s a virtual seminar. The del- 
egates use VSAT-linked PCs to get across to panelists 

Seems Samit Sinha of Alchemist, Harish Doraiswamy of 
New Alchemy: Virtua Adidas and opi — be of TN Sofres-Mode. 





Lions At The Gate 


To most Indians, Cannes is about films and Aishwarya 
Rai. To marketers, Cannes is about brands and brand 
endorsers. To adfolk, Cannes is about roars and lions 
(okay, when the beaches and bikinis are done). 
Presenting a quick report on the Cannes adfest, and a 
quick review of the roarers and howlers from India. 
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Did the ERP-maker sell you the Rs 3-crore package as the 
panacea for all your enterprise ills? Did he promise a 
smooth integration of all your customers and suppliers? Did 
. he talk about an easy shift in culture and processes? An ERP 

. package cannot do these. Are you ready for add-ons? : 


| Tale of two ERPS (or is it one) 


4 Two unique ERP implementations at Bharat Petroleum and Mahindra & 
. Mahindra teach you how to grow nimble to beat the market that's 
| magnan in demand and hazy in long-term outlook. 







r | . Not technology, it's people and processes: 


S art I Knowledge management is a great idea. Yet few firms leverage their 


intellectual assets well. Satyam Computer shows the way. 

TVS Motor's road to IT: venkat lyer, CIO, TVS Motor 
The ‘TECHNOLOGY IN 
BUSINESS' magazine 


Company, speaks on the role of IT towards helping managers in different 
To subscribe online log on to www.smartinc-india.com or contact wecareGintoday.com 





functional areas in his organisation. 
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Diebold ATMs are now 


manufactured in India. 


BAL COMPANY And, if you know Diebold, you 
also know that we have the 
region s most comprehensive 
sales and service organization. 
THAT ACTS LIKE A LOCAL COMPANY. It all adds up to one strong 
commitment to India. By one .. 
powerful self-service company. | 
Expect highly localized solutions | 
DIEBOLD INDIA. delivered quickly and efficiently... 
For India. From Diebold. 


Want io learn more? 
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UDGING BY THE STRANGE SILENCE ON THE SUBJECT, 

no one, not even superannuated souls over 60 

managing the op-ed pages of news-dailies seems to 
give a damn that the real interest rate, as this sentence 
is being written, has turned negative. That's right, 
negative, as in minus, below zero. Today, the return on 
deposits (with a maturity of more than a year) at 
commercial banks is between 5.25 per cent and 6 
per cent. The yield on 10-year G-secs (govern- 
ment securities) is around 5.8 per cent. With in- 


flation (based on the Wholesale Price, — 


Index) hovering just below the 6 per 
cent mark, it doesn’t take a John 
Nash to figure out that the real 
interest rate is negative. 

Attribute the phenomenon 
to India’s desire to be in step 
with the rest of the world, an 
economic sentiment respected 
by the country’s central bank, 
Reserve Bank of India. In. the 
six years between 1997 P7 
2003, RBI has slashed the" 
Renchmark bank rate by 600 
basis points or 6 per cent— 
for the record, at 6 per cent, 
this rate is close to where it 
was 30 years ago. The central © 9 
bank has also reduced the Cash © 
Reserve Ratio (CRR) and Statutory — WEM 
Liquidity Ratio (SLR), thereby in- _ WINE! 
creasing the availability of money SL 
in the system. If numbers are — 
scene, all these fancy ratios and number iii 
simply translate into a soft interest rate regime. 
That's likely to continue: the best Indian companies 
can raise debt abroad at 4 per cent (including foreign 
exchange cover); the cheapest they can raise money 
in India is 5.5 per cent. Ergo, expect the bank rate to 
travel further south. 

Classical economic thinking has it that a low in- 
terest rate will improve an economy's productivity. 
Companies, the logic goes, will restructure their 
debt, and take on more as part of an effort to grow. 
And retail consumers will use debt to finance every- 
thing from televisions to cars to homes. The same 
school of thought also posits that should real interest 
rates fall below zero, people will have no incentive to 
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save. Doing the requisite two-plus-two addition, the 
present interest rate regime should boost consumer 
spending and stifle household savings and capital 
formation. And by doing the latter, it should nip 
the emerging economic recovery in the bud. 
Unfortunately, the Indian economy doesn’t seem to 
recognise classical economics. Yes, it’s possible for 
the real interest rate to remain negative in the short 
term without impacting capital formation. There is 
recent historical evidence that supports this: in the sec- 
E ond half of 1998, inflation, albeit, that based on 
IN. Consumer Price Index, zoomed to 20 per 
cent, and was higher than the then pre- 
vailing interest rate—this phenomenon 
was temporary. 
Still, the Indian response to a neg- 
ative interest rate is original. Despite 
the desire for higher returns, 
Indians will continue to invest in 
the only safe option before them, 
bank deposits; their faith in the 
. equities market has been shaken 
by a spate of scams. Indeed, bank 
deposits continue to grow, al- 
though the rate of growth is lower 
than it was in the past. More wor- 
`- ryingly, a low interest rate may 
- force people into saving more so as 
js ~ to earn as much as they would have 
| je | _ if the interest rate had been higher. 
f y. That would reduce consumer spending. 
£L rli be unfortunate if that happens 
ympanies are loath to invest in ad- 
Mss capacities, despite funds being avail- 
able at attractive rates, in the absence of a surge 
in consumer demand. Already, banks are witnessing 
a sluggish credit growth and most of their incremen- 
tal deposits are being invested in government securi- 
ties, driving the interest rate further south. The end re- 
sult, however, will remain the same as the one fore- 
cast by classical economics: no economic recovery. 
Which is why, as we in this magazine have repeat- 
edly chorused, macro-economic factors will have less 
to do with a recovery, when it happens, than good old 
consumer sentiment and private enterprise's ability 
to convince consumers that they need a particular 
product or service. Circa, June 2003, it looks like 
Marketing 101 has put one over Economics 101. 
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Water Woes ie 


Water may scotch India’s chances of being 
an economic powerhouse. By sAHAD P.V. 


NDIA DESPERATELY WANTS TO HOUSE A CHIP FOUNDRY, NEVER MIND 

that Taiwan is the global capital of fabless chip making and that 

it doesn’t make sense for semi conductor companies to invest 

in rebuilding those capacities elsewhere. And never mind that 

Intel, the world’s best-known branded chip maker has found it 
worth its while to put down plants in countries such as Malaysia and 
China, but not India. The company’s designated heir to CEO Craig 
Barrett, Paul Otellini was in India just the other week and, pre- 
dictably enough, was posed the question by a bright-eyed reporter. 
“We are open to a manufacturing base in India, although there are no 
immediate plans,” came the response. 

This writer can think of one reason the company will not, and 
should not, come to India: water. Chip-making requires lots of wa- 
ter. According to one estimate, the manufacture of a typical 
two-gram silicon chip requires about 32 kilograms of ultra-pure 
water. And India, just in case you hadn’t noticed, stands on the 
brink of a water crisis. That isn’t scare-mongering: between 
1951 and 2001 India’s per capita availability of fresh water fell 
from 5177 cubic metres (cu. m) to 1869 cu. m. The United 
Nations says anything below 1700 cu. m constitutes a *water-stress' 
situation where a country doesn't have enough water to satisfy the 
food, household, and industrial needs of its populace. 

More recent figures of per capita availability aren't, well, available, 
but chances are, it is parlously close to that 1700 cu. m mark. 
Attribute this turn of things to India's water management (or lack of 
it) and the 13.3 million people the country added to its population, 
on an average, every year between 1951 and 2001. 

Reckless industrialisation, with little regard to the treatment of effl- 
uents (70 per cent of water in Indian rivers is polluted), an in- 
creased reliance on ground water, and accelerated urbanisation 
has exacerbated things. As things stand, India's annual requirement 
of water is projected to increase from 634 billion cu. m to 813 bil- 
lion cu. m by 2025, and no one, certainly not the government, has 
any idea of how to meet that demand. “Water needs to move to the 
centre-stage of policy-making in our country,” says Sunil Ghorawat, 
CEO, Fontus Water, a Delhi-based water solutions company. *This 
Is a time bomb waiting to explode." 

The Indian agriculture sector is the largest user of water, ac- 
counting for 90 per cent of total annual withdrawals (industry accounts 
for 6 per cent, and households, the rest). However, 60 per cent of wa- 
ter drawn for irrigation is lost through seepage. Then, there's the fact 
that 21 per cent of the country receives rainfall less than 750 mm a year — Water!: Everywhere, nor any drop to drink 
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while 15 per cent, does more than 1500 mm a year. | METRICS d 2 
Interlinking rivers could be one way to achieve a more eq- | a 


uitable distribution of water. Following a directive from the | L ^P d. 
Supreme Court, the government has embarked on this _ e Daa 
—.. father fanciful project (target: Year 2015) which could sur- Ebr Qu I.T 
^ prise everyone by actually doing what it is expected to: pre- A THIS MAGAZIN - GOES TO PRESS (T 
vent the discharge of excess rainwater into the sea and trans- evening of Jine 1, 2 Ainevican stocks 
fer water from water-abundant areas to water-deficit ones. | have risen to arou nd the highest they have 
Even this may not be enough if the government refuses ayer reached in the past. year (a 11-month 
to recognise that water is an economic asset and treats it. | high to be exact), and the. FTSE 100, the 
: suche According rode Cental Duc He odd). Dax: and the Cac 40 are all Up. ‘Although 
nvironmental Engineering Organisation (CPHEEO), an in- | 
vestment of Rs 53,720 crore is required for water supply, | the li ink between the American indices, 
| m mI sanitation, and solid especially the NASDAQ composite index and - 
FIVE WORST waste management | India's own has become somewhat nebu- 
AFFECTED CITIES during the Tenth lous following” the great tech crash, the 
: Plan period (2002- | BT 50 is up too. Some of the exuberance is 



















7 - im! A cu pue = . rational. After all, some scrips are terribly un- 
mena 702,82, re ht hold the dervalued, and corporate results, espe- 
isakhay um NEM promise of adequate | Cally Of the big companies, have been 
ie: 13 AA RE rely good. And some ut the. exuberance, E 
EC HUM. ncc LE — private sector. Appr- | O 19A n2 
m Kolkata - | 31 opriate user charges | B G 124 08 — M 


! D will ensüre that dis- 
Figures are million litres per day. pA and ly 
"Source: Ministry of Water Resources and Ministry ipution and Supply : 
= of Urban Development networks for water | 
M : can be sustained eco- | 
F norically (and help conserve some of the resource in the | 
-. process; in Delhi alone, distribution losses account for 40. | 
(. per cent of the total supply). “Water distribution should 
- be privatised just as electricity distribution was (in some 
parts of the country)," says Somak Ghosh, Director and 
Head (Project Advisory and Infrastructure), Rabo India. | 
“The supply can remain with the public utility.” 
Sall, with the polity unwilling to be seen as farmer-un- 
friendly by levying user charges on water, the odds of that 
happening anytime soon are just about the same as those 
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of Intel deciding to put up a plant in India. | 
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The Bottled Boom Out- O lasts Solutions | The Desalination Angle " 
D ‘Domes! istrial | wá a coastline of- 7,000 klometres ae 
i | India can exercise the desalination — 
5, 516, 25 è Rain — anos from roof tops in urban areas option anytime it chooses to: The: 
4,18, 180 @ Collection, treatment and recycling membrane-based desalination process 





© Effective effluent treatment by industries which can treat both seawater and 
! _ brackish water, is perfect for the country. 


@ Use of timer-based automatic faucets - (and given the economies of scale, ideal = 
" -| for large coastal cities such as Mumbai © 
or Chennai). Still, this option will work 


© incentives to farmers to switch over from water-intensive crops | only ifthe gover ment is willing to levy 


3,51,217 











Ton on — 93 ^ iten $ the appropriate charges, around Rs 4000 
2000 PNE 2002 ali NM for 1.009 di amil Nadu is firstoff ..— 
Figures a ms z 3 Growth e Sprinkler or drip irrigation with jian 1 LM 
R f bottled water excl ik @ Get states to start charging for water supplied to farmers . pial -starved Chennai, the —— 

ien pales of - prie i íi tender process: for which has just begun. 


S A.C. Malsan india Rated Audi @ Prevent mindless drilling of tube wells, which depletes aquifers. K We re waiting 
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Waiting to exhale: Finally, one investor will do so too 


Biotech Bulls 


India's first early-stage biotech fund opens. 


ALL, CLEAN-SHAVEN, AND BALDING IN THE MOST 

distinguished way possible, 45-year-old Sarath 
Naru presents a striking picture. Right now, the peri- 
patetic Managing Director of Andhra Pradesh Industrial 
Development Corporation Venture Capital Limited (APIDC 
Venture Capital, for short) is in the middle of a scathing 
criticism of the profession to which he belongs. *Venture 
capitalists in India have moved their risk-profile to a 
more moderate level as a knee-jerk reaction to the excesses 
of the dot-com era,” he says. Naru is doing more than 
speak, he is putting his money where his mouth is. APIDC 
Venture Capital, a joint venture between Chennai-based 
Ventureast and APIDC, has just launched The Biotechnology 
Venture Fund a Rs 150-crore 10-year close-ended fund 
that will invest in early-stage biotech companies. “There is 
a misplaced feeling that ‘angel funding’ is required to 
fund these,” says Naru. “That’s semantics; this is the 
kind of funding vcs still do in the US and elsewhere.” 

In capital-intensive biotech, the fund hopes to invest in 
companies operating in areas as diverse as healthcare, 
drug discovery, and agricultural, dairy, environmental, and 
industrial applications—investments that its half-a-dozen 
fund managers will identify, nurture, and steer to their log- 
ical ends. Indian biotech’s first lady, Biocon’s Kiran 
Mazumdar-Shaw believes funds such as APIDC Venture’s are 
just what the industry needs. Indian biotech companies, she 
adds “can leverage their low-cost innovation base to cre- 
ate a workable services business,” that serves as an “earn- 
while-you-learn model”. The Biotech Fund’s first three in- 
vestments are in companies that operate in the services 
space, as Contract Research Organisations. “Each has a 
unique workable business model with a product oppor- 
tunity at a later stage,” says Naru. The show is on the road. 

E. KUMAR SHARMA 
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Everyone has a point of view. e 
We make sure you see themall-— 


WORLD 


In a complex world, you need balanced reporting. | 
Our impartial news coverage across the world 
gives you just that. 

Demand a broader view. bbcworld.com 
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India s Southwest? 


Bangalore's Deccan Aviation wants to be it. 


PAWAR 


Hr? OF STATE, ASSORTED POLITICOS, AND RICH 
businessmen wing in for a darsban of Godman 
Satya Sai Baba at Puttaparthi, a town in Andhra Pradesh. 
The ordinary devout travel by road or train. If Bangalore- 
based Deccan Aviation has its way, they too could soon 
be flying in for a session with the miracle-worker. On 
August 15, the company's airline, Air Deccan, billed 
as a "No Frills, Low Cost" venture will get off the 
ground and fly to some 20 destinations in southern 
India that other airlines don't fly to, or do so infre- 
quently. And so, the airline will do the distance from 
Bangalore to Hubli, Hubli to Mumbai, Chennai to 
Rajamundhry, Hyderabad to Vijaywada, and other 
such. "This is a no frill airline," says Captain G.R. 
Gopinath, the Managing Director of Deccan Aviation, ex- 
plaining that business lounges, mileage programmes, 
reserved seating, and food on board will be alien to 
the Air Deccan experience. “Our sole aim is to get a pas- 
senger from Point A to Point B." Deccan Aviation already 
runs one of India's largest chopper services and proposes 


DEEPAK G. 






Deccan Aviation's Gopinath: Any resemblance to Herb is purely coincidental 


to leverage infrastructure and knowledge from the ven- 
ture to make Air Deccan fly. Southern India is its initial 
business-geography, and high-end train travellers, the pri- 
mary target—as a benchmark its rates will be around 35 
per cent lower than those of India's domestic carriers. The 
company has acquired six turbo-props, each with a ca- 
pacity of 48 passengers, and expects its initial investment 
to be in the region of Rs 50 crore. Gopinath, who claims 
Air Deccan will start operations on August 15 with 50 
scheduled routes (eventual target: 70), is betting on busi- 
ness activity in the smaller cities to sustain the airline. 
"Everybody scoffed when Southwest began operations with 
a single aircraft in 1973," says Gopinath. *Today it is a $6 
billion (Rs 28,200 crore) company." We get the drift. 
VENKATESHA BABU 








f HOW ABOUT LOGIC? 
‘| OUR NETWORK IS 
ALREADY TOO SLOW 
— | AND WE PLAN TO 
—..À QUADRUPLE USAGE. 


- [THE DATA PROVES THAT 
| OUR NETWORK HAS 

__ | INFINITE CAPACITY, 
| $0 YOUR BUDGET 

— | SHOULD BE DIVERTED 

— | TO MY PROJECT. 
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{| I DON'T THINK OUR 
| NETWORK CAN 
HANDLE THE EXTRA 





BAH! WATCH HOW 
SCIENCE WORKS 
AND MAYBE YOU'LL 
LEARN SOMETHING. 








{ THAT'S NOT SCIENCE! 
THAT'S A WEASEL 
MISINTERPRETING 
DATA TO GET EXTR 
FUNDING! 





















.. [ OPINIONS DON'T | 
e| MATTER TO ME. T. | 
BASE MY DECISIONS |. 
ON HARD DATA. b 











(vous, come) 
HERE FOR A 
MINUTE. 


{THERE ARE DAYS WHEN 
| YOU REALLY HATE TO 
| HEAR THE PHRASE = 
_ | “PO-TAY-TO, PO-TAH-TO."} - 


Introducing Microsoft Windows Server 2003. Do more with less. 


You're being asked to do more. You're being asked to do it with less 
Microsoft® Windows® Server 2003 is designed to help you manage these opposing 
forces and deliver powerful software solutions with less time, money and hassle. 
For more information, please visit www.microsoft.com /india/windowsserver2003. 
Software for the Agile Business. 


The London Stock Exchange, with the help of Accenture, selected WindowSyserver 


2003 as the foundation for their real-time, business-critical, market information deter) 
system. Using Visual Studio? .NET and the Microsoft .NET Framework, this innovative 
new system was developed in less than eight months from conception to production 
and now serves 100.000 terminals worldwide with up to 3,000 transactions per second. 


Microsoft Corporation. All rights reserved. Micorsoft, Windows, the Windows logo, and Visual Studio are either 


ct 


stered trademarks or trademarks of Microsoft Corporation in the United States and/or other countries. The nameés-of 


| companies and products mentioned herein may be the trademarks of their respective owners 
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Of Plots And Brands 


In-film promotions in India finally mature. 


REAMWORKS' 2000 MOTION PIC CASTAWAY WILL, FOR 
some time to come, remain the benchmark for 
weaving a brand (in this case FedEx) into the plot. In 
India, the phenomenon of brands-in-films, or compa- 
nies-in-films has been restricted, largely, to adventitious 
appearances during athletic song-and-dance sequences. 
There's enough indication that this is changing. One 
June release, Dreamz Unlimited's Chalte Chalte (star- 
ring Shah Rukh Khan and Rani 
Mukherjee, left) strives for some rele- 
vance: the protagonist runs a truck- 
ing company, so Castrol’s in-film place- 
ment is not just germane, but fairly 
original. And September-release 
Baagban will have icici Bank's brand 
ambassador Amitabh Bachchan—he 
plays the lead—featuring as an em- 
ployee of the bank. Relevance, as 
you might have caught on, is the 
name of the game. For instance 
BPCL’s Speed high-performance 
petrol, is promoting Terminator 3 
in the wake of its successful promo 
around Die Another Day. 

The importance being assigned 
to in-film-promotions can be gauged 
from the fact that three agencies 
now have full-fledged entertainment 
divisions. WPP has BroadMind, Lowe 

Lintas, Lintertainment, and Leo 
Burnett, Leo Entertainment. 
Companies that don’t manage to be written into the 
plot can take some hope from whisky brand Bagpiper’s 
success in associating itself with a motion pic by airing co- 
branded promos. In the recent past, the company has 
done this with Dum, Andaaz, and Hero, airing some 
1,400 spots across channels. “The brand leverages the 
hype of the film and the producer is able to create a buzz 
with hardly any investment,” says Navin Shah, Head, 
BroadMind. Then, there’s the thing about the brand ben- 
efiting from an implied endorsement by the film’s stars. 
For an industry as plagued with declining revenues 
as Bollywood, in-film promos hold out a lifeline. The 
Castrol deal, for instance, is reported to have fetched 
Dreamz a healthy Rs 35 lakh. That kind of money 
deserves a plot-mention, maybe more. 
DIPAYAN BAISHYA 
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At Clasic Kudumbam: Everyone's smiling 


Parent-city 


Chennai has a first of its kind old age home. 


Braap THE LATE R.K. NARAYAN ONCE SAID, RAN 
the risk of becoming a city of parents. The 
writer’s reference was to the city’s huge software 
diaspora which had left in its wake parents resigned 
to spending a couple of months every year with their 
children in the US, and reconciled to exchanging 
notes and leading a comfortable but lonely existence 
back home for the other 10. There is such a com- 
munity and it was only a matter of time before 
someone started eyeing it as a potential market. 

Baba Shankar is that someone. The 56-year- old 
property dealer is the promoter of Clasic Farms 
and has developed farm houses and residential 
property on some 150 acres of land in the 
Chennai IT corridor Sholinganallur. Now, he has 
built an old age home, Clasic Kudumbam (Tamil 
for family) targeted at monied oldies with children 
in the US, on 15 acres of this land. 

Complete with swimming pool, a massage par- 
lour that dispenses ayurvedic rubs, a clinic, canteen, 
guest rooms, and other such frills, the home has 49 
‘quarters’, and cost Rs 3 crore to build. The eco- 
nomics: each resident pays Rs 10 lakh out of which 
Rs 2 lakh is non-refundable just to gain admission 
into the home; residents also pay Rs 4,000 a month 
for food, a weekly massage, an hour of internet con- 
nectivity a day, and a daily-visit from a geriatrician. 
"There is no other retirement home in the country 
built to international standards," says Rajesh 
Shankar, Director, Sales (he is Baba's son), citing a 
certificate the home has received from the Illinois- 
based Senior Hospitality Institute. 

The home has received some 30 applications 
thus far, and admitted seven; Baba himself has 
also moved in. One senior citizen visited the 
place seven times before deciding to sign on. If 
Clasic Kudumdam works, expect more such to 
sprout in Chennai and Bangalore. 

NITYA VARADARAJAN 





Alliance's Baker: India is in, again 


Br THIS YEAR ALLIANCE CAPITAL 
anted to exit India by selling its 
fund. Now, the country is important 
enough to warrant a visit by its CEO, 
Edward D. Baker. Such are the 
ways of global finance. Baker, who 
also doubles up as the Head of 
Alliance’s Emerging Marketing 
Equities fund, met with BT’s 
Narendra Nathan. Excerpts: 





IINVASOD HSAWN 


“Institutional Investors 


Are Back" 


What is your view on emerging markets? 
On the investment perspective, emer- 
ging markets look quite attractive. 
First, compared to developed mar- 
kets, they will grow faster. And the 
valuations are also low now. 


Does that mean more money will flow 
to emerging markets now? 

It may not pick up immediately as 
the retail investors (in developed 
markets) are very cautious now. 
This is because most of them 
invested during the peak of 1995- 
97 and lost heavily when the 
emerging market boom ended. 
Institutional investors (like pension 
funds) are already back. 


Where will you place India among the 





CELLULAR ALPHABET 


Here Be Mobiles 


IRST THE NEWS, 

there are five cel- 
lular circles in India 
that boast over a 
million subscribers. 
Delhi, with close to 
2 million heads the 
pack. Now for the 
irony: the govern- 


ment in its infinite wisdom labelled circles A, B, and 
C based on their market potential (A is the highest, C, 
the least). Now, it emerges that some circles have ac- 
tually performed better than their higher ranked peers. 
Punjab, a B circle, has more than a million subscribers 
while Tamil Nadu, Andhra Pradesh, and Karnataka, 
all As, do not have anywhere close to that number. 
Bihar, a C, has more subscribers than Rajasthan and 
Haryana, both Bs. And Chennai, clubbed with Delhi In 
and Mumbai for all telecom policy related issues, 
has all of half a million subscribers. Oops! 

VANDANA GOMBAR 
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a complex world, you need balanced reporting 
Our impartial news 


gives you just that 


Demand a broader view. 


emerging markets? 
We like India. There are several 
quality companies (here). 


What about the quality of market 
regulation? 

On the regulation front, India 
compares favourably with most of 
the emerging markets and but 
not with the developed markets. 
For example, Securities and 
Exchange Board of India has 
good regulations, but is not very 
strong in enforcing. 


How does India compare with China? 
The basic problem in China is the 
lack of the capitalist culture. We 
are finding it difficult to identify 
quality companies for investment. 


One thing we never do 
is take a story at face value. 


BIBIC 
WORLD 


bbcworld.com 


coverage across the world 
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Mobile’s 


.. Non-voice Boom 


Cell phone companies are pushing value- 
added services to tap a rich vein of revenue. 


| Pius sca TAMAGOTCHI, THE CUTE LITTLE JAPANESE 
toy? It will soon have an electronic Indian cousin 
who lives on your mobile phone and, like the egg- 
shaped original, can be engaged in a virtual rela- 
tionship. Make your phone partner happy, you get 
points. Make it cry, the opposite happens. The real 
story in this relationship, however, is being scripted 
by mobile phone service providers, who, faced with 
falling average revenue per user, are pushing pre- 
mium-priced value-added services (VAS) like this one 
to shore up their revenue. 

On offer is a host of services: from weather fore- 
cast to news, from download of ringtones to al- 
ways-on internet through GPRs. Understandably, 
some operators are more successful than others. 
Hutch, with its focus on the business consumer, al- 
ready claims to derive more than a tenth its rev- 
enues from such services. Bharti, otherwise the top 
operator, gets just 5 per cent from it, although this is 
projected to double in another two to three years. 

Multimedia messaging service (MMs) is another VAS 
that phone companies are offering. There are, how- 
ever, two inhibitors to its growth: high price of 
handsets and a lack of interoperability (Idea signed an 
interconnect for MMS with BPL only last month). In 
fact, pricing is an issue with VAS too. But once the traf- 
fic picks up, it should be possible for the phone 
companies to lower their vas rates. After all, the 
cell phone industry is no stranger to price cuts. 

VANDANA GOMBAR 
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ATMs Everyw 


HOW THEY STACK UP 
ICICI Bank 1,675 
State Bank of India 1,600 
UTI Bank 822 
HDFC Bank 732 
Corporation Bank 504 
Global Trust Bank 300 
IDBI Bank 2725 
Punjab National Bank 250 
Citibank 180 
HSBC 

Figures are number of ATMs 


I»: YOU KNOW THAT THERE ARE 8,500 AUTOMATED 
teller machines (ATMs) in India and that of these, 
6,488 are operated by just the top 10 banks? Even if 
you didn't, you've probably noticed ATMs popping up 
all over your workplace and neighbourhood. What's 
driving the ATM boom? The public sector banks—led 
by spt which has 1,600 ATMs—are using the ma- 
chines to retain customers and cut costs, and the pri- 
vate players (icici Bank has the most ATMs: 1,675) are 
using them to acquire customers. Is it working? You 
bet. ICICI reports an average of 250 daily transactions 
a machine; SBI, around 200. Banks that can't afford 
the expensive machines are going in for shared net- 
works. Once metros used to hog the ATMs; today, 
smaller towns are getting an increasing number of 
them, too. Expect tomorrow's ATMs to do more than 
just dispense cash and tell you your account balance. 

ROSHNI JAYAKAR 





Others 


Room Food & Banquets & Telephone 
Beverages Conferences /Fax 
Figures are in percentage il 1998-99 w 2001-02 Source: ICRA 





TOVd PIYNId 





The company that pioneered enterprise security just revolutionised it. 


Introducing the secure enterprise. For over 20 years, Symantec" has been protecting companies from viruses and 
malicious code. But today's world is different. Threats are more complex and dangerous; and security that was once 
adequate is now seen as incomplete and vulnerable. Now Symantec Integrated Security is here, a revolutionary 
solution that protects your entire enterprise. Every element is 
Symantec Integrated Security designed to work together as a unified system, providing you more 
Integrated Integrated efficient management, quicker response and, ultimately, better 
Gateway Security Client Security protection for your whole company—from your gateway with 
Intrusion Detection Intrusion Detection | Symantec" Gateway Security, to your clients with Symantec" Client 
Firewall/VPN Firewall Security. Join the revolution. Visit www.symantec.com or email us 
spant Tiere TS PHP your contact details at custserv.india@symantec.com, and we'll 
send you our free White Paper, "Integrated Security: Creating the 
Secure Enterprise.’ 


Virus Protection Management 


Management 





symantec. 
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BULLISH INDIA 


A comparison of business sentiment—India vs World. 
Business Optimism: Key Indicators (% balance*) 


Turnover (revenue) 44 
Employment 14 33 
Profitability | " 49 
Investment in plant 36 
& machinery 26 


*The balance is the proportion of companies reporting that they are optimistic less those reporting 
they are pessimistic 


Product/Market Strategies Being Developed (75) á 


Current market using 
existing products 

New domestic markets 
using existing products 
Current markets using 
new products 

New domestic markets 
using new products 
New foreign markets 
using existing products 


New foreign markets 
using new products 





Competitive 
Environment 


Regulations/red tape 


Availability of skilled 
workforce 


Shortage of working 
capital 

Shortage of long- 
term finance 


Cost of finance 


Transport infastructure 





*% companies rating constraint 4 or 5 on a scale of 1 to 5 where 1 is a minor constraint and 
5 is a major constraint 


Barriers To International Expansion CS 


Bureaucracy, Red Tape 1 
& regulations 29 


Lack of knowledge 17 
about markets 28 


Political & social 22 
instability 28 


Finding representatives i ms 14 
in other countries 26 


Financial constraints ?1 


Cultural/language 


issues 21 
Transport constraints 16 


*% companies rating constraint 4 or 5 on a scale of 1 to 5 where 1 is a minor barriers and 
5 is a major constraint 


Sources Of Funding (%*) 
Loans under 5 years* 
Loans over 5 years 
Over draft 

External equity** 
Grants and awards 


Others 





*includes leasing/HP and factoring 
**includes institutions and the other sources (excluding owner, family & employees) 


India E The Globe Source: Grant Thornton 


Total Bookings: 


DELHI 


| Non-box office bookings: z 


Total Bookings: 


| Non-box office bookings: ig 


‘Total Bookings: 


Telebooking Sales: z 


: E TE s ——— 


VIRTUAL BOOKINGS 


In another few years, technophobes may get to 
see no movie at all. No, not because most of the 
blockbusters are turning out to be of the sci-fi 
variety, but because if you can't navigate the Web 
or don't have a deft thumb for quick-fire SMS, you 
are going to find all the tickets sold out by the 
time you reach the theatre. Just take a look at the 
numbers below for two recent releases, one Hindi 
and the other English. Technology rules. 


MATRIX 


MUMBAI (Fame Adiabs) 


2,587. 


Non-box office bookings: 


AHMEDABAD (Fame Republic) 


Total Bookings: 2,1 05 


Telebooking Sales: 355- 
22083 
7,400- 


Total Bookings: 


CHALTE CHALTE 


8,610 


5400 


AHMEDABAD (Fame Republic) 
4,678 


1,460- 


DELHI** 


18,743 
9,027 
*Includes online, SMS, corporate and telebookings 
**Consolidated figures for all PVRs 


Non-box office bookings: m 
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A humorous look at 
Indian CEOs' feats and foibles 
A classic collection of cartoons depicting leading CEOs 
of India Inc. Covering the big deals, the worst scams, 


the stellar successes and a lot more, this special volume 


A humorous look at 


Indian CEOs' | e " r -— , e p e r 
feats and foibles ¢ < i from Business Today will be as hilarious as it will be 


timeless. Limited Edition. Rare value content. Book 





your copy now. 


'sponse Coupon (please fill in BLOCK LETTERS): Yes! | would like to have my copy of The CEOtoons Volume: — 
2ase find enclosed: Cheque/Demand Draft NO.............cccccccccceccececererecesevececeeee. id | 1:5 41 MR Price : Rs. 495/ 
lo HM number of copies @ Rs. 300/- each (please add Rs. 10 for non-Delhi payment) drawn on................ 

Tov EEEREN S E favouring Living Media India Ltd. If payable by Credit Card, please mention: 

nk Name 


Aaaa deve e e Fa ADE PPS e O T A T 092.6488 A AET T A 600002 E O E CR ECC RISA 


ra Number [ 0O OOTO OO O00000 
te of birth LLL Card expiry LOL Card member signature........................................ 


ime 


par e ee ee eA NA URTNS OSA EATON K eso) DAS SESE PCR PRA. ASA S ARA Abus ESS Nas EMG ESO AR dMO VOLES Ps» sspadES SRAFRREQEEREFS cath S dNASMNEdMRESRBNSNSMPu.evesvaEsEPéSsalduh maamaMaadüE EE 
Ce Mee ROO L ES OF SOCK SSSSE SOS SS SSH ETO RECAST OS Ak S5s oes Ss OUP PE ROOAEONSN)6hS6D a RREESNPBNNS SO NEOSG 6 bcadeed RUN SSe NESRE POR EESS ab oo ae 


ee ae ae WR SEAPORT RERE REPRESS SCRE ES HS SHS HSS STEAD S bna SAGE MAS 25. UNG a 69D Ew A L eee A bE SOE Fe Cees b 1 ad sa ResRebaUREES teenie due RÉESsesesrcbdasdésesécRaEiEaddrasiS e R 


nplete and mail this coupon and send it to Living Media India Ltd., 
, Hamilton House, Connaught Place, New Delhi 110 001, India. 


‘bulk purchase enquries (more than 100 copies) please contact Rajeev Tyagi at 011-23736970. 
dail : rajiv@intoday.com 


The Volume will be 
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Jet Airways' Naresh Goyal 


found himself in a 
C e () () () n S spot with the finance 
ministry contradicting the 


by Saurabh Singh airline’s profit figures... 


...Maruti’s Jagdish Khattar saw his company's maiden 
public issue sell out within three hours of opening... 


...Air India’s J.N. Gogoi mulled 
over plans of a low-cost airline... 


KIFAA xx ^ 
x 
Kens MA Bi: 






Bea OK 


..Cognizant's Kumar Mahadevan 
surprised markets with another upward 
revision in earnings projection... 
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SUMMER COLLECTION 2003 
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Luxury Suits > Shirts > Trousers > Accessories 
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Ambi Pur comes in Aqua, Vanilla Bouquet, After Tobacco and Tropic variants. 
Starter kit at Rs. 144/- and refill for Rs.99/- only. Available at leading Medical and General stores. 
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Dainik Bhaskar storms Ahmedabad with a local daily. 


Ju HAS TO BE EVERY MARKETER'S 
dream. Even before you launch 
your product, you are crowned the 
market leader. And (surprise!), this 
happens in the impossibly difficult 
market of newspapers. The battlefield: 
Ahmedabad city. Contenders: Current 
leader Gujarat Samacbar (city circula- 
tion 2.42 lakh) and No. 2 Sandesb 
(1.59 lakh) on the one side, and the 
Bhopal-based Dainik Bhaskar Group, 
which is all set to launch its Gujarati 
daily, Divya Bhaskar, on June 22, 2003. 

Although it is yet to sell a single 
copy, Divya Bhaskar claims a pre- 
launch circulation order of 4.65 lakh 
(3.29 lakh in the city alone). Just 
how did it do it? Simple, it surveyed 
12 lakh households in and around 





New Rules: Divya Bhaskar is custom-made 


the city and custom-made the news- 
paper. Better still, it went back to 
these households and asked them to 
sign up. Rivals are incredulous, but if 
the claims are true, then the new 
newspaper already has a page one 
story it may never print. 

SHAILESH DOBHAL 





Back To Square One 


Savvy advertisers dig their wells for ad spends every year. 
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Coke Ad: ZBB or not. Aamir is worth it 


AS ADVERTISING BIGWIGS SCALING 
back their outlay? Well, contrary to 
the general perception, they are not. 
For, the advertising pie did grow by 6 
per cent in 2002 to Rs 9,472-crore. So 
why is there this sinking feeling in the 
market that ad spends have actually 
been coming down? Well, blame it on 
zero-based-budgeting. Marketers are 
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working around the science of ad 
spends, justifying and earning from 
their CFOs at the beginning of every 
year, each rupee that will be spent on 
advertising and marketing. ^The mar- 
ket dynamics are such that you need to 
justify marketing spends afresh every 
year, and hence zero-based budget- 
ing," says Shripad Nadkarni, Vice Presi- 
dent (Marketing) at one of the coun- 
try's largest advertisers, Cola-Cola India. 
The zero-base approach means that 
the yield on each rupee spent is scruti- 
nised closely. Spends are being broken 
down to individual brands and geog- 
raphies and then co-related to sales 
targets to strategise better. Given that 
ZBB is the norm globally, the trend had 

to arrive in India sooner or later. 
VANDANA GOMBAR 
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Entrepreneur Of The Year" 





& Chief Mentor, QUAM Technologies. Chairman "of f the 
e Mr. Á R Pürwan Chairmari, Ste 


Mittal, Chairman & obo Hei dE Bhart ibas 
e Mr. T N Ninan, Editor & Publisher, Business Standard. 
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Bhasin s Move 





Ashok Bhasin: One of three 


ARP E 





HE BUZZ HAS IT THAT ASHOK 

Bhasin, Vice President, Mark- 
eting, Whirlpool India, isn't happy. 
Why should he be: last fortnight, 
his company hired Marico's erst- 
while head of marketing Arvind 
Mendiretta as, what else, Vice 
President, Marketing. Bhasin, who, 
in his own words, considered him- 
self “part of the furniture" at 
Whirlpool is reportedly juggling 
offers from a FMCG company, a 
telco, and Whirlpool's American 
parent. That's quite a menu. 


Ab 


Anil Sharma: Seeking Nirvana 


Another Exit 


[5 FORTNIGHT, ANIL SHARMA, 
arguably India's finest Six Sigma 
trainer quit Reliance Infocomm 
where he was head of training and 
learning development. The former 





Modi Xerox and GE India staffer 
seemed set to join former Chrysalis 
partner Raj Kondur's Bangalore- 
based BPO start-up Nirvana. Sharma, 
who spearheaded GE’s Six Sigma 
initiative in India, joins a growing 
number of high-profile execs— 
think Amit Bose, Shailendra Gupte, 
Geeta Chaudhury, Venkatesh 
Valluri, Radhika Balasubramaniam, 
and Rajesh Kurup — who have left 
Reliance Infocomm in the recent 
past. Well, all we can say is that 
much like GE, Reliance has a cul- 
ture where you either fit in, or walk 
out through the front door. 
MOINAK MITRA 


DASH BOARD 


This reformist has feet 
of clay. Last fortnight, 
Union IT, Telecom, 
and Disinvestment 
Minister Arun Shourie let on that 
BSNL may shelve its international 
long distance plans because VSNL 
already has the infrastructure, he 
Saw no point in duplicating it, and 
Tata Group Chair- 
man Ratan Tata 
had written 
him a letter 
airing his con- 
cerns (the 


Group controls 
and manages 























Devendra Chaudhry: Log on to Mauritius 


Port Louis Calling 


LMOST 500 YEARS AGO, THE 
Portuguese discovered it. 
Now, the 2,040-sq km island- 
nation wants India to discover 
it—not as a tourist getaway, 
but as a BPO window to the 
Francophone world. “Mauritius 
is cheaper, removed from trou- 
bled hot spots and has loads of 
cultural affinity,” points out 
Devendra Chaudhry, CEO, 
Business Parks Mauritius. 
Tracmail, a BPO joint venture 
between Mumbai-based Adi 
Cooper and the US-based 
Stream International, already 
calls the tourist resort its home, 
and the Gurgaon-based Daksh 
e-Services may be next. Says 
Sanjeev Agarwal, ceo of Daksh, 
which also looked at Philippines 
and Malaysia: “We are consid- 
ering Mauritius seriously be- 
cause it has a good labour pool, 
proximity to India and good 
telecom infrastructure.” From 
a $64 million ir turnover this 
year, Mauritius aims to reach the 
$400-million mark by 2008. 
"India's share will be substan- 
tial," says Chaudhry. Daksh & 

Co. willing, one may add. 
MOINAK MITRA 
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| * The New Face. Cotton like you've never seen before. With an 
unbelievable look and feel. Now in India. Look For the trustmark of 
COTON cotton quality on your Favourite brands of clothing and textiles. 
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Y 


ternational Quality 
Trüustmark 


ailers and Brands supporting the Seal of Cotton: Arrow, Berkeley, Blackberrys, Cottons by Century, Cotton County, Crocodile, Euro, Frontline, Icon, 
igo Nation, Lee, Logo, Louis Philippe, Monte Carlo, Moral Fibre, Raymond (Park Avenue & Parx), Scullers, Shoppers’ Stop (Stop, Life, Kashish), Wrangler. 
JWT.1900.2003 
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OR INSURANCE COMPANIES, BANKS AND 

mutual fund players, it is really the 
next big thing. With the government 
weeks away from opening up the Rs 
300,000-crore pension market and that 
too to just six players—five private and 
one public sector—intense jockeying to be 
one of the six has begun in the financial 
services industry. After all, it is for the first 
time that the huge pension corpus is being 
made available for private management. 
This accompanies the demise of the life- 
long state-funded pension scheme, which 
will no longer be available to govern- 
ment employees, other than those in the 
armed forces, who join after October 1, 
2003 (See Tbe New Proposal). 

New recruits, according to the scheme, 
will now have to 


contribute 10 The pension 
per cent of their fund corpus 


salary, and a 


matching contri- could touch a 
bution will be staggering 
made by tl 990 tnn. 
sovemmea. RS 3,26,000 crore 


government. xb 
Emplovees will by 2005 
also have the 
option to invest in any of three fund 
types: safe, balanced and growth—de- 
pending on their aptitude for risks (See 
Different Strokes). The employee will also 
have the option to switch from one fund 
to another, but without the right to with- 
draw funds before retiring or turning 60. 
Given the size of the pension corpus (a 
study by Professor R. Vaidyanathan of 
the Indian Institute of Management 
Bangalore suggests that the taking could be 
as high as Rs 326,000 crore by 2005), not 
everyone in the industry is happy that 
the game has been limited to just six play- 
ers. Says Sanjay Sachdev, CEO & MD, IDBI- 
Principal, Asset Management Company: 
“While we do not recommend limiting the 
number of fund managers to six, we do 
recommend stringent entry criteria, 
thereby ensuring that the participants are 


a SUZUKI 


Count on- us 


WagonR. As interesting as you are. 


The WagonR comes with a 16-valve engine that generates raw power. A 10-b 


computer for instant response. And an Electronic Power Steering foi 
high speeds. It also has better power-to-weight ratio so that you can 


quickly. Indeed, it's simply unmatched in performance. 


Other features: ¢ Airline-like reclining seats * Split rear seats fo 
* Tall body design makes it easy to get in and out * Super cool AC * & 


brakes for more control 


TEST... DRIVE. TODAY 





CALL ANYTIME MARUTI AT 1600 11 1515 (service available in Delhi, Gurgaon, Bangalore, Hyderabad, Chennai & Mumbai 
CALL MARUTI ON-ROAD SERVICE ON 9622-962200 (service available in 41 cities across the country). VISIT US AT WAGONR.MARUTIUDYOG.COM 
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DIFFERENT STROKES 


a How the three funds differ. 
SAFE 

E equities 

BALANCED 
. international equities 
GROWTH 


international equities 


financially sound and capable of handling huge funds." 

Sachdev's wish-list of criteria says that companies 
should have a networth of Rs 100 crore, an active busi- 
ness presence and a consistent and acceptable invest- 
ment track record. That's akin to what Deepak 
Satwalekar, Managing Director and CEO of HDFC 
Standard Life Insurance has to say. “Instead of limit- 
ing the number of players, the government should set 
stringent conditions for entry into this sector; otherwise 
it will limit the choice for the consumers—something 
similar to what has hap- 
pened in the insurance sec- 
tor," he notes. 

Besides, the *pro-more" 
camp argues, the govern- @ 
ment is setting up an inde- 
pendent Pension Fund Reg- 
ulatory and Development 
Authority (PFRDA) that will 
oversee the working of the 9 
funds and, therefore, instead 
of playing the door-keeper, @ 
the government should focus 
more on products that each 
player will bring to the table. 

Just which companies will get their foot in the 
multi-crore business is the burning question among 
the industry's 13 insurance companies and 34 mutual 
fund companies. Insurance companies argue that for 
them “it will be a natural progression", since both in- 
surance and pensions are “two sides of the same coin” 
and involve making investment decisions for long- 
term funds. Secondly, because of its existing distribution 
network in terms of agents and brokers banks—the ar- 


of the six fund managers 
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50 per cent or more in government securities, 
30 per cent in corporate FDs and 10 per cent in 
domestic equities. Nothing in international 


30 per cent in government securities, 30 
per cent in corporate FDs, 30 per cent in - 
 . domestic equities, and 10 per cent in 


25 per cent in government securities, 25 
per cent in corporate FDs, 40 to 50 per cent in- 
. domestic equities and 10 per cent in. 


THE NEW PROPOSAL 


What the government plans. 


Put all Central Government employees joining October 1, 
2003, under the new pension plan | 


@ Get employees to contribute 10 per cent of salary to pension, 
and make a matching contribution 


Offer three fund types—safe, balanced, and growth— 
depending on investor risk appetite 


Set up a Pension Regulatory Authority to oversee the working 
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T. 
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gument goes—insurance companies may be in a better 
position to keep their distribution costs low. Finally, 
since success in the pension sector involves mainly 
two things—accumulation and annuity pay out—the in- 
surance sector believes that it makes the ideal candidate 
because of its long experience in a similar business. 
The mutual fund industry, on the other hand, has its 
own set of arguments. Fund managers believe that there 
is a tremendous synergy between the existing business and 
the proposed pension and payout annuity business. 
“We plan to capitalise on 
our existing infrastructure, 
intellectual capital, and the 
strengths of the local and 
global experience that our 
sponsors bring to our invest- 
ment business,” says Sachdev. 
Mutual fund players also 
contend that their existing 
teams of investment analysts 
and fund managers are more 
than adequate to service the 
potential needs and oppor- 
tunities of the new business. 
Yet, there remains a lot of confusion as far as the 
new scheme goes. For instance, will the new scheme, 
like the Old Age Social and Income Security (OASIS) 
committee report, talk about a guaranteed rate of re- 
turn (9 per cent from LIC for senior citizens) and pe- 
nalise those fund managers who under perform? 
Will it allow only 26 per cent foreign equity or in- 
crease it to 49 per cent? Till the final draft is out, the 
players are keeping their fingers crossed. 
ASHISH GUPTA 
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| the leader in camera and print technology comes the ultra-convenient Canon Camera Direct. 
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This powerful innovation lets you shoot and print high-resolution photographs anytime and M 






anywhere, simply by connecting a Canon digital camera to a Bubble Jet Printer. For instance, 
capture an image with the stylish, 4-megapixel IXUS 400. Featuring a 3x zoom, the IXUS 400 is i 
? E. T ii powered by DIGIC, Canon's revolutionary digital imaging processor that vastly improves 
image quality. Connect it directly to the beautiful Canon i70, a portable photo printer that offers 
true desktop performance wherever it's operated; it can even output brilliant, A4-size 


borderless prints. No PC. No processing lab. No waiting. Just beautiful photographs instantly. 





Photo Printer with 4 
optional cradle O89 ™% 22% 
T R Exif Print 





Call Canon at 1600 33 33 66 or log on to printers.canon.co.in 
South East Asia Headquarters-Canon Singapore Pte. Ltd. India Office-Canon India Pvt. Lid., Neela Gagan, Mandi Road, Mehrauli, New Delhi-30. 


. „about 8% per annum. 
. Literacy 
- rising, creating higher 


. today's 
. wants a better quality of life which is what our brands 








we outlined a strategy for Hindustan Lever to 

deliver sustainable profitable growth. This strategy 
builds on the past and reshapes for the future. | would 
like to update you on the progress made in executing 
this strategy and also outline our future approach. 


GROWTH POTENTIAL 

Our published results for 2002 show a sales decline of 
6.7% on account of discontinuation of non value 
adding businesses and divestments. Our domestic 
FMCG business was flat with the growth in Home & 
Personal Care being offset by a decline in Foods. This 
may lead to a question on our growth potential. 


T wo years ago, in the context of changing markets, - 


.. Indeed, there is a common misconception that our 


categories are mature with little scope for growth. In 
fact, the very opposite is true. Several of our 
categories still have low usership levels. In addition, 
the actual amount used per capita is far lower in India 
as compared to other countries, as shown in the 
Table. 

Also, the GDP growth 
of about 5% is driving 
up discretionary income 
of our consumers by 
levels are 
aspirations further 
fuelled by the world 
they see on television. 
There is no doubt that 
consumer 


. help realise. 

- However, HLL is faced with the challenge that FMCG 
markets, after growing in strong double-digits 
throughout the nineties are now declining in value for 
the last couple of years. Why is this happening? . In 


n . urban India, consumers are now being exposed to and 
. are trying several new categories, such as mobile 


. phones, leisure, durables etc, and are, therefore, 
- down-trading their FMCG purchases. Rural demand 
has been dampened by three unusually poor 
monsoons in the last four years. We believe that both 
these factors are transitory in nature and FMCG 
markets will surely find a new growth equilibrium. 
.. Be that as it may, we are leaders in many FMCG 
categories, and are taking active steps to re-attract 
consumer spending to our brands. We are doing this 


—. by providing exciting, new and differentiated benefits 
: is as well as greater value, thereby leading growth. We 
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Per Capita Consumption figures in kilograms 








have every confidence in the validity of this approach 
given our experience in recent years, whereby several 
of our biggest brands, supported by such innovation, 
have grown strongly, even in this very. challenging 
context. 


FOCUSSING THE COMPANY i 
With increased competition for the consumer's wallet 
in today's market environment, driving growth requires. 
a much higher level of resource in all. are 
technology, media spend or people talent. ‘Consumer 
brands in everyday life is our area of core competence 
both in india. and globally with Unilever and thus our 
area of focus. Two years ago, the FMCG business 
accounted for 85% of HLL. Today, 95% of ‘HLL is its 
FMCG business, of which 86% is domestic, with 996 
being exports of consumer brands. _ 
Over the years, we had entered several non-FMCG 
businesses in line with national priorities. These 
businesses were suçcesstul and created good value. 
| _ However, with the 
opening up of india, 
Staying in these 
businesses — 





invest | heavily 

accessing technology 
“and achieving world- 
| class competitiveness. 


In. line with our 
„strategy, we have 
exited 


and Adhesives with total sales of over Rs.600 crores. 
In doing so, we have secured good value realising in 
all Rs.430 crores with a profit. on disposal of over 
Hs.260 crores. 


We also had a very broad. export. portfolio covering .— 
several areas which also has been restructured and. - 


focussed. Going forward, the major thrust is on driving 
exports. of our consumer brands primarily to other 
Unilever companies from whom we receive 
considerable. support. This is an area where we see 
enormous potential for growth, given our clear 
competitive. advantage. Indeed we are already. 
supplying Tea bags to Singapore, Australia, Japan and 
the USA, Personal Products to the Middle: East, Far 
East and African countries and marketing Pears 
globally. In all, such exports already constitute over 
40% of our total exports of US$ 300. million. We are 
also driving exports in other chosen areas where India 





areas, be it . 


would > 
have required us ir 


non-FMCG .— — 
businesses like Animal — . . 
Feeds, Seeds, Flavours & Fragrances, Nickel Catalyst. E 
















































tential. given India's long coastline and 
! e fishing capability, We are the largest 
ers of Marine products from India and have 
ly built up a leading position in shrimp exports to 
he demanding markets of the USA and Europe: We 
also acquired Amalgam, a leader in value-added 
. Marine products, to drive further growth in this area. 
— .At the same time, we have discontinued a number of 
non value-adding exports. Our continuing exports are 
now. growing by about 15%. 


T FOCUS ON POWER BRANDS 

A In the FMCG business, we had developed a portfolio 
. of over 110 brands organically and through 
-acquisitions. Several of these had overlapping 
-benefits and competed directly with each other, while 

others were simply too small. Growing brands in 
today's market requires scale. We, therefore, decided 


































ere identified for their size, 
3 trength, uniqueness and 
yowth potential. In addition, they - 
. span all the relevant benefit and price- 
positions in our market. For example, | 
. in Laundry, we chose three brands :- 
< Surf - providing the very best stain. | 
. removal, Rin - making clothes look : 
... very good, and Wheel - offering great 
- cleaning and value. These three 
: brands also cover the entire price - 
spectrum for every class of consumer. 
We have migrated several of our other 
> brands to converge with these Power- 
. Brands and harvested others. Now, - 
-— Power. Brands account for over 9395. 
«^: of our domestic consumer business. 
“Indeed, through this approach, we are 
. achieving big scale with several 
. brands being individually as big as our competitor 
companies. The top five brands together account for 
= sales of over Rs.3000 crores, and last year, grew by 

. over 10%. We see each of these mega brands 
-achieving a potential scale of Rs.1000 crores in the 
: cdd future. 


(ING THE POWER BRANDS 

x il. we grow the Power Brands? Firstly, by 
yet leveraging their scale — this is crucial in a crowded 
—. - market. where 3000. advertisements are seen on 
- television every month and where the number of SKUs 
. stocked by retailers has gone up by about 40% in last 
three years. Brand scale enables us to a larger 
-share of the consumer's mind as well as a larger share 
of the retail shelf. For instance, five of our Power 
- Brands are among the top ten most heavily advertised 
brands in India. We derive scale competitive advantage 

sd rom our combined media spends. 











Redefining Categories 
are 5 redetining the way we look at our categories. 








us all our resources on thirty Power Brands. 


T nere isa 


common 


angers and stayed within a category product 


misconception 
that our 


categories are 
mature with 
little scope for 
growth 











For example, we have traditionally 
measured our presence in shampoos by - 
our market share of more than 50%. Our- 
real opportunity, however, is to view this- 
as the hair wash market — indeec 
consumers often use soap, natural. prc 
water to wash their hair, apart from s 
this way, our share of hair wash is ana i 
enormous space for growth. Similarly, 
ind Ice Tea is attracting younger con 

also redefining the role of tea in a consum 
thrust in placing Tea, Coffee and Ice-crea 
machines in offices, factories and places at 
congregation is creating new opportunities to con 
our brands out of home. Extension of the L 
brand beyond cosmetics to Salons is another exam 









Liberating Brands 
In addition, we are 
existing category mindset. 


liberating brands from their- 
Historically, brands 


-format. We, however, see our Power 
Brands as being able to occupy a 
. unique position in the consumer's mind 
- and therefore being able to stretch into. 
other product formats or categories. 
The launch of Fair & Lovely Soap, 
-Lifebuoy Talc, taking the Max ice-cream 
brand to Confectionery are al 
examples of extending brands into new 
| categories. All these extensions have 
had a promising start and there are 
| more to come. 


Exciting Innovations 

- A key driver of growth is innovation that 
- surprises and delights consumers. with. 
new, differentiated and relevant. — 
| benefits. We identify these benefit by 
placing the consumer at the very. heart | 
of our business. Traditionally, the consumer has been 
brought into the business through the lens of the 
marketing department, using market research tools 
and techniques. This is valuable and necessary. 
However, much deeper insight is needed in todays ^ 
competitive environment. We need to go well beyond —— 
listening to what the consumer tells us. Indeed we- 
need to develop a degree of intimacy and understand 
what is deep in her sub-conscious mind — seldom or 
never articulated. We are doing this by having cross- 
functional tearns interface continuously with the 
consumer at her home, in the shops, sharing her life, 
thereby building a deep and shared understanding. 
This wil help deepen our "collective intuition" and 
enable us to deliver better products as well as superior 
advertising. 








Leveraging Technology for Innovation 

We continue to invest in technology, both to make our 
products better as well as to secure cost advantage. 
Over the years, we have built several global- 
technology centres in India with about 200 R&D 


| : y _- Strongly profitable. 
. -. our business by double- -digits last year in the face of 





Hte emet ns ho Mtas NA Hm MT REV AKI Ui AEA SERT UP ORA A EEEREN AARE A BAO A EYE USER DPI GUAE ANOTE AAAA UNE ERR ER NR 
ERR vr Vv aon 


passa pn antares ipiis MimiütipH rn Aaen 


* people. This, coupled with access to over 
5000 R&D personnel in the global Unilever 
* network, with a total budget of US$ 1.3 
billion, gives us enormous advantage. 
| There is often a misconception that 
everyday products like ours do not need. high 
technology. This is totally untrue — in fact, we need 
technology of a very high order to offer superior 
benefits at an affordable price. For instance, the 
recently relaunched Surf Excel is based on proprietary 
technology developed after extensive research. It 
ensures that rinsing is much easier and quicker. This 
new Surf Excel reduces the time taken for rinsing by 
as much as 50%, thereby providing huge convenience. 
Most importantly, it reduces the amount of water used 
by 50%, which is a significant benefit, given the acute 
scarcity of water in most of India. Given that laundry 
consumes upto 20% of household water, this 
technology will indeed make a big impact. 

Similarly, we have recently launched Knorr Annapurna 





Salt with the benefit of providing "intact iodine" to 


the consumer,  lodine 
added to salt is lost in 
transport, storage as well 
-as in the process of 
cooking. We have 
developed a proprietary 
patented technology that 
encapsulates iodine, 
protecting its bio- 
availability This is a very 
key benefit, given the 
importance of iodine, 
especially for the mental 
development of . young 
children. 


TACKLING 

COMPETITIVE CHALLENGES 

In pursuit of growth, we are acutely conscious of the 
challenge posed by competition, especially the low 
price players. This phenomenon is not new to us in 
india or indeed to other developed markets where low 
price local players and trade brands co-exist with large 
branded players like ourselves. We are quite clear that 
we will be able to sustain growth in the face of such 
competition as we have done in the past. In the 
Laundry market where there are over a thousand local 
players, our brand Wheel is now the clear market 
leader and the largest brand in HLL. What is more, 
this has not come at a cost to our bottomline as it is 
In Personal Wash also, we grew 


very aggressive low price competition. We will 
compete with low price competitors by playing to our 
strengths — using our strongest brands backed by 


superior technology and the lowest cost supply chain.. 


We will succeed in this by leveraging our unique 


oe .. combination of local and global scale. 


. NEW GROWTH ACORNS 
Three years ago, we had identified several new 


HLL's scale is derived from 
its volume of about 4 million 
tonnes; sales of Rs. 10,000 
crores and presence across 
more than 20 distinct 


consumer categories 





opportunities for growth e as an outcome of Project E 
Millennium. We have made very. good progress in. = 
nurturing these growth acorns for the future. 
Specifically, we are driving nascent categories in our... 
current businesses such as. Deodorants and ^. 
Processed Foods. in addition, we have entered new 
adjacent categories like Confectionery. and ‘Ayurvedic 
Health Care. We are also pioneering” a retailing xU 
business called Sangam and building a direct-to- = 
consumer business called HLL Network. Taken o 
together, all these new initiatives increase the size. Ces 
our market opportunity by about 40%. y m. 


LEVERAGING HLL SCALE FOR GROWTH 

The power of HLL's scale is derived from its combined — 
volume of about 4 million tonnes, sales of Rs.10,000 
crores and its presence across more than 20: distinct — r 
consumer categories. HLL's brands are available in 3. 
million outlets and touch the lives of two. out of three | - 
Indians. We are leveraging this scale to derive — 
competitive advantage and sustainable growth. 













Building Supply Chain 
|. Competitiveness. 
— We are making. à quantum > 
change. in our. supply d 
chain, both. in Terms of  - 
| enhanced “customer 
-service aso wel as... 
increased efficiency, Our. NE 
supply chain is complex, Ro a 
with over. 2000 suppliers, ^. 
| 100 + manufacturing E 
| locations, 7000 stockists ^. 
and. about one. million. =- 
retail outlets. "Significant . e 
investment in Information ^ 
Technology. has provided 
connectivity across. the supply chain, from the 
supplier to the stockist, thereby enhancing customer = 
service while bringing down working capital. Today, =- 
we know what our stockists have sold every day, to... 
almost a million outlets. This has brought. üs much 
closer to the market place and Significantly: enhanced 
our speed of response. win l 
HLL's scale of operations gives a. distinct co: t benefit 
Buying raw and packing materials for HLL as awhole = 
rather than separately for- categories, gives us = 
economies of scale. For example, inputs for ose" 
packaging, like paper, board and polymers, are bought . 
centrally for all divisions generating big savings: 
similarly, in the areas of logistics and transportation, = 
scale enables greater efficiency. We are also - 
exploiting our scale in optimising- „sourcing ` of our 
products. All this gives us a competitive advantage. | 
our cost structure. ; 

























Deeper Commitment to Rural India - no ha 

Our scale also gives us the opportunity 1 » bulk the- 
deepest possible direct. distribution reach into rural —— 
India, where over 70% of our population live. Interior — 
villages are. difficult to access. because. of. weak a 
















ibus prid nó awareness of any brands. By 
coneol 
si 





idating our. categories we are A Vu a 






Be “appointed 6000 sub- stockists for rural 
ets, and are now covering approximately 50,000 
llages, reaching about 250 million consumers. 








ambitious direct distribution programme . called 






visionis. to reach over 100,000 villages, thereby 

touching about 100 million rural consumers. We 
have already piloted this initiative in 5000 villages 
nd are now extending this rapidly. Project Shakti 
provides a unique micro- enterprise opportunity for 
inops iq Un pua women. Armed id micro- 
£f it ft 

























Seda [ alatiónahip with the small 
` but fast emerging modern. trade. 
Our scale enables us to provide 
superior customer service 
including daily servicing, 
improving their range availability 
whilst reducing inventories. We 
are using the opportunity of interfacing more directly 
-with our consumers in this retail environment through 
B specially designed communication and promotions. 
This. is building traffic into the stores while yielding 
high growth for our business. 


BUILDING PROCESSED FOODS 

There is a big opportunity to grow Processed Foods, 
ich are still a very small proportion of the overall 

y seston foods market. 








tye 



















| te i time for market oe Over ihe 


< business, organically and through acquisition to 
significant scale. 

. However, it was necessary for us to increase the 
-inherent profitability profile in several areas in order to 
generate the capacity to invest in market development. 
Over the last couple of years, our gross margins have 
proved by 9%, albeit at the cost of some topline, 
eby providing the fuel to invest in both innovation 
and. differentiation. We have reduced our losses in 





In addition, we have also embarked upon an 


_ Project Shakti to reach the smallest of villages. Our. 


_ Skills, especially for our newer businesses, and are 


combining both scale and speed. Deeper in the  . 
the talent and creative potential of all employees. 
In conclusion, let me say that HLL's most val luable 
-very dynamic and increasingly competitive, We | 


. have confidence in our strategy and are learning to 


sustained high performance. We have brands with 


A years, we had grown our Foods and Beverages . 


. This is the text of the pene: delivered by M. P4 Panos. | 


also be accessed from Hindustan Lever's website at 







lce-cream significantly, and considerably 
improved the performance of the recently 
acquired Modern Foods. Going forward, 
our priority is to lead growth of this market 
through innovation. We have recently 
launched Kissan Bistix, Kissan Mr.Fruit, Lipton Ice, 
Modern Atta Bread and the Knorr Annapurna Culinary 
range, all of which have met with an encouraging 
IBSponss. | 
















TALENT FOR GROWTH mE 
Finally, the most important determinant of our growth 

is the quality of our people. We are deeply privil 
to continue to attract the very best talent a: 
number one preferred employer at lai 
campuses. We are also pista ied diversity in our 
talent base by recruiting people with complementary. 



















also bringing in a large number of talented women. : 
Our training. programmes have been revamped to. 
expose: entrants to local and global business ee 
_they spend time in india we 
n o5 and international cities - 
 — all within a 12-month training 
programme. HLL's wide variety 
of categories and Unilever's 
global operations provide 
| enormous development 
opportunities through organised 
career planning. A lot of 
emphasis has always been 
| placed on skill development — 
. today we are also concentrating 
on building individual and 
leadership capabilities. We offer 
| an energising and empowering _ 
| environment enabled by creating _ 
small teams focussed on key. 
initiatives. We have found this the best way of. 








































company, in factories and offices, we are unleashing — 





through initiatives such as TPM. 
assets are its brands and people. Today's marketis 


grow even in declining markets. We. are putting in 
place key enablers to build our capability for 


rich heritage and strong consumer equity. We have 
people who bring the power of their ideas and 
execution to exploit the full potential of our brands 
towards delivering continued profitable growth for 
Hindustan Lever. 3 





Chairman, Hindustan Lever Limited, at the Company's 
AGM held in Mumbai on June 13, 2003. The speech may 


http:/www.hll.com. 
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With promoters no longer hesitating to 
crack the whip, professional CEOs must 
deliver the goods or walk the plank. 


BY BRIAN CARVALHO 





OUGHLY A 
year and three months ago, in 
March 2002—so begins one 
of the possibly-factual, possi- 
bly-fictional strands in the 
murky tale surrounding the 
exit of Britannia Industries 
Managing Director Sunil 
Alagh—the board of directors, 
chaired by Nusli Wadia, got a 
whiff of erratic and frequent 
personal expenditure binges 
embarked upon by their 
flamboyant, go-getting 56- 
year-old CEO. The expenses, 
goes the story, were totally 
out of whack with what had 
been approved by the 
Chairman, and allegedly inc- 
luded huge foreign exchange 
outgo overseas and entertain- 
ment payments. Wadia's de- 
cision to elevate Senior Vice 
President Nikhil Sen as coo 
on March 27 last year, say 
proponents of this theory, was 
motivated by this knowledge. 
Another story doing the 
rounds claims the dirt hit the 
fan in April this year when, in 
accordance with US GAAP con- 
vention, the top brass at 
Britannia had to sign a com- 
pliance report, which stated 
amongst various other things 
that their expenditure was for 
the good of the company. On 
April 10, this version goes, 
Alagh was told to sign the re- 
port, which he refused. That 
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Sunil Whilst stands accused of breaching 
Alagh the board's trust and confidence over the past 
decade, it has to be asked why the board did not 

EX-CEO/ BRITANNIA NOtice any irregularities for this long 
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is when, the tale concludes, the board smelt a rat, the West, few eyebrows are raised when a head at 
and decided to dig up Alagh's expenditure, for the top rolls, simply because there are so many of 
some reason since 1994-95, them rolling, as various studies reveal. In 2001, for in- 

The long and short of that exercise according to stance, more than 1,000 US CEOs were sacked. Not just 
some of the numbers floating around is that of Mr and that, two-thirds of the world's major corporations 
Mrs Alagh's total expenses between 1994-95 and have replaced their CEOs at least once since 1995. If CEOs 
2004 (till date) of Rs 5.4-odd crore, only 1.78 crore was — aren't being sacked, their tenures are rapidly shrinking. 
approved by the chairman. The remai- 
ning Rs 3.64-odd crore—allegedly in- 


curred on varied items ranging from mob- Dilip Former Tata Finance MD Dil created 
ile phones to car rentals to alphonso man- Pendse 8 flutter when he reportedly said all financial 
goes to liquor to prawns—is apparently decisions taken by the company were endorsed 


what Alagh used to bankroll a no-holds- ^ &xcro/rara Fin. by the board—and Ratan Tata himself 
barred party over the past decade. On A ASE SS UC | 
June 4, Alagh was sacked as MD and CEO of 
Britannia Industries. The official reason (as 
told to the stock exchanges): Alagh, “as a 
Managing Director, had conducted himself 
in a manner clearly incompatible and 
inconsistent with the duties and responsi- 
bilities he owed as Managing Director... 
(and) had breached the trust and confi- 
dence...reposed in him by the Chairman 
and the board of directors....” 

Alagh’s may be a higher-profile exit of 
a professional CEO in recent times, but 
he isn’t the only one to have left abruptly 
or before his tenure ended, or in a huff. In 
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Two years is considered long enough 
these days for a boss to make a difference. 
Back home, that phenomenon is beginning 
to play out as well, as promoters and 
stakeholders crack the whip. Dilip Pendse, 
Sandeep Goyal, Ram S. Ramasundar, Ravi 
Deol, Pavan Bhatia, and Deepak Chand- 
nani, and at least one CEO of Fiat who 
obviously didn't take to India too much are 
just some instances of CEOs whose terms 
ended unexpectedly and rather abruptly. 
“As the divorce between management 
and ownership begins to play out, this 
will soon become a common phenome- 


non," says chartered accountant Shailesh 


Ram S. | says he quit Electrolux Haribhakti, CEO, Haribhakti group. 
Ramasundar Kelvinator because the industry didn't appear Neither Wadia nor Alagh were availa- 
ene to be going anywhere. His company wasn't for ble for comment (a faxed request for a 
-CEO/ ELECTROLUX š } : 
KELVINATOR sure, what with losses of close to Rs 150 crore meeting with Wadia went unanswered, 
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and Sanvari Alagh, one Ravi Whilst 
of the former MD’s two 

daughters, answered Deol 

Alagh’s mobile phone, SER 


saying that he would 
not comment on the 
matter). And as to just which of the stories and numbers 
floating around are true, and which aren’t, your guess 
is as good as ours. Indeed, the mystery surrounding 
Alagh’s messy exit, and the stories that purport to de- 
tail the run-up to it do not end there. There’s one that 
goes that when the Danone representatives on the 
Britannia board (Wadia and the French foods major 
jointly own close to 50 per cent of the company) 
were told about the MD’s alleged financial misdeeds, 
they along with Wadia thought it fit to given Alagh an 
honourable exit—by April 2004. What hastened the 
end remains a mystery. At the time of writing, the 
Britannia board had decided to appoint an independ- 
ent firm, C.C. Choksi & Co., to undertake an indepen- 


WHY CEOS 


GREED TAKES OVER: Magnetic chairs, alphonso mangoes, 


wall paintings, prawns, liquor...we all love them. 
Just keep a check on the tab. 


THE JOB’S TOUGHER THESE DAYS...: Shareholder value is 
the buzzword, and stakeholders are crying out loud for 


performance, quarter after quarter. 


| ...AND THERE'S LITTLE TIME TO PROVE ONESELF: The days of 
Jack Welch-like tenures at GE—or Russi Mody back home 
in the eighties—may well be over. Today two years is long enough. 


mind, he also had to factor in the expectations 
of his two shareholders, promoter Amit Judge 
and 34.32 per cent shareholder Tata Coffee 





dent examination of 
relevant papers and 
material and to sub- 
mit their report to 
the board. 

If the stories 
floating around about Alagh’s alleged binge are even 
remotely true then the monies involved aren’t as imp- 
ortant as the frequency with which he misused his 
office. One detail concerns a personal party masquera- 
ding as a sales conference; another, a distributor meet 
that never happened. Alagh also stands accused of gold- 
plating branding and sponsorship deals with producers 
for serials, a few of which had his wife as a co-actor. 

Whilst Alagh has chosen to maintain a stony silence 
even as the accusations flew thick and fast last fortnight, 
at least one of his friends came to his defence. Satish L. 
Maneshinde, a Mumbai advocate who has represented 
Alagh on an earlier occasion—he stresses that he’s not 
going to be Alagh’s counsel this time round—says the 


had a business model in 
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EXCESS 
STORIES 


F YOU THINK INDIAN CEOS (OR SOME 

of them) lead extravagant lifestyles 

at the cost of the shareholder, 
think again. Everything pales in com- 
parison with the high-jinks of a few 
cEos in the West—particularly with 
the excesses of one Dennis 
Kozlowski, former Chief Executive 
Officer of Tyco International. 

The Enrons and the WorldComs 
may have all had their trysts with 
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Enron's Jeff Skilling 


corporate notoriety, but Kozlowski 
easily takes the cake— make that a 
giant cake with exploding breasts, 
along with one part of the male 
anatomy that normally isn’t waved 
about. That cake was reportedly a 
part of the $2.1-million party 
Kozlowski had to usher in his wife's 
40th birthday. 

Kozlowski, needless to say, got 
the boot. (For good measure, the 


WorldCom's Bernie Ebbers 


Securities & Exchange Commission 
slapped the former ceo and two others 
of the Tyco top brass with civil fraud 
charges, for allegedly failing to disclose 
multi-million dollar loans taken and, in 
some cases, never repaid). 

Chief executives in India may 
just be beginning to come under 
fire, but if what's happening in the 
West is any indication, the heat 
has only just entered the kitchen. 


Tyco's Dennis Kozlowski 





board and the auditors owe an explanation to Britannia 
shareholders. *What were they doing for all these 
years? When the financial position of the company was put 
to vote, were they signing the balance sheets blindly? This 
seems like a witch-hunt." Adds Sandeep Farias, Head, 
Corporate & Securities at law firm Nishith Desai 
Associates: “The board is considered as an overall super- 
visor. It is important that appropriate supervisory 





Sandeep 





G oyal Telefilms heralded the (re)entry of the promoter 
family into the business, with promoter Subhash 
ex-ceo/ zee — Chandra taking over the day-to-day management 
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The exit of Sandeep Goyal as CEO from Zee 


procedures are put in place in order to ensure that it lives 
up to its responsibilities." At the time of writing, Mane- 
shinde was threatening to give the story a twist by say- 
ing he was considering representing "certain sharehol- 
ders formerly in control of the company, who had app- 
roached him" to take action against the Britannia board. 
It’s now up to C.C. Choksi & Co to do its bit. To be 
sure, the former Britannia CEO isn't the first to feel the 
heat from charges of financial chicanery. 
Just as Alagh was at one time Wadia's blue- 
eyed boy (having played his part in ousting 
former controlling shareholder, the late Rajan 
Pillai) Dilip Pendse, the former Tata Finance 
MD, enjoyed the confidence of Ratan Tata. 
Tata's trust was belied, as it seems is Wadia's. 
The similarities end there. Pendse was slapped 
with charges of cheating, falsification of 
accounts and criminal breach of trust. 
Whether Pendse became the fall guy can't 
be said for sure, but experts point out that 
India Inc is littered with carcasses of CEOs who 
abruptly fall out with their promoters. “Often 
owners almost act like a mower. Whenever 
the CEO raises himself and the company into 
a new orbit, the owner feels threatened and 
the CEO gets chopped off. That’s when the 
real value of a professional CEO is seldom un- 
derstood,” points out Sunit Mehra, Country 
Head of headhunting firm Hunt Partners. 
Mehra adds that the concept of a pro- 
fessional CEO is new to India. But then there 
are those promoters that appear to already 
have had enough to do with them. Subhash 
Chandra, for instance, after a longish 
experiment with professional managers, has 
decided that the reins are best in his control. 
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Gravity-defying, oxy chino trousers find their 
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plaid bush shirt. In all, a combination that flies in 
the professional world. 


What are you 


wearing $ 


to work 


| a 


Natura .— NS 













Indian Terrain Flagship Showrooms: Chennai - 128 TTK Road, Ph: 24986790; Bangalore - Prestige Meridian 1, 29 MG Road, 
Ph: 25321964; Hyderabad - Road No. 1 Banjara Hills, Ph: 6586047; Delhi - S-208 Sahara Mall, Mehrauli, Gurgaon. Available at: 


OPPA 


ac) Shoppers Stop, 4» Z/f«$4/4, WIBBIIIS. Pantaloon, Ebony and other leading outlets across the country. 


STOR 





bt 


SHIVAY BHANDARI 


The founder-Chair- 
man of Zee Telefilms 
is now the hands-on 
CEO too. Another fam- 
ily member Lakshmi 
Goel was appointed 
head of the news channels. Sandeep Goyal, the last 
professional CEO to grace the Zee headquarters, sur- 
vived a little over a year, having made little progress 
in redeeming the beleaguered broadcasting giant. 
Goyal declined to comment to BT as he was still 
working with Zee in an advisory capacity. 
Sometimes the vision of the CEO may be in total 
divergence with that of the promoter, which actually can 
make you wonder whether the latter was sleeping dur- 
ing the job interview. Or perhaps he just forgot to ask 
that relevant question. Sometimes, though, sharehold- 
ers keep changing and you can't blame any single party 
for the misunderstanding. Consider the case of Barista, 
which has Tata Coffee as a 34.32 per cent shareholder 
and—not for too long, though, he’s off in August—Ravi 


Pavan 
Bhatia 


EX-CEO/ DOMINO'S 


WHAT RECRUITERS WANT 


KEEP THOSE HANDS CLEAN: A clean image right 


throughout one’s career is a must. Just being on business 


magazine covers isn’t enough (or is it?) 


GET IN AND DELIVER: Today’s CEO isn’t going to be around 
for ever. On an average he has two years to prove himself. 
Five-year terms aren't to be taken for granted any more. 


BE PREPARED FOR ONE-TIME ASSIGNMENTS: Willing to 
turnaround a company in 18 months—not a day more? 
Perhaps there's a mandate for you somewhere out there. 
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the former CEO of Domino's 
Pizza India, had ambitious plans for the 
fast-food chain. Unfortunately, those plans 
didn't fly and Bhatia was out in 18 months 





Deol as its MD. The 
Tatas were unhappy 
with Barista’s losses 
and its business model. 
The Tatas pushed for 
a franchisee-led ex- 
pansion, which Deol was apparently against, at least ini- 
tially. Deol insists that his relationship with the two ma- 
jor shareholders (promoter Amit Judge and Tata 
Coffee) are “very fine”, but sources point out there was 
a divergence of view with at least one of them. Industry 
observers reveal that one of the shareholders was keen 
to see the last of Deol. The official line, according to Tata 
Tea (Tata Coffee is a subsidiary) Managing Director 
H.R. Khusrokhan, is that “Deol completed his three- 
year contract” and moved on. 

Another CEO faced a similar fate. Pavan Bhatia’s 
18-month stint as CEO of Domino’s Pizza India came to 
an abrupt end in May 2001. His strategy for expansion (he 
quadrupled Domino’s outlets from 25 to 100 during his 
tenure) was junked by the company's board, ‘encour- 
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G. Whilst the official line at Fiat is that 


Ravina 
predecessor 


EX-cEO/FIAT  Coincided with falling Palio sales 


aging’ Bhatia to leave. Bhatia was not available for 
comment and Optimus’ former CEO and Managing 
Partner Harpal Duggal quit, claiming Polaris hadn’t 
coughed up the promised sweat equity. 

Of course, no promoter likes red on their balance 


Optimus sources say had to 
resign as CEO because of poor 

FORMER CEO AND performance, but the Duggal camp says he 

PARTNER! Optimus Wasn't given the promised sweat equity 


à Harpal 
Duggal 


successfully completed his tenure, like his Bi "nc hi 
his move back to Turin 





A CEO'S 


IS IT WORTH IT: It's easy 
to (mis)use power for 
material benefits when 
at the top. But think what 
could happen to you—and 
your family—if the dirt 
hits the fan. 


STRATEGY IS FINE, BUT 
PEOPLE MATTER TOO: 
Yes, you've got it all figured 
out, but make sure you 
have the right people 
around you—and treat 
them right. 


KNOW WHEN TO LET 
GO: Fine, things aren’t 
working out. Don’t waste time 
planning how to extend your 

tenure. It won't work. 
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sheet. Chances are the rate at which that blot keeps 
expanding would be in proportion to the number of 
headhunters the CEO sounds out. Electrolux Kelvinator, 
for instance, was saddled with a Rs 144-crore loss on a 
turnover of Rs 463 crore. Ram S. Ramasundar quit the 
company after a five-year stint as CEO last November. 
The loss might have been just one reason for his exit. 
"There were hidden liabilities, bad debts, huge ac- 
counts receivables and bad stock," says a top source at 
the company. AB Electrolux did not want his leaving to 
be abrupt, and that's why Ramasundar was asked to fill 
the post till a new CEO was found. Ramsundar rubbishes 
this theory. “I had spent five years with the consumer 
durables industry and wasn't happy with the growth 
rates. It was an unprofessional industry, and I did not 
want to take all that stress and strain. I was asked to stay 
back, in fact Electrolux was even considering a Far 
Eastern posting for me, but I said no," he says. 
Clearly, the CEO's perch has never been as precarious 
before. Promoters are quick to clip wings of power-struck 
professionals, the greedy have to now factor in audit 
committees, disclosures and transparency, and what's 
more they'd be foolish to expect the promoter to do a 
clean-up job when they dirty their hands. At the same 
time, the job's getting tougher these days as stakehold- 
ers bay for either performance or blood. And to top it 
all the CEO doesn't have all the time in the world to deli- 
ver those results. Still eyeing that corner room? Efl 
WITH INPUTS FROM SHAILESH DOBHAI 
AND DIPAYAN BAISHYA 
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After three years of lacklustre growth, FMCG companies 
are realising that the only way to spur consumption is 
by sacrificing some profits. BY SHAILESH DOBHAL 


N FMCG-VILLE, THE LAST THREE 

years have been frustrating. 

Even as the economy trundled 

along at a 5-6 per cent rate of 

growth a year, the industry big- 
gies like Hindustan Lever and Colgate- 
Palmolive have had to make do with 
nominal topline growth of about 1-2 
per cent a year, and sometimes not 
even that. Still, if the Rs 40,000- 
crore industry’s performance didn’t 
have marketers jumping off cliffs, it’s 
because of what they managed to do 
to their profit margins. They not just 
protected them, but grew them year 
after year. For example, the top six— 
comprising Hindustan Lever, Nirma, 
Colgate-Palmolive, Procter & 
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WHY PROFITS MUST BE PARED 


Near market saturation... and poor GDP-FMCG growth correlation... 
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Gamble, Nestle, and Britannia— 
fattened their operating profit mar- 
gins, or gross profits, right through 
1999 to 2002. HLL’s jumped from 
15.17 per cent to 23.90 per cent 
and Nestle's from 14.03 to 18.84 
(See Why Profits Must Be Pared). 
That, it turns out, may have been 


„mean companies must sacrifice fattening 
margins for growth. 
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a costly preoccupation. With the big- 
ger players focusing on profits, the 
market was left wide open for smal- 
ler players, who came in with good, 
but lower-priced products and woo- 
ed customers away. Consider this: 
Between 1998 and 2002, the Rs 150- 
crore Surya Foods (of Priya biscuits 
fame) grew at a breath-taking 35 per 
cent CAGR, while the cookie market’s 
big daddy, Britannia Industries, lum- 
bered along at 6.2 per cent CAGR. 
The question: Why did Surya 
gallop, where the bigger Britannia 
only managed a modest growth? 
Surya’s biscuits were priced a good 
30 per cent less than those of 
Britannia, and that meant the 
smaller company not only snagged 
customers who until then had 
bought unbranded biscuits, but it 
also pulled customers from the 
more expensive and established 
brands like Britannia and Parle. 
Never mind that while Britannia 
increased its profit margins from 7 
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to 20 per cent, Surya consoled itself 
with a 6-7 per cent margin. 
Replace the names Surya and 
Britannia with Hindustan Lever and 
Kanpur Detergents (brand: Ghadi 
detergents), respectively, and you 
are looking at the sad story of FMCG 
biggies over the last five years. A 
story in which the lead characters 
were upstaged by upstarts because 
they forgot the price-value equa- 
tion. Agrees C.K. Ranganathan, 
Chairman of the Rs 265-crore 
CavinKare, which changed the rules 
of the game first with its shampoo 
sachets and now fairness cream: 
"Part of our success is because our 
operating margins are just three- 
fourths of, say, Hindustan Lever." 


Slammed By Slowdown? 
Maybe we are making too much 
of the smaller players' cleverness. 
Maybe the biggies faltered because 
the economy—especially the rural 
economy—underperformed, and 
once the rural markets revive, they'll 
automatically return to their high 
double-digit growth rates. Well, the 
truth is, there is no such maybe. 
Let's first blow myth number one, 
which is that FMCG growth will revive 
with growth returning to agricul- 
ture. Between late 80s till the mid- 
90s, agriculture growth averaged 
5.88 per cent (according to National 
Council of Applied Economic 
Research (NCAER)), whilst FMCG 
growth galloped at twice the rate at 
12.4 per cent. The catch: This dis- 
proportionate growth was solely 
penetration-led and, therefore, un- 
likely to be repeated even if the 
country gets good monsoon. 

How do we know that the 
growth was penetration-led? Simple, 
numbers. Between 1987-1988 and 
1995-1996, penetration of soaps in 
rural households grew from 86 per 
cent to near saturation, 98 per cent. 
That of detergents from under 40 
per cent to over 60 per cent. “This 
boom was part due to conversion 
of large population from non- 
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consumers to first-time consumers of 
manufactured products," points out 
Rajesh Kothari, FMCG analyst with 
Khandwala Securities. With pene- 
tration growth nearly over by mid- to 
late-90s, FMCG growth started slack- 
ing, even while agriculture growth pea- 
ked at 9.3 per cent in 1996-97, fell to 
8.2 per cent in 1998-99 and then 
again to 7.2 per cent in 2001-02. 

Worse for FMCG marketers, the 
increase in product penetration 
came along with a slowdown in the 
growth of per capita income. In 
1994, per capita income grew 6 
per cent, but by 2002 was down 
to 3.4 per cent. That also hit the 
growth in personal disposable inc- 
ome, which fell from 15 per cent to 
5.3 per cent in the same period. 
According to National Sample 
Survey Organisation, lower dispos- 
able income took away 7.1 per cent 
of a household’s spend on FMCGs 
and food in favour of assets such 
as durables, automobiles, insurance 
or housing. “There is nothing wrong 
with the market. It’s the fixation 
with high opMs that failed the big 
FMCG companies in re-aligning them- 
selves to the new market realities,” 
says Nikhil Vora, Senior Vice 
President with ASK Raymond James. 

Although macro-economic envi- 
ronment has been clearly un- 
favourable, FMCG majors have taken 
their pricing power far too seri- 
ously, so much so that it has started 
hurting their volume growth. And 
the smaller players who were willing 
to work with lower profit margins, 
gained both volumes and market- 
share. For example, one of the rea- 
sons why Anchor toothpaste be- 
came a Rs 100 crore brand in the 
Rs 2,000-crore market in just four 
years is that both HLL and Colgate- 
Palmolive sold their toothpastes 
at a premium of about 39 per cent. 
In shampoos, the difference be- 
tween HLL or P&G and CavinKare 
was 27 per cent, and 34 per cent 
between HLL and Amul or Mother 
Dairy in ice creams. 
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“Part of our 
success is because 
our margins are 
three-fourths 

of, say, HLL” 


What the biggies failed to realise 
is that the consumer’s move to 
lower-priced brands was not merely 
a corollary of recession, down-trad- 
ing as they would call it, but more a 
rejection of their price-value offering 
in the face of a better proposition 
from smaller players. 

To return to their double-digit 
growth rates, the bigger players like 
HLL and Nirma will have to take a 
hard look at their pricing and per- 
haps sacrifice part of their profits 
for growth. In fact, that may be the 
only way to expand the market, 


MONEY IN GROWTH 

It seems Dalal Street wants sustained 
growth, not so much profits 
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given that economic or agriculture 
growth, or even distribution-led 
growth, seems incapable of guaran- 
teeing growth. “I don't buy the the- 
ory that mere reductions in OPM will 
allow the big FMCG companies to 
grow,” argues Jigar Shah, Vice 
President, K.R. Choksey, a brokerage 
firm. “However, stopping market 
share erosion, even regaining lost 
one is extremely important for any 
big FMCG player. And growth will 
come because of volumes, either 
through sharp product differentiation 
or by meeting prices,” adds Shah. 

The good news is that some of 
that has already started happening. 
Colgate-Palmolive effected an ave- 
rage 17 per cent, across-the-board 
reduction in prices in April 2003. 
“And even though they have com- 
pensated that loss by a 3 per cent re- 
duction in advertising spends, they 
may finally have to take a hit on 
their OPM,” says Khandwala’s 
Kothari. HLL reduced prices of Surf 
Excel by 17 per cent, Pepsodent 
(16) and Close-Up (20). Procter & 
Gamble, on the other hand, reduced 
prices of Ariel by 17 per cent and of 
Whisper by 29 per cent. 

FMCG honchos need not fear that 
lower operating profits will scare 
investors away. For, it seems Dalal 
Street’s preoccupation is not so much 
profits as growth (a pointer: most 
FMCG companies have seen their mar- 
ket cap shrink over the last four years, 
even though their profit margins 
were growing). If price cuts do help 
the bigger companies to regain mar- 
ketshare, then the CavinKares and 
Suryas may have a lot to fear. 
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the Indian lexicon: CAs. This abbreviated form of 

conditional access system has been the subject of 
intense debate in the recent past, giving it a ‘top-of- 
the-charts’ ranking. Amidst all the clamour of intense 
lobbying by interest groups and political populism, 
the benefits and problems have got completely dis- 
torted and real issues clouded. 

In simple terms, CAS will mean a higher cost for 
some cable households, and a lower cost for all the 
others. The present system of cable Tv distribution is 
akin to your wanting to buy just bread and butter but 
the grocer insisting on giving you five varieties of 
cheese, 10 different jams, and a whole range of 
pickles. Since he does this to all customers, he offers 
a good rate—but clearly, it benefits you only if you 
actually wanted all the things he bills you for. For 
those wanting only bread and butter, the ‘lower 
rate’ is, in fact, a rip off about which you are unable 
to do anything. The answer, clearly, is ‘unbundling’ 
and paying only for what you want. 

This is precisely what Cas seeks to do. Instead of pay- 
ing for all the channels that the cable operator decides 
to supply, you pay a much smaller amount for the basic 
(bread-and-butter) channels, and then pay additionally 
only for what you choose to buy. For these additional 
channels you will be needing a special device—a set-top 
box that enables you to have access to all the channels 
you want, conditional on your paying an extra amount. 

Thus, the cost of the basic package is expected to 
be lower than what is being paid now by most con- 
sumers. Those wanting extra channels will, of course, 
need to pay more. Depending on how many channels 
they want, it is possible that they may pay more than 
what they are paying today. 

Experience elsewhere indicates that CAS pro- 
motes quality and niche audience channels that 
people want but do not always watch (akin to buy- 
ing an encyclopedia or a dictionary). It could also 
help, indirectly, to revive terrestrial television. 

However, there are a few key issues. The first con- 
cerns the composition of the basic package. Who will 
decide the composition of the basic pay package? 


[ N THE LAST FEW WEEKS, A NEW WORD HAS ENTERED 


KIRAN'S KORNER Bi Kiran Karnik 


The Case For CAS 


Barring a few black spots, conditional access system is a step in the right direction. 





Having the government as the decision-maker is 
not such a wise idea, and is more likely to give rise to 
various pressures and allegations. The second issue is 
the cost of the additional, ‘pay’ channels. Should 
the pricing decision be left entirely to the market 
forces or should it be through fiat? Government in- 
tervention is, again, not desirable. 

Today, in most areas, a single cable operator has a 
de facto local monopoly. This is a serious problem that 
needs to be tackled, but is quite independent of CAs. On 
the other hand, the introduction of CAS presents an op- 
portunity to do away with this stranglehold. 

One way of doing that is by introducing di- 
rect competition, possibly through a fiscal incentive 
(e.g., no service tax for the first two years) to a sec- 
ond and third operator in a given area. This would 
require some form of licensing. Another way would 
be stimulating the early introduction of a direct-to- 
home (DTH) service, possibly by the state- owned 
Prasar Bharati, thus providing an alternative to 
cable. Accelerating the introduction of digital ter- 
restrial television (Doordarshan has already be- 
gun some experiments), which could relay about 20 
channels through terrestrial transmission, could 
provide another option. 

A truly independent regulator could help safe- 
guard customer interests on various matters: tariff, 
channels in basic package, content and advertising, and 
competition. It could specify standards for the set-top 
box to ensure inter-operability (enabling, like hand 
phones, access to any service provider). The regulator 


. could also help to evolve a common box that could be 


used for access to cable Tv, DTT, DTH, internet and 
telephony. Such a convergent box is very much in the 
realm of feasibility, but needs a push. 

Overall, though with some ifs and buts, CAS seems 
a good proposition. Let’s hope that the Minister of 
State for Information and Broadcasting Ravi Shankar 
Prasad, continues to stand firm in his resolve to im- 
plement Cas, as he has done so far. 


Kiran Kamik is President, NASSCOM. These are the personal views of author and 
not necessarily of NASSCOM. The author can be reached at kkamik@nasscom.org 
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HEAR IT EVERY MORNING AT 

the station where I catch my 

train to Mumbai’s business 

hub, Nariman Point. Over 

the assorted noises created 
by the heaving humanity of which I 
am a part; above the Fritz Lang in- 
spired ditties that keep echoing 
through my head (I owe, I owe, so 
off to work I go, and Ashes to ashes, 
dust to gold, or a six-day week 
from dawn to dusk); overwhelming 
even the occasional announcement. 
This is the sound of money, the 
healthy clink of loose change, the 
rustle of crisp Rs 500 notes—and 
what else would it be in the coun- 
try's commercial capital? 

So, when my editor asks me to 
write about the young salaried rich 
| am, at once, envious and excited. 
There is a vicarious pleasure in 
learning how much other people 
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earn, and how they spend it. 
And there is the sense of antici- 
pation. Some day, not too far 
away, perhaps, I hope to belong 
to this emerging class. Foreign 
media, where art thou? 

The size of this group varies, 
depending on just which esti- 
mate you are looking at. The 
2003 World Wealth Report, 
brought out by Cap Gemini 
Ernst & Young and Merrill 
Lynch claims there are at least 
50,000 individuals in India with 
financial assets (excluding real 
estate) over $1 million (Rs 4.7 
crore). Says Pradeep Dokania, 
Executive VP, DSP Merrill Lynch, 
“The proportion of salarymen 
among these high net worth 
individuals is on the rise." The 
National Council of Applied 
Economic Research's India 


YOUN 
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Rising salaries, stock options, and 
performance bonuses have created a 
growing class of young salaried 


millionaires. sy swari Prasan 





WHO ARE THEY? 


Young salaried millionaires. 
They are people under 40 who have 
become rich on salaries. 


WHERE CAN YOU FIND THEM? 


All over the country. Although the 
very nature of the businesses mean 
you will find more in banking and IT. 


HOW RICH ARE THEY? 





Reasonably so. There are at least 
100,000 individuals who earn more 
than Rs 20 lakh a year. 


WHY ARE THEY RELEVANT? 





As customers & role models. 
When you are rich you can start giving 
back to society. Or just spend it all. 


Market Demographics 2002 
states that there were 80,000 
urban households in the country 
with household incomes higher 
than Rs 20 lakh in 1998-99, 
up from 26,000 in 1995-96 
and 11,020 in 1993-94. A sim- 
ple exercise in extrapolation 
would put the number at 
3,54,000 for 2003. And search 
firm Stanton Chase Interna- 
tional, which estimates 100,000 
individuals earn salaries over 
Rs 20 lakh today (a conservative 
estimate, going by the NCAER 
stats), expects the number to 
double by 2006, and then, 
again, by 2009. 

Whichever number you go 
by, it is evident that the num- 
ber of the salaried rich is on the 
increase. “Over the past five-to- 
six years, salaries have grown 
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substantially and this has given 
rise to a new social class," says 
Arvind Singhal, Chairman, KsA 
Technopak, a Delhi-based con- 
sulting firm. That's evident in the 
annual reports of companies. In 
2001-02, Wipro's annual report 
listed 171 individuals earning over 
Rs 24 lakh a year; by the next EE 
year's report this number had 
grown to 300; and today, claims a 
Mumbai-based headhunter, the 
company has 500 employees earn- 
ing over Rs 20 lakh per annum. 
There’s Rajiv Aggarwal in 
Mumbai, all of 34 and a Vice President at insurance 
brokerage Marsh India. He saves 50 per cent of his take- 
home salary, but still manages to holiday abroad and eat 
at the finest restaurants... regularly. “My lifestyle has 
changed to the extent that I have upgraded from a Titan 
to a Omega,” he says, pointing to his wrist. Around 
1,200 kilometres away, in Bangalore, another man 
points to his wrist too (what is it with Omegas?). 
Apart from the watch, and other visible signs of 
wealth—a Honda sedan and a Mont Blanc pen— 
there is the small thing about 39-year old Krishnan 
Nair, the executive vice president of sales and marketing 
at tech hotshop Kshema Technologies managing to 
save 40 per cent of what he earns. In the city that loves 
wealth more than anything else, New Delhi, 32-year- 
old Vijay Iyer, a senior manager in audit firm Ernst & 
Young's (E&Y's) international tax practice spends 40 per 
cent of his salary, invests 30 per cent, and saves the 
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‘Nair saves 40 per cent of what he earns. 
He doesn't mind the visible signs of his wealth, an Omega 
| watch, a Honda sedan and a Mont Blanc pen 


reminder. He’s just acquired a plush condominium 
in satellite-city Gurgaon and along with wife Sonu, 
also an E&Y employee, holidays abroad more often 
than not. And, just to complete the picture, in wannabe- 
metro Hyderabad, Govvind Ambady the 38-year-old 
vice president in charge of commodity sourcing and exp- 
orts at Agro Tech Foods makes Rs 40 lakh a year, 
saves 20 per cent of that, invests another 10-15 per cent, 
and lives it up with the rest. He owns an apartment in 
Hyderabad and beachfront property in Chennai, holi- 
days abroad with his family regularly, and works out for 
90-minutes-a-day in his personal gym. Sigh! 
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Living It Up 
You live only once. That seems to be the refrain of most 
among the young salaried rich. “They have 25-30 years 
of work ahead of them,” says KSA’s Singhal proffering an 
explanation as to why this class invests and saves for a bet- 
ter future while not sacrificing on spending for a com- 
fortable present. “Even when the going is not too good, 
I cannot compromise on things like going to a restaurant 
at a five-star for a meal or holidaying abroad,” says 
Vikas Agnihotri, a regional ops head at Standard Char- 
tered. “Savings aren’t everything; you need to lead a 
reasonably good life.” And so, Agnihotri and his wife, 
Shweta, the head of the home video business of music 
major Saregama live it up (and are currently digging 
around Versova and Vile Parle, both uptown Mumbai 
boroughs for real estate they can buy and rent out, 
thereby earning some more money—remember the 
money begets money saw, it’s true). That’s a sentiment 
echoed by Delhi-based Sandeep Vyas, who earns his 
keep (and more) from a business, coffee bars, that is itself 
as much a product of the times as the class to which he be- 
longs. “Five years ago, I had a Maruti Zen, then an 
Esteem, a Ford Ikon, and now a Honda City,” says the 
vice president in charge of global business at Barista, put- 
ting a rather literal slant on the term upward mobility. 
Part of the change can be attributed to India’s eco- 
nomic transition from a die-hard socialist nation into a 
free market of sorts. My parents and their parents before 
them—salarymen, all—believed in thrift. Spending was 
frowned upon, especially if it wasn’t for what were 
termed “necessities”. Five-entreed lunches at restaurants 
certainly wouldn’t fit their definition (or, for that matter, 
anyone else’s) of that. Today, “spending has achieved 
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Agnihotri and his wife, Shweta, are currently digging 
around upmarket Versova and Vile Parle for 
| real estate they can buy and rent out 
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cultural and social connotations," says Purvi Sheth, a 
consultant at Shilputsi, an executive search firm. 
Salarymen are keenly aware of how much they are 
worth and do not see why they shouldn't live life the 
way the people whom they work for do. Come to 
think of it, there's no reason they shouldn't. 


Paying A Premium 
Marketers may rejoice at all that spending, but recrui- 
ters aren't exactly happy. Today, execs expect their 
employers to underwrite their aspirations. À senior 
manager who was being pursued by a multinational 
footwear company insisted that the latter lay on a 
perquisite to cover his child's school tuition, close to Rs 
10 lakh a year. This, in addition to a compensation of 
close to Rs 75 lakh a year. Another exec demanded a 
house in Mumbai’s tony Colaba neighbourhood—in the 
same block where his father lived—from a consumer 
goods company that was keen to sign him on. Both got 
all they wanted: the jobs, the school tuition, the house. 
Companies are willing to pay big money for indi- 
viduals who can come on board and make a difference. 
The software and investment banking businesses love 
rainmakers, consumer goods companies will give al- 
most anything for ace marketers, manufacturing firms 
place a premium on production hotshots, and every- 
one adores an executive with a successful track record 
across companies. With several sectors of the indus- 
try—think insurance, telecommunications, business 
process outsourcing, media—in start-up mode, adds 
R. Suresh, the CEO of search firm Stanton Chase, 
salaries have increased manifold. *When you are 
starting up operations, you need well-paid execu- 
tives who will meet business goals." And if you have 
to pay a premium for them, so be it. 


Making That Difference 


You'd expect execs who work hard and play harder to 
be happy. I did, and I was surprised to have more 
than one speak of the future with a certain amount of 
trepidation. ^My salary is less then a fourth of what I 
take home," says one investment banker who earns over 
Rs 1 crore a year. “The rest is a performance bonus, and 
we do not know how long these bonuses will continue." 

Investing wisely is the way out but even our invest- 
ment banker friend shuns the stockmarket. Between 80 
per cent and 90 per cent of his investments are in RBI 
bonds. *I dabbled in the market and burnt my fingers," 
confesses Gul Raj Bhatia, Vice President, Marketing of 
NIIT's education and training business. Today, the 
bulk of Bhatia's investments are in debt instruments. 
And even those who venture into equities, stick to the 
blue-chips, like Vikas Misra, a 35-year-old vice presi- 
dent at software company Polaris, does. “I invest in 
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Iyer spends 40 per cent, and invests 30 per cent of his 
salary. He has just acquired a plush condominium 
in Gurgaon and mostly holidays abroad 
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equities with a long-term perspective." 

Whether they abhor equities or not, if the young 
salaried rich invest wisely, they can retire young, and 
many of them are aware of this. *I will retire on 
September 23, 2006, a day before I turn 40," says 
Saravjit Singh Dhillon, now 36, and the cro of Airtel, 
India's largest cellular telephony company. And then, 
they plan to turn their minds to other things. Some, like 
Dhillon just want to spend more time with their fam- 
ilies. Others, like 37-year-old Vikas Gupta, the CEO of 
Lacoste India, want to do something very very different 
from what they have done thus far. Gupta, in case you 
are interested, wants to start a café (on the beach) and 
a créche. “My wife can run the créche, and I can 
manage the café," he laughs. And still others are fo- 
cused on the P-word, philanthropy. Barista's Vyas 
wants to “empower children in rural areas (through 
education)", as does Polaris’ Misra. And Kshema's 
Nair wants to run an old-age home. “Affluence has 
brought me closer to living with values," sums up 
Standard Chartered’s Agnihotri. “I realise there are 
many people who haven’t got the kind of opportuni- 
ties my wife and I did—in our own way, we try and 
make a difference to society.” Not having to work for 
a living... make that never having to work for a living... 
may have a happy ending for us all. Ef 

ADDITIONAL REPORTING BY MOINAK MITRA, 
E. KUMAR SHARMA, NITYA VARADARAJAN, & 
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IBM NetVista desktops and ThinkPad notebooks. 


Because fakes are never good investments. 


In 1981, IBM pioneered the PC revolution. Twenty one years and 
thousands of patents later, IBM still continues to define what 
makes a PC an original. 


Here are a few innovations you can expect to find only in genuine 
IBM NetVistas and ThinkPads. IBM Rapid Restore PC" software 
that restores your PC’s pre-crash state at the mere touch of a button. 
And downloadable System Migration Assistant! saves time and 
resources by helping migrate user-specific data, applications and 
settings to new systems. In addition, IBM ThinkPad notebooks also 
come with a unique Embedded Security Subsystem? that 
encrypts data, making it useless to trespassers. 


And that’s not all. IBM NetVista and ThinkPad also come with a feature 
that you may probably never use - a three-year warranty-. A reliable 
and nation-wide service network along with Access IBM's’ online 
troubleshooting ensures minimum downtime. Genuine software 
including OS, Lotus SmartSuite, PC Doctor ensure your system 
works without a glitch and at all times. 


The IBM PC delivers the best value, performance and protection for 
your money. Everything else is a poor imitation. 





It's the same with PCs. 
There's only one original. 


IBM NetVista A30 

Micro-Tower/Black 

Inte Pentium®4 Processor 24GHz 

128MB DDR 

40GB HDD 7200 RPM 

Intel? Extreme Integrated Graphics 

10/100 Integrated Ethernet 

Microsoft” Windows® XP Professional 

Norton Anti Virus (OEM), 3 year Limited Warranty 
Estimated Street Price: Rs. 43,490/-* 


Available multimedia model wilh above specs and 
Microsoft® Windows* XP Home in lieu of 

Microsoft” Windows® XP Professional 

48X CD-ROM Drive, 56kbps fax Modem 

External Stereo Speakers, IBM Optical Mouse 
90hrs/45 days Sify Internet pack 

Estimated Street Price: Rs. 44,990/-* 

FREE deskjet printer worth Rs.3000/- 


Also available the first Linux certified PC 
in India at RS.33,490/-* with 


Inte Pentium® 4 Processor 18 GHz, 512 KB L2 Cache, 


28MB DDR, 40GB 7200 RPM, 48X CD-ROM, 
10/100 Enet, Red Hat Linux 8.0 
3 year Hardware Warranty 


Special offers only till June 30, 2003 
Monitor Options with IBM NetVista A30: 
38.1cms Colour Monitor - at just As. 2500/- * 
43. 18cms Colour Monitor - at just Rs. 9,500/- * 
38. 1cms TFT Monitor - at just Rs. 25,900/-* 





IBM ThinkPad R40 

Mobile inte Pentium® 4 Processor 18 GHz-M 
512 KB L2 Cache 

128 MB DDR RAM 20 GB HDD 

24X CD ROM Drive 

35.8 cms XGA TFT 

10/100 Integrated Ethernet, 56 Kbps fax Moden 
Microsoft® Windows® XP - Home 

Global Warranty: 1 year CC! 

ThinkLight keyboard ligh 


Estimated Street Price: RS. 88,900/- 


Portable Executive Storage Options 
64 MB USB 2.0 Memory Key - at just As. 4,130/- * 
1 GB Microdrive with PC card - al just Bis. 18,999/- * 


Choose IBM today 

www. ibm. com/in/affordable-pi 
response@in. ibm.com 

e Bangalore - 6787216 
e Chennai - 24988508 


e Kolkata - 22822126 
e Mumbai 26533577 
e New Delhi 23702022 


Weekdays 9 am to 6 pm 


to buy direct, locale an IBM reseller 
lor more information 


IBM recommends Microsoft Windows XP Professional for Business. 


IBM is a registered trademark of international Business Machines Corporation in the US and/or other countries. Other company product or service names may be trademarks or service marks of their respective owners. Intel, the Intel Inside Logo and Pentium are trademarks or registered trademarks of Inl 
Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks of Microsoft Corporation. Certain Microsoft software product(s) included with this computer may use technological measures for copy protection. IN SUCH E EVENT YOU WILL NOT BE 


ABLE TO USE THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDURES. Product activation procedures and Microsoft's privacy policy will be detailed during initial launch of the product, or upon certain rein sati ns for the software product(s) or reconfigurations of 


the computer, and may be completed by Internet or telephone (toll charges may apply), "Sales tax and other levies extra. "Free download (not available with Linux model). "Available on select products only. "Not available with Linux mode! Offer and prices subject lo change wilnout prior 
























t Indo-American School of Business, MBA 

- is not considered a course that can be arranged in 
- the classrooms for you. It is envisaged as a voyage 

. through exhaustively created learning situations. 

— Leading to varied and interesting experiences, 

discoveries that transform you into a well-rounded 

professional, a Global-MBA. 





. Doing G-MBA adapts you to a dynamic life-style. 
<> You travel across the country. Study in 8 major 
Eus business capitals. Visit stock exchanges, ad. 
uu ; agencies, factory shop. floors and corporate houses. 

T i h people working in various fields. 
icipate in marathon academic sessions, 
i seminars and workshops. Interrupted by meetings 
with some of the living legends of our time. 













: ‘Handling tough assignments and project works, 
. with impossible deadlines, becomes a way of life 
| for you. In the midst of these daunting tasks, as a 
part of G-MBA curriculum, you find time for golf 
^ lessons, tennis practice and even a shot at billiards. 
. Exercises in personality development, grooming 
tips and opportunities to acquaint yourself with 
rious cuisines and customs of the world are some 
other items on your agenda. 


for you. ‘Speaking, listening, taking notes, 
interpreting, planning, organizing | and yet, not 
` bending with the burden. Because through all this, 
ou cultivate the most important aspect of executive 
style, the art of balancing your career and other 
By following the schedules of G-MBA, 

n time, you accomplish twice of what 
ld have in a conventional business school. 













^d Admission interviews 
-| Bangalore Jul. 25 & 26 _Ahmedabad Aug. 788 
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Kolkata 





e IE ee Aug. 2 & 3 








LM vor of. application Rs. 5000, D.D. in favour of 
Indo: -American cto of Business, Bayle. at Visakhapamam, 





- e Students evolve into global managers through 


i A year of G- MBA will be a leap of 16-hour days | 
| | IASB i is designed to go beyond the scope of academics, | 


future." 


© [Chennai Jul. 29 & 30 | New Delhi Aug. 10 & n 











Whatever might be your goal. Proceeding to à 
higher professional qualification as a fresh... 
graduate. Accelerating vour career progression - E 
as a working executive. Or surpassing your 
father's achievement in any line of business. As a 
Global-MBA, you are assured to go places. 


The salient features of G-MBA include : 


e 500 professional managers working in diverse 
industries form the core faculty. 


e Theoretical and practical input throughout the 
duration of the course, conducted one month 
each at various business capitals - Hyderabad, 
Bangalore, Chennai, Mumbai, Ahmedabad, 
Delhi and Kolkata. 


real time experience, an unheard of concept in 
any business school. 

e Specialisation in three disciplines - Marketing. 
Human Resources and Finance. 

e Internship for one full year with three different 
companies, 





In the words of a renowned academician, "Global-MBA of | 


and aims at total evolution, which, | believe will trigger 
revolutionary changes in the lives of generations to come 
as the entire learning is through experience & exposure. 
In essence G-MBA is a long awaited program addressing 
the present needs and factoring the needs of foreseeable 


- Dr. Gopal Krishna Reddy 
Former Vice-Chancellor of Andhra University 
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INDO-@MERICAN SCHOOL OF BUSINESS 


47-14-18; Dwarakanagar Main Road, Visakhapatnam 530 016 
Tel: 491 891 2701445/2543732 Fax: +91 891 2531046. 
E-mail: iasD. vizag € yahoo.com 


Visit www.indoamericanin.org 
or call +91 98483 55710 / 98484 98956 


bt legal 


LAWS ONE-STOP 


HOE 
I SHOPS 


They'll help you put together your JVs, advise on IPR, even restructure 
your debt. Meet the new-age law firms that are making the leap from 
litigation to wide-ranging consultancy. BY SAHAD P.V. 





NAND PATHAK RARELY 
gets to holiday. But in 
April 2001, the Mana- 
ging Partner of Delhi- 
based P&A Law Offices 
squeezed some time out for a vaca- 
tion to Jaipur along with his wife 
and kids. They were on an elephant 
back negotiating snaked pathways 
to Amber Fort, a sprawling 16th 
century structure on a hillside, when 
Pathak’s mobile phone rang. It was 
his Delhi office calling. “Anand, 
can you be on line for a confer- 
ence call now?” his associate asked. 
Perched atop the elephant, Pathak 
helped Rediff.com sew up its acq- 
uisition of the Illinois-based Value 
Communications Corporation. 
Unusual? Maybe the elephant 
bit is. But seeking out a 40-year-old 
Cambridge and Yale graduate with 
more than a decade’s experience 
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“SPECIALISATION: Corporate. Finance, M&A, 
— Arbitration and Litigation ` 


- MAJOR CLIENTS: Lafarge, Alcan, British Gas, 
-JP Morgan-Chase 


in law firms in the US and Europe 
to give finishing touches to a $3- 
million (Rs 14-crore) deal? Certainly 
not. After all, Pathak represents what 
you could call a new breed of young 
lawyers who are seen less in the 
black robe and more in pin-striped 
suits, offering cutting-edge legal 
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FOUNDED: 1997 
HOURLY BILLINGS: RS 3,760-Rs 8,225 


SPECIALISATION: M&A, Project Finance, 
Telecom, Biotechnology, Litigation 


MAJOR CLIENTS: Aventis, US Exim Bank, 
Marubeni, Siemens 


edi Rs 2, am 16,450 a 


services for Indian and multina- 
tional companies. The new legal 
eagles are outward-looking, enter- 
prising, client-friendly, and draw 
from international experiences. 
They are not just litigation lawyers. 
A big chunk of their work includes 
non-litigation practices like mergers 
and acquisitions, joint ventures, in- 
tellectual property or advising an en- 
try strategy for foreign companies. 

They also negotiate power pur- 
chase agreements for power proj- 
ects, restructure corporate debt, 
draft the shareholders’ agreement 
for disinvestment of public sector 
undertakings or offer advice on sale 
or acquisition of brands. They have 
specialised practice groups in tele- 
com, information technology, 
insurance and intellectual property. 
They run multi-partner, professio- 
nal law firms, and offer transparent 





UMESH GOSWAMI 


partnership track for personal 
growth of their associate lawyers. 
For instance, Dua Associates, a 
Delhi-based, 100-lawyer firm, has a 
full equity partner to take care of 
the entire administrative and HR 
work—a first in India. 


The Makeover 

In other words, Indian law firms 
have come of age. Since the early 
90s, a number of law firms have 
mushroomed in cities such as Delhi, 
Mumbai and Bangalore, and most 
of these are headed by young but 
talented lawyers. Says Lalit Bhasin, 
Managing Partner, Bhasin & Co., 
and President of the Society of Ind- 
ian Law Firms: “They have very 
good infrastructure, employ latest 
technologies, and their offices can 
be compared to those of any good 
law firm in developed countries.” 
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That's quite a change from the 
firm of yore that was family-centric 
or dominated by one powerful 
personality. No doubt, some of 
the biggest lawyers—Fali S. Nari- 
man, Harish Salve, Kapil Sibal, 
K.K. Venugopal, or Abhishek 
Manu Singhvi—still enjoy top-of- 
the-mind recall. The difference be- 
tween them and the new-age law 
firms is that while the former are 
top litigating lawyers (most of them 





take up only Supreme Court cases), 
they are not a one-stop shop for le- 
gal services like the latter. 

What's led the transformation, 
of course, is the change in business 
environment. With liberalisation, 
business became global and com- 
plex. There were joint ventures to 
be struck, technology agreements 
to be drawn up, complex revenue- 
and profit-sharing deals to be nego- 
tiated, and sticky IPR issues to be 





FOUNDED: 1984 


" 


HOURLY BILLINGS: RS 2,820-Rs 16,450 


SPECIALISATION: Project Finance, EPC Contracts, 
Derivatives, Intellectual Property, Biotechnology 


MAJOR CLIENTS: Transamerica, Prudential, 
General Atlantic Partners, 
Sumitomo Bank, ICICI Ventures 


sorted out. Suddenly, the plain- 
vanilla lawyer found himself out of 
depths. Says Ajay Bahl, Managing 
Partner, Ajay Bahl & Co, a Delhi- 
based law firm: “It became clear 
that it was difficult for one single 
person to look after the entire legal 
needs of a company. The stakes 
were higher.” This not only resulted 
in the growth of new law firms, but 
the old ones were forced to res- 
tructure. Personality-based practice 
gave way to team-based practice. 
Consider Amarchand Mangal- 
das, one of the oldest law firms in 
India (set up in 1917). It’s the largest 
law firm in the country, with 140- 
odd lawyers on its roll, and has exper- 
tise in a range of areas. “Size and 
quality are very important parame- 
ters for a firm. It’s directly linked to 
timely delivery and results,” says 
Shardul Shroff, Managing Partner, 
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FOUNDED: 1971 


Hou BILUNGS: Rs 3,525-Rs 16,450 


SPECIALISATION: Foreign Trade Transactions, 
IPR, Information Technology, 
Corporate and Commercial Law 


- MAJOR CLIENTS: Hyundai, GMAC, Murugappa 
Group, Videocon, Tidal Park, Perfetti Van Melle 


who leads the non-litigation prac- 
tice at Amarchand (His wife and 
partner Pallavi Shroff takes care 
of litigation matters). 

For instance, in February this 
year, ONGC mandated the firm to 
complete the debt restructuring of 
Mangalore Refineries and Petro- 
chemicals Ltd (MRPL). The job had 
to be done before March 31, other- 
wise the company would have been 
referred to BIFR as a sick company. 
The task was mammoth, but Shardul 
and a team of 10-12 lawyers in Delhi 
and Mumbai negotiated the restruc- 
turing package with MRPL’s 22 lenders 
and signed up the deal in about 30 
days. Says A.N. Sinha, Advisor 
(Downstream), ONGC, who is now 
in charge of MRPL: “The tremendous 
commitment and personal attention 
they have shown is a far cry from 
that of the lawyers of olden days." 


Catching A Wave 
The boom in new areas like infor- 
mation technology, biotechnology 


Ajay Bahl 


AJAY BAHL 


& CO 





FOUNDED: 1986 
HOURLY BILLINGS: Rs 3,760-Rs 15,275 


SPECIALISATION: Media, Privatisation, Tax, 
Corporate Transactions and Advisory, 
International Litigation 


~ MAJOR CLIENTS: NewsCorp, ESPN, Motorola, 


Microsoft, Conagra, Bacardi Martini, Disney 


and media has come as a blessing for 
law firms like Nishith Desai Associa- 
tes in Mumbai, P&A Law offices, 
Ajay Bahl & Co., and Dua Asso- 
ciates in Delhi. Walk into Nishith 
Desai's office and you would meet 
not just lawyers but doctors, man- 
agement graduates, CAs and engi- 
neers who have picked up a degree 
in law to complement their basic 
specialisation. The firm, which also 
has an office in California, believes 
in "bringing a multi-disciplinary re- 
search dimension into the legal pro- 
fession". So if a venture capitalist 
client wants to know about the up- 
coming legal, ethical and IPR issues in 
India, Desai has a team to help him 
out. But don't dismiss this law firm 
as a backroom player. It was invol- 
ved as legal counsel for various cross- 
border acquisitions, including BFL 
Software's purchase of MphasiS, 
and foreign listing of Indian com- 
panies like Infosys, Wipro and 
Rediff. Delhi's Dua Associates is 
one of the first firms to set up sepa- 
rate practice groups for banking, 
insurance and privatisation. It has 
advised on more than 15 psu disin- 
vestment cases, both on the buy 





and the sell side. To accommodate 
non-lawyers, it has even formed a 
separate arm, Dua Consulting, which 
will work on public affairs, financial 
planning, and regulatory approvals. 

The usP of Anand Pathak's P&A 
Law Offices is that his firm can 
practice in Europe, the US and 
Canada, besides, of course, India. 
This has helped the firm grab a lot 
of work from Indian IT companies 
who are looking for acquisition tar- 
gets abroad. For instance, P&A has 
managed all the foreign acquisi- 
tions of Rediff.com and HCL Tech- 
nologies. Pathak, who has worked 
for 10 years with a US law firm 
Jones Day, also has a set-up in Sili- 
con Valley. Currently, Pathak is 
helping a leading Indian IT com- 
pany plan its foreign float. 

From 1994 onwards, there has 
been a spurt in the launch of satel- 
lite channels, and this brought 
forth several issues like piracy, 
theft of signals and so on. Ajay 
Bahl & Co. is one of the first 
Indian firms to cut its teeth in me- 
dia and broadcasting law. Bahl, a 
CA-cum-lawyer, did a lot of work 
in this area for NewsCorp, ESPN 
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and Star Sports and also struc- 
tured the split of NewsCorp and 
Zee in 2000. Outside media, Bahl 
has advised Kuoni Travels in its ac- 
quisition of Sita Travels in 2000 
and Chevron-Texaco’s purchase 
of Kolkata-based Tide Water. 

In the case of Pravin Anand, it 
was the dramatic changes of past 
two decades in trademark, copyright, 
design and patent laws, besides the in- 
troduction of new legislation like the 
IT Act, Competition Act, and Plant 
Variety Protection Act that gave his 
patent law practice a major fillip. 
Today, his Anand & Anand, an IPR 
boutique, is the top-most firm in the 
area. Ask Anand, the Managing 
Partner, how many patents he has 
helped file, and the answer is “thou- 
sands”. He was also the counsel for 
Philips when the International Cricket 
Council filed a case against the com- 
pany for ambush marketing during 
the last cricket World Cup. Anand 
won the case for Philips. 

But the Bahls and Anands are 
hardly the only firms to have gained 
from the opening up of the Indian 
economy. In fact, even some first- 
generation law firms have hit the big 
times in a relatively short period. 
Delhi-based Luthra & Luthra, for 
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FOUNDED: 1989 
HOURLY BILLINGS: | 
SPECIALISATION: Project Finance, Insurance, 


Corporate Litigation 


MAJOR CLIENTS: Rolls-Royce, Hewlett-Packard, 
Lockheed Martin, Citibank 


example, came from nowhere, but 
is now one of the top grossers in the 
country, with annual revenues of 
more than Rs 50 crore and high- 
profile clients such as Rolls-Royce, 
Lockheed Martin, Bank of 
America, and Hewlett-Packard. Set 
up in 1989 by Rajiv Luthra, 45, a 
first-generation lawyer, the firm 
shot into prominence by doing a 
lot of work in project finance, then 
a relatively new area for Indian 
lawyers. Luthra’s firm has been an 
advisor for about 40 power proj- 
ects. What came handy was 
Luthra’s 15 years experience in his 
father’s accountancy firm. “When 
we negotiate a power purchase 
agreement, we not only look at the 
pure legal issues but we also analyse 





its implications for the IRR (internal 
rate of return), profits and other 
risk matrix,” says Luthra. 

The rise of 36-year-old Diljeet 
Titus has been equally phenome- 
nal. He set up Titus & Co in 1997 
after quitting his job at D.C. 
Singhania & Co. Now 98 per cent 
of his clients are multinational cor- 
porations. Titus has advised phar- 
maceutical giant Hoechst on its 
$205-million (Rs 959-crore) acqui- 
sition of Indian biotechnology com- 
pany Proagro in 2002. This is one 
of the largest acquisitions by a for- 
eign company in India. His firm is 
currently advising US Exim Bank 
for restructuring the repayment of 
$300 million (Rs 1,403 crore) 
equipment finance given to Dabhol 
Power Company and also a $80- 
million (Rs 374.25 crore) loan to 


Jindal Vijayanagar Steel. With just 


23 lawyers on his rolls, Titus clocks 
a revenue of about Rs 10 crore a 
year, probably the highest in India in 
terms of revenues per lawyer. 
However, in Bangalore, it is 
the story of young Sajan Poovayya, 
H. Jayesh and Ajmal Edappagath 
that's got the legal circles talking. 
A 31-year-old gold medalist from 
the National Law School of India 
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University, Poovayya set up 
Poovayya & Co in 1999, after a 
brief stint in the UK. He already 
counts GE, Wipro, Apollo 
Hospitals, rrc, and Tatas among his 
clients, and has annual billings of 
Rs 1.2 crore. Jayesh, on the other 
hand, set up Juris Corp in 2000, as 
a financial and derivatives law spe- 
cialist, and today consults clients 
like Citibank, Barclays Bank and 
Bank of America. Edappagath, 33, 
specialises in IT and cyberlaw, and 
advises the International Telecom 
Union, among others, on technol- 
ogy-related legislation in Asia- 
Pacific countries. 

Although Delhi-based firms 
dominate the estimated Rs 600- 
crore legal services market in India, 
there are Mumbai-based CZB 
Partners and Chennai’s Surana & 


Surana who can be counted among 
the top 10. CZB Partners, pro- 
moted by Zia Mody, 47, (daughter 
of Attorney General Soli Sorabjee), 
has been in the thick of virtually 
every M&A action in India. Be it 
Lafarge’s $300 million (Rs 1,403 
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crore) acquisitions of cement di- 
visions of TISCO and Raymond, 
Alcan's $165 million (Rs 772 
crore) divestment of equity in 
Indal to the A.V. Birla Group or 
advising British Gas on its invest- 
ments in India, Mody's firm has 
done it all. Chennai's number one 
law firm Surana & Surana has 
clients like Hyundai and GMAC 
(the finance arm of General 
Motors). Hyundai, which came 
into Chennai one-and-a-half-years 
later than Ford, actually rolled 
out the first car from its factory 
faster than the Detroit giant, and 
Hyundai has acknowledged the 
success of this to Surana, which 
successfully liaised between the 
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state government and the company. 
There is no doubt that a silent 
revolution is underway in the field 
of legal services, but what may hold 
back its growth are restrictions like 
the 20-partner limit for firms and 
even archaic things like a ban on 
advertising, hosting of websites and 
directory entries. The Naresh Chan- 
dra Committee on corporate gov- 
ernance has recommended that the 
limit be raised to 50, which, if acce- 
pted by the government, can do 
wonders to the growth of firms. 
But as for lifting the ban on self-pro- 
motion, it's up to the Bar Council of 
India. After all, there are some laws 
that even lawyers can't beat. Œ 
ADDITIONAL REPORTING BY 
DIPAYAN BAISHYA, VENKATESHA 
BABU, AND NITYA VARADARAJAN 
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website in India making any news is Indiatimes.com, 

and the only radio station doing anything worth 
reporting is Radio Mirchi. 

It's not alone. Outlook features ads and editorial 
from Outlook Money and Outlook Traveller. Even the 
oh-so-conservative Hindu shills for Sportstar. 

. . The self-promotion is okay I suppose. Where it gets 
dangerous is when press releases from PR agencies 
are served up verbatim as news. Turn the pages of any 
pink paper and you'll know what I mean. You might 
think it comes from an in-depth examination of a 
company's finances. Not true. It's probably come off 
a press release that was faxed or emailed to the desk of 
an overworked, underpaid journalist. 

It's not just the factual announcements. Some time 
ago, this magazirie had a cover story and interview with 
Bill Gates. Don't think Microsoft's PR agency wasn't in- 
volved. The company was waging a battle to push back 
the Open Source movement in India—and rather 
than do it expensively through ads, it did so through 
carefully cultivated meetings with journalists, opinion 
leaders and politicians. After all, you can get on to the 
same newspapers and magazines that the ads are in. 
Why end up paying Rs 2,000 per column-centimetre for 
ad space, when you can get into the credible editorial 
part, by offering a magazine an exclusive in return for 
the commitment of a prominent story? At far less cost? 

A huge amount of the news printed and aired today 
is the result not so much of a journalist working inde- 
pendently, but of a PR person working hard behind the 
scenes to get their clients’ views across believably. 
India’s largest newspaper has a “sacred cow" list—a list 
of politicians, advertisers and others that their journalists 
cannot be critical about, without specific approval. 
Newscorp itself created a pro-government news chan- 
nel in China to further its business interests there. 

This comes as a shock for the layperson. But it's old 
hat for marketing people. The more cynical among 
those quote rates for getting on to Page 3 of your lo- 
cal paper. A front page, they will say, will cost a bit more. 

Amidst all of this propaganda trying to look like 
news, where are the real stories? If you're an investor, 
how do you track a company without being infected 


[ ici dia making any news i ndatimescom, 
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Self-Promotion It Is 


Where are the real stories, with so much PR coming out as news? 


by the well-spun story out in the press? If you’re a fan 
of a movie star, how can you find out more about him 
or her that has not been carefully projected by their 
publicity agents? One way is personal research—go 
over, meet the people and make up your mind. This, 
of course, is not always practical. A far more useful 
way, I find, is to ask other people. Online. And to do 
it through bulletin boards. 

A bulletin board is a newspaper gone truly demo- 
cratic, where the readers can immediately write back 
and rip apart something they disagree with, often with 
evidence. You don’t have to agree with everything said 
on a bulletin board—and you can’t. But it often gives 
you the best possible ‘feel’ for what a community 
really believes about any given topic. 

Bulletin boards have been around for decades—they 
were a precursor to the web. Have you skimmed thro- 
ugh Usenet groups and seen what people think about 
Brand A motorcycles, Brand B software and Artist C’s 
latest album? At the least, it’s enlightening. Yes, it won’t 
be polished and edited like a journalist can make it, but 
there’s a charming honesty in that rawness. 

Already, the world over, perhaps the most trusted 
source of information on all matters technological is a 
community at Slashdot.org. A year ago it would have 
told you of the impending backlash against Indian body- 
shopped programmers. KuroShin.org—also called 
k5—is a broader palette of opinions. For more com- 
mercial purposes, ePinions tells you what people think 
of various products and services. Memepool and the 
hundreds of thousands of blogs available at Blogger and 
other places are a further mark of the decreasing pow- 
er of big media to dictate what our opinions should be. 

Companies have already woken up to it. Many now 
employ “community experts” who lurk online, mon- 
itor opinions expressed across all these websites, and 
try to keep a shiny profile facing the consumer. 

Will it be possible to subvert a bulletin board? 
Possible, yes, but much more difficult than buying 
off a newspaper. Which, in these days of an advertis- 
ing recession, is cheaper than ever before. E 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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A year after a controversial 
ordinance allowed banks 
and financial institutions 
to attach the assets of 
defaulters, property worth 
Rs 1,000 crore has been 
seized. So, why aren't the 
lenders happy? 


BY ASHISH GUPTA 
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N NOVEMBER 28, 2002, ICICI BANK, IN ONE OF 
those small-step-for-itself-but-giant-one-for- 
the-industry kind of moves, took over a unit of 
Mardia Chemicals in Ahmedabad's industrial 
suburb Vatwa. This came approximately 48 
hours after the Indian Parliament passed the Securitisation and 
Reconstruction of Financial Assets and Enforcement of 
Security Interest Bill, 2002 (a mouthful, yes, but its heart 
is in the right place). In one fell swoop, the Act sought to 
alter the balance of power between lenders and borrowers 
in favour of the former. “Watch our NPAs (Non Performing 
Assets) come down now," boasted bankers across the 
country, a reference to the bad loans of Rs 110,000 crore 
in the books of banks and financial institutions. 












À year later, much of that euphoria has evaporated, leaving i in its 
place cautious optimism that the Supreme Court will rule in favour of 
the banks when it delivers its final judgement on a clutch of petitions 
ge challenging the validity of the Act. Mardia Chemicals—the amount it 

. owes ICICI Bank and 10 other banks is in the region of Rs 1,400 crore— 
was, not surprisingly, first off the block, and it did not even wait for the 
.. ordinance, originally passed on June 21, 2002, to become an Act; it chal- 
- lenged the legislation i in October. The court's decision could go either 
- . way: in an interim order in October. It stated that “secured creditors” 
Fa could possess assets, but proscribed them from selling them. 









to figures collated by the Reserve Bank of India, by December 31, 2002, 
27 banks had issued 15,316 attachment notices to defaulters, and actually 
attached properties valued at Rs 79.85 crore. Three months later, on 
March 31, 2003, the corresponding figures for 27 banks and financial 
institutions were 19,000 attachment notices and recoveries worth Rs 120 
crore. "The amount recovered (from defaulters) is not along expected 
lines," admits S.S. Kohli, Chairman of Punjab National Bank. “The ent- 
-ire infrastructure—securitisation and reconstruction companies, and the 
j central registry need to be in place for a quicker resolution." Infrastructure 
of the kind Kohli refers to will help banks and financial institutions secu- 
ritise the assets they have attached or sell them. Today, courtesy the inte- 
rim order of the Supreme Court, they cannot do this. “Until the last mile 
is cleared, there is little we can do in terms of disposing the property," 
rues Subrata Mukherji, Executive Director, iCici Bank. 


The Recovery Process 
Those companies that have already seized assets have hired inde- 
pendent ‘recovery agents’ (as the law mandates they do) to protect and 





preserve them. ICICI Bank, for instance, has appointed Industrial 


Technical Consultancy of Tamil Nadu (trCcOT), to do this; IFCI, 
Himachal Pradesh Consultancy Organisation. And Bank of India has 
decided to wait until the Supreme Court gives lenders permission to sell 
seized property before it embarks on its ‘attachment’ drive. 


ATTACHMENTS GALORE 


Expectedly, there hasn’t been too much activity since then. According 
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THE IMPORTANCE OF BEING RASIKLAL MARDIA 


. Mardia Chemicals has challenged the provisions of the Securitisation Act in the Supreme Court. 
The nent could well decide the fate of the banking sector’ s Rs 110, 000 crore NPAs. 





ASIKLAL MARDIA, THE CHAIRMAN AND MANAGING DIRECTOR OF MARDIA CHEMICALS 

didn't even wait for the Securitisation Bill to become an act; he chal- 
lenged its validity while it was still an ordinance. Others followed, and the 
Supreme Court delivered an interim order that said that while lenders could 
issue notices and seize assets, they could not sell or transfer them so as to 
incur a third party liability. That's slowed down the pace of seizures; after 
all, no Fi or bank wants to bear the cost of preserving the seized assets only 
to have the court decide against them. Meanwhile, the man who started 
it all is convinced that the Securitisation legislation will not stand close 
scrutiny. "The Securitisation Act spells the death knell for the Indian industry— 
the real borrowers—and ultimately for the lenders too, since they won't have 
œ“ anyone left to lend to. It is a draconian law,” he says. If the court thinks 


| Rasiklal Mardia: I'll see you in court! so too, Indian banks might as well write off the NPAs on their books. 


Meanwhile, the mere fact that the Act allows 
lenders to seize property has made converts out 
of some defaulters. 1cIcI Bank has recovered Rs 
400 crore, PNB, Rs 34 crore, and Indian Bank, Rs 14 
crore. *The enactment has brought a sense of ur- 
gency among borrowers to negotiate with the bank 
and settle their dues," says Krishnamurthy Kota, 
General Manager, Indian Bank. 

Most bankers are counting on this trend continuing. 
“We are not rushing into seizing assets because we 
want to give time to defaulters to come forward with 
proposals on how they can restructure and repay their 
debt,” says V.P. Singh, Chairman, IFCI. 


The Stumbling Block 

One reason for the reluctance of banks and financial ins- 
titutions to take the hard approach could be the Act its- 
elf. For instance, it allows ‘secured creditors’ to seize the 
assets of defaulters, but bars them from taking over the 
management of the business. And Reserve Bank of 


SMALL MERCIES 


The Act has actually helped some banks reduce their NPAs, 
courtesy defaulters fearing the attachment of their assets. 


[India has, in a guideline dated April 23, 2003, stated 
that banks cannot take over the management of the 
business of defaulters unless specific guidelines are is- 
sued. *This is a major roadblock," laments Punjab 
National Bank's Kohli. “Sometimes, a company's errant 
management conducts activities detrimental to the in- 
terest of creditors, or even its own employees." Adds 
IFCI's Singh, “Unless management control is transferred, 
no buyer will come forward because he fears hostile resi- 
stance from existing promoters." 

The Act is also more defaulter-friendly than creditor- 
friendly. Attached assets sold by creditors come with all 
encumbrances of the defaulter. *Ideally, the transfer 
should be free of encumbrances," points out IDBI 
Chairman P.P. Vora. Even the two-month notice period 
it stipulates could encourage defaulters to strip assets. 
*By the time the two months are over, there is every 
likelihood of there being nothing left for the creditor to 
salvage," says a Delhi-based financial consultant. 

There are other issues that creditors need to ad- 
dress as well. How do they deal with defaul- 
ters whose cases are being heard by Debt 
Recovery Tribunals? What happens in mul- 
tiple-lender accounts? What benchmarks 
of valuation do they follow for the seized 
assets? The Securitisation... Act could help 


BANK NUMBER OF DEFAULTER AMOUNT clean up the country's financial system but 
ACCOUNTS CLEARED RECOVERED ue 
only after the Supreme Court issues its final 
IFCI 3-4 cases Rs 10 crore Judgement concerning its validity, and other 
ICICI BANK 30-35 cases Rs400crore ^ regulators clarify on variables like man- 
IDBI | :130 cases R$398.19croe agement control. Still, as one senior banker 
ALLAHABAD BANK 323 accounts Rs 8.71 crore points out, * AII of us including the regula- 
INDIAN BANK East Di34:1 1/58 tor and the legislator are in learning mode; 
it is only a matter of time before things 
PNB | 812 accounts Rs 34.42 crore fall in place.” One would hope so. 
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IN THE \ 
MAKING! 


Hundreds of companies are using the 
unregulated direct selling route to run | | prose (c MI 
Ponzi schemes. It's not illegal yet, but | L2] | Qxeebiz UR D. 
it’s probably time to blow the whistle Cae. : : 

on them. By SHAILESH DOBHAL 
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HE DISTRICT CENTRE IN DELHI'S WESTERN 
borough Janakpuri presents an impressive 
sight. In heaving Delhi it is an oasis of or- 
der: neat rows of shops; covered corridors 
that protect shoppers from the scorching sum- 
mer sun; and enough underground parking to accom- 
modate a fleet of Hummers. Should you take the trouble 
to visit, you can't miss hordes of young men, some prob- 
ably still in college, sporting black ties with a legend that 





EZEEBIZ: Translation, anyone? The company recently launched 
a set of four Hindi-to-English books and cassettes (Price: 
74 BUSINESS TODAY JULY 6 2003 Rs 6,615). Distributors enrol by purchasing a set but can earn 


returns only by signing on more distributors, not selling the books. 





says SL. In the basement of District Centre, Jaina 
Tower I, is the Delhi office and distribution centre 
of a relatively unknown company, Sterling Life (SL) 
India. The young men are its distributors. 

At first sight, Sterling Life India appears to be just 
another network marketing company—those that sell 
through networks or parties—in the same league as “the 
Amways and Avons of the world", as Jeet Kalsi, 
Sterling's Managing Director, claims. It sells consumer 
durables (coffee makers, water heaters, colour televisions, 
and vacuum cleaners) through a network of distributors. 
And what a network that is; in three years of existence 
Sterling Life has acquired an enviable 45,000 distributors 
across seven North Indian cities, including Delhi. 

All one has to do to become a distributor with 
Sterling Life is to buy consumer durables worth Rs 
17,500. *Well, this amount, being significant, makes the 
distributor feel he is investing in a business, and there- 
fore makes him serious about the business," is how Kalsi 
explains the higher-than-high entry-cost. Most known 
direct sellers charge a nominal entry fee; Avon charges 
nought. Sterling is a unique multi-level marketer in more 
ways than one. The products distributors buy is rarely 
sold; they just need to buy them, whether they need 
another television or not. Distributors earn virtually their 
entire commission on new referrals and not on product 
sales. Indeed, of the company's sales of Rs 50 crore, just 
around Rs 1 crore comes from such business. The rest 
comes from new distributors. 

There's more to this unique business model: distri- 
butors aren't eligible for refunds; and when some- 
thing goes wrong with a product, and it can't be re- 
paired, “we simply replace it with a new one,” in the 
words of Kalsi. By the end of this year, Sterling hopes 
to add 30,000 distributors to its network (that's a 
cool Rs 52.5 crore in sales). 

Is Sterling really an above-the-board direct seller as 
Kalsi would like us to believe? And what about hundreds 


PRAMOD KHULLAR/ CHAIRMAN 


LIFE CARE: The company that sells privilege cards and 
toiletries has 90,000 distributors. None could be seen at its 
distribution centre. Now, Life Care is diversifying into durables 
and gift products. 


of other such companies, Life Care (sales: Rs 40 crore: 
90,000 distributors), Interworld.Com, the erstwhile 
First Biz Network (sales: Rs 20 crore; 37,000 distrib- 
utors), Revolution Forever (sales: Rs 6 crore; 15,000 dis- 
tributors), Ezeebiz (sales: Rs 8.35 crore; 55,000 dis- 
tributors), Infigrow, In Paradise Network, sac Network, 
Speed Matrix India and White Sapphire, all in New 
Delhi; Conybio Healthcare (sales: Rs 60 crore; 1,80,000 
distributors) and GoldQuest International (12,000 dis- 
tributors) in Chennai; Infiniteopps (sales: Rs 17.5 
crore; 15,000 distributors) in Pune; Cossets in 
Chandigarh; and Pioneer Ebizz in Hyderabad? 


A Proxy for Ponzi 

Pyramid schemes are illegal in India; the Prize Chit and 
Money Circulation (Banning) Scheme Act, 1978, bans 
them. But direct marketing is alright, and don’t network 
marketers reward distributors for hiring more distrib- 
utors? It didn’t take long for some unscrupulous, but 
wholly legal, companies to come up with the kind of 
get-rich-quick-through-direct-marketing schemes that 
appeal to Indians. They purport to sell everything 
from privilege cards, soaps and cosmetics, grocery 
products, durables, vacations, books, educational CDs, 
gold coins, even sun beads. 

Take the case of the two-year old, Rs 40-crore 
Life Care, a 90,000-member strong New Delhi-based 
company, ostensibly selling a discount card and a 
range of cosmetics and toiletries, all eponymous. When 
this writer visited its office-plus-distribution centre in 
Rohini, a residential area in North-West Delhi, the 
outlet supposed to dispense products was locked. It was 
subsequently opened for this writer’s benefit, but there 
wasn’t a single distributor in sight—strange, for a com- 
pany that claims 15,000 active distributors in Delhi 
alone. “I am discontinuing the existing scheme, and 
starting a new plan with unlimited depth,” says the 
apologetic Chairman, Pramod Khullar, when told that 


JEET KALSI/ MANAGING DIRECTOR 


STERLING LIFE: Its Delhi distribution is abuzz with activity; distribu- 
tors from lower middle-class families are scrambling to pay Rs 
17,500, and buy durables they do not need, and can't even sell. Their 
income is dependent on their ability to hire more distributors. 
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M his company’ s direct marketing 
scheme seems more like a money- 


--. legislation. In India, the concerned 






chain than anything else. 
Companies such as Life Care 
can operate with impunity, reasons 
Sameer Modi, Managing Director 
of legit direct seller Modicare, bec- 
ause there are no specific laws gov- 
erning direct selling in this country. 
Most countries, including Malaysia 
and South Africa, regulate their dir- 
ect selling industries through specific 


them to re-sell... 


ministry, the Ministry of Consumer 
Affairs, Food & Public Distribution, 
states that, “... The need for a sep- 
arate legislation was not felt in 
view of the fact that there are ad- 
equate provisions available in the 
Sale of Goods Act, 1930, (for regulating the sale of 
goods); the Indian Contract Act, 1872, (for the sale of 
services) and the Consumer Protection Act, 1986, 
(to promote and protect the rights of the consumers.” 
That doesn’t really help, says Harmeet S. Pental, the 
President of the Indian Direct Selling Association, 
because, by the time these laws can be called into ef- 
fect, the damage is done. “Pre-emption and not just re- 
dressal is the need here,” adds 1psa's Pental. 

The law can’t touch these companies because they 
have a product to show. “Where the business thrives 
more on structure of business rather than actual product 
sale, our suspicions are raised,” says S. Krishnamoorthy, 
an Indian Police Service officer, handling crime in 
Chennai. “There is no question of everybody benefit- 
ing, somebody always loses.” Yet, the police has not made 
much headway in its investigations into the activities of 
Conybio Healthcare, a direct seller of toothpaste (min- 
imum price Rs 210) and sun beads (Rs 15,000). 

There’s no shortage of gulls. Another Chennai- 
based company, GoldQuest International hawks a 
gold coin at Rs 43,000, a 100 per cent premium over 
what it should cost. It has found 12,000 takers even 
though D. Hemchandra Rao, President, Madras Coin 
Society, warns that, “In the case of GoldQuest, the coin 
is neither a period coin nor is it by an authorised body 


distributors... 


.— (like government mints).” But the company’s Country 


Head Pushpam Naidu defends it by saying: “GoldQuest 
is well within its rights to operate in India and I have a 
Sone from the Minister of Consumer Affairs thar says 

” Over 37,000 people have already bought an e-shop 
for Rs 5,000 each, from the New Delhi-based First Biz 
Network! Heard of Revolution Forever? The com- 


pany's main product is a discount card priced at 
Rs 6,500 (it has 15,000 distributors). Ezeebiz has over 
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HOW IT WORKS? 


The M.O. of unscrupulous 
direct marketers. 


@ STEP 1: The law bans pyramid 
money schemes... 

...S0 Call yourself a direct marketer 

and identify a product you can sell 


@ STEP 2: Sell this product to 
distributors but don't encourage | 


.... Instead reward them for identify- 
ing more distributors - m 


& STEP 3: Build the chain of 


...aS long as you can continue to, the _ 
Ponzi scheme will not come unstuck 


-55,000 distributors for a set of four 

basic Hindi-to-English translation. 
‘books and audio cassettes priced - 
at Rs 6,615 besides other packages. 
And Pune-based Infiniteopps offers 
computer education packages starting 
at Rs 1,350 (it has over 1,00,000 _ 


go gel | 5,000. distributors). i 
















for recruiting sins : iil 


. “Binary plans, by and large, are 
just recruitment-focussed and walk 
a thin. line from being : a pyramid 





. the Rs 100-crore Avon Beauty 
Products. IDSA estimates that there 
could be 1,000 such companies out there, paying un- 
sustainable returns sof abend. 80 Pet cent on sales 
ecruitment. - 
At average : sales of Rs 34c crore, the: size ol this industry 
is viue Rs 4, 000 « crore e (the. actual nu Bes could inl 
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months, 39 new members sought — se of DSA od 






with just two Nod shortlisted JOE | 


ting ones are diversifying, Fiist 
durables and gift hampers; Sterlin 





believe there is nothing illegal (th a isn’ "Da lai het 
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| ction the I is based. © 
Nothing much happened, because existing laws are : 
geared for redressal, not pre- emption. 


Things will probably continue in. the sa same tenor r un- m g 


til a large pyramid scheme company disg 
seller goes under (all pyramid schem 
company’s ability to keep growing 
utors; the minute its network stagr 
omes unsustainable). By the: 
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DIAMOND IS FOREVER 
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When did fear go away... : 
And passion replace it ? | 
When did the boundaries disappear... 
And horizons look near 


When did the world matter less... 





And your inner voice more? 


When exactly did you begin to believe 


There is no one 


- 
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Diamond Jewellery j 
» 3 
Reflects your inner fire. | 
: 
| 
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slender curve joins East and West in the fusion designs of the Asmi diamond collection. Price Rs. 12,000 onwards. www.asmidiamonds.com 
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Business Today honours India's Best Managed Companies, and hosts a 
Strategy Summit in association with Microsoft, at the Taj, Mumbai. 






Snapshots From Business Today Best Managed Company Awards Night In Mumbai 
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The evening speakers: (From left) FM Jaswant Singh, Microsoft India’s MD Rajiv Kaul, India Today Group’s Editorial 
Director Prabhu Chawla, and A.T. Kearney’s Chairman C. Srinivasan 
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Among The Audience 






—— a 2: I * 7? I 
C ud SE EE NN | 
The FM makes a point to Mukesh Ambani as Prabhu Chawla looks on 


India’s best managed company: Reliance 
it is (From left) Microsoft's Rajiv Kaui, RI 
Chairman Mukesh Ambani, FM Jaswant 
RIL's Vice Chairman Anil Ambani, a 
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IN THE END, THERE WEREN'T 
enough tables at the ballroom 
of the Taj Mahal hotel in 
4» Mumbai. On the evening of 
June 9, India Inc. turned out in numbers to 
celebrate excellence. The occasion was 
the awards ceremony of the first Business 
Today Best Managed Company in India 
study. Present were representatives from HLL Chairman M.S. Banga (L), Bajaj Electricals’ CEO Shekhar Bajaj 
the 16 finalist companies. The brothers (second from right) with Tina Ambani 
Ambani from Reliance, Nandan Nilekani 
of Infosys, Dr. Reddy’s Anji Reddy, Sun 
Pharma’s Dilip Shanghvi, Cadbury India’s 
Bharat Puri, Moser Baer’s Deepak Puri, 
Gujarat Ambuja’s Narottam Sekhsaria mak- 
ing a rare public appearance, Asian Paints’ 
Ashwin Dani, Britannia’s Nikhil Sen, Tvs 
Motor's C.P. Raman, HPCL’s M.B. Lal, plea- 
sed to represent the only PSU receiving an 
award, and ICICI Bank's Kalpana Morparia. ; 
Dealmeisters Ashok Wadhwa of Ambit and RIL's Anil Ambani, Equus’ Suhel Seth and Duncan's G.P. Goenka 
Nimesh Kampani of J.M. Morgan were share a laugh 
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there to cheer the winners, as were 
ONGC's Subir Raha, Bharti's Sunil Mit- 
tal, KPMG’s lan Gomes, Bank of Ame- 
rica's Vishwavir Ahuja, Mudra's Madhu- 
kar Kamath, Bajaj Electricals’ Shekhar 
Bajaj, Boston Consulting Group’s Arun 
Maira, and Duncans’ G.P. Goenka. 
Much back-slapping was in evi- 
dence as 15 of the finalists made their 
way to the stage to receive awards 
from India’s Finance Minister Jaswant 
Singh (assisted, in turn, by event 
knowledge partner A.T. Kearney’s 
Chairman Chandra Srinivasan, Busi- 
ness Today’s Editor Sanjoy Narayan, 
and Business Today’s Publisher Ashish 
Bagga). Then, it was time to announce 
and honour the winner, Reliance 
Industries. Chairman Mukesh and | E i 
Vice Chairman Anil Ambani received | RIL's Chairman Mukesh and Vice Chairman Anil Ambani TVS MOTORS’ President CP. Raman with 
the award fol the Bitianre Minister, | receive the award from FM Jaswant uM TENER stes Todo s Ll Sanjoy Narayan 
event presenter Microsoft’s Managing 
Director Rajiv Kaul, and India Today 
Group Editorial Director Prabhu 
Chawla. Accepting the award, Mukesh 
dedicated it to his father, the late 
Dhirubhai Ambani. A visibly emo- 
tional Anil held the award up as he ex- 
claimed, “Papa, this is for you.” 
Earlier, in his keynote address, FM 
Jaswant Singh had expressed his desire 
to see more Indian companies figuring 
among the ranks of the best-managed 
and promised India Inc. all support 
from the government in its quest for 
global competitiveness. We hope to !|Dr. Reddy's Chairman Anji Reddy wit 
see more winners next year. | Business Today's Publisher Ashish Bagga 
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| Sun Pharma's Chairman Dilip Shanghvi receives 
| the award from FM Jaswant Singh 
le eS E 








HDFC Bank's CEO Samir Bhatia receiving his award | | Cadbury India's CEO Bharat Puri with 
from Finance Minister Jaswant Singh | | Business Today's Ashish Bagga 





| Wipro's GM Anil Zachariah receiving his award 
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ICICI Bank's Executive Director Kalpana Asian Paints' Vice Chairman Ashwin Dani receives his Infosys' CEO Nandan Nilekani and A.T. Kearney's 
Morparia with her award award from the FM | {C. Srinivasan 















Moser Baer's Chief Executive Officer 
Deepak Puri was among the winners 


Satyam's Vice President K. Thiagarajan with Business 


Today's Sanjoy Narayan | HPCL's CMD M.B. Lal with A.T. Kearney's Srinivasan 











Hindalco's Executive President (Finance & Gujarat Ambuja's CEO Narottam Sekhsaria with | Britannia's COO Nikhil Sen receives the award from FM 
Commerce) R.K. Kasliwal with AT. Keamey's Srinivasan | Business Today s Ashish Bagga | | Jaswant Singh 
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India Inc.'s finest on management. 
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The Future Gazers: (From left) ONGC’s CMD Subir Raha, Bharti Enterprise CEO Sunil Mittal, RIL Vice Chairman Anil Ambani, 
BT’s Editor Sanjoy Narayan, HLL Chairman M.S. Banga, A.T. Kearney Chairman C. Srinivasan, & BCG Chairman Arun Maira 


The New Paradigm: 


THE 21ST CENTURY CORPORATION, SAID ANIL 
Ambani, would still need to dream big and com- 
mand the loyalty of people who could turn it into 
reality. Indeed, as M.S. Banga said, the New 
Paradigm needs leadership that’s about envi- 
sioning and making breakthroughs, not about 
‘administration’ as understood in terms of hierarchical con- 
trol. But, in the context of modern day uncertainty, it also 
needs “external orientation” in general and multiple sensors— 
to make one’s way around in darkness—in particular. 

Chandra Srinivasan emphasised the need to orchestrate 
diverse resources, even co-opting customers, perhaps even in 
organisational redesign. Sunil Mittal urged businesses to 
institutionalise leadership to reduce dependence on indi- 
viduals, and to leverage IT for customer orientation. Subir 
Raha pondered the challenge of maintaining ‘personal 
touch’ in a tech-wired environment. And Arun Maira drew 
attention to the dangers of not knowing “what we don’t 
know”. Any solutions? Among the answers: honesty, an 
open learning culture and hiring smarter people. 
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“Dream big, get 
others to buy into 
the dream, 
and find people 
to execute 
that dream” 


B Anil Ambani 
Ev s. VICE-CHAIRMAN, 
-— — RELIANCE INDUSTRIES LTD 
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"What's the key 
watchword as 
we transit into 

the 21st century? 

It is 
uncertainty" 


M.S. Banga, 
CMD, HINDUSTAN LEVER 
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ist Century Organisation: The New Paradit 









"You have power 
because of 
the alliances, 
partnerships, skills 
and tech you 
can bring" 


C. Srinivasan, 
CHAIRMAN, A.T. KEARNEY 
















“If you can 
master IT for the 
customer's benefit, 
you can 
create the 
differentiation" 


Sunil Mittal 
CEO, BHARTI ENTERPRISES 











"Globalisation 
means that we 
talk rupees and 

dollars and 
euros, and how they 
interact" 


Subir Raha 
CMD, ONGC 





"We get blind 
spots and 
dont realise there 
are some 
things that we 
don't know" 





—— 
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Arun Maira 
CEO, BOSTON CONSULTING GROUP 
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Transparency Tools: 


NFORMATION TECHNOLOGY IS A TRANSPARENCY 
tool, said Rajiv Kaul, by virtue of being a “com- 
mon denominator” in virtually everything to do 
with knowledge management and harnessing hu- 
man potential. It’s highly effective, so long as com- 
mon standards are established. The possibilities are 
vast, said Vivek Kulkarni, citing instances of rr-en- 
abled transparency in government, from merito- 
cratic engineering college admissions to the real- 
time accounting of public funds. 
That IT permits greater transparency is beyond 
question, said Nandan Nilekani, but the challenge still 











“Technologies 
being developed 
will revolutionise 

the way we access 
and share 
information” 


Rajiv Kaul 
MANAGING DIRECTOR, MICROSOFT INDIA 






“Governments are 
more transparent 
than corporates. 
People can change 
them if they want to” 


Vivek Kulkarni 


SECRETARY (IT AND BIOTECH), 
GOVERNMENT OF KARNATAKA 





ahead of its time since 1903 
mem ATATA Enterprise eomm 
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IT as a Tool for Transparency in Mane 
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Transparency Troubadours: (from left) A.T. Kearney's VP Devinder Chawla, Infosys CEO Nandan Nilekani, BT's Deputy 
Editor R. Sukumar, Karnataka Government's IT & BT Secretary Vivek Kulkarni, and Microsoft India's MD Rajiv Kaul 















“Without the moral 
fibre to ensure 
that tech is 
used effectively, 
tech won't solve 
the problem" 


Nandan Nilekani 
CEO, INFOSYS TECHNOLOGIES 


“We do realise 
at times, there 
has to be some 

kind of restricted 
sharing of 

information” 


Devinder Chawla 
VICE PRESIDENT, A.T. KEARNEY 


There are two kinds of people on earth. 


The who’s who. And the who’s he. 





is to turn corporations transparent from the perspective of 
shareholders and other external regulatory bodies. Here, 
ethics play a large role. Mere IT usage is not enough, 
given that “Enron was one of the world’s most sophisti- 
cated users of IT”. Still, added Devinder Chawla, trans- 
parency in the very act of information aggregation and dis- 
semination can do wonders for business effectiveness. 

But could IT transform businesses that operate as in- 
formation hierarchies? “Well, I think there’s no ques- 
tion that rr tends to flatten hierarchies and destabilise 
the controls that a manager may have over information,” 
said Nilekani, extolling the virtues of widely accessible sin- 
gle-view data. Kaul, meanwhile, laid emphasis on the 
disintermediation effect of rr—and the immediacy of 
information rather than mere access to it. 

What about information overload? And can every- 
one really have access to all information? Nilekani 
brought back the issue of standards, and the need for 
clarity on what is confidential and what not. As for en- 
trusting people with ever-more gigabytes, "The public 
is ready for more information", said Kulkarni. El 
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C45 THE ANTI-OFFSHORE- 
- outsourcing wave that bas sur- 
` faced in spurts across the US, 
the UK and Australia likely 
00 WA. t0 have an impact on the 
D. Indian BPO business? Business 
o Today's Priya Srinivasan put that 

question to an expert panel at the 
- Nasscom-ITES seminar held in 
Bangalore on June 12th and 13th. 
_.. The paraphrased answer in short: 
—. No, the fear is overblown. The panel 

— comprised Akshay Bhargava, CEO 

- und MD, Progeon; Neeraj Bhargava, 

-President and CFO, WNS; Kevin 
pur Campbell, President & coo, Exult 
- v Inc; Michel Janssen, President, 

-« Supplier Solutions, Everest Group; 
< Noshir Kaka, Principal, McKinsey 
. & Co.; Som Mittal, President c 
: CEO, Digital India; and Vikram 
-- Talwar, Vice Chairman €» CEO, 
| ExlService Excerpts from tbe 
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exclusive discussion: 


Priya Srinivasan: Does the Indian: 


BPO industry need to fear the grow- 
ing offshoring backlash in the US? 
Kevin Campbell: As someone who 
lives in the US and then visits here 


quite frequently what's interesting 


to me is that the only place l ever 
hear about this issue (anti-out- 
sourcing wave) is here. Using an 
offshore location is an economic 
reality and if you are going to be a 


global company serving global. 
customers today, you need to have. 


a global service delivery model. 

Noshir Kaka: Back of the envelop 
calculations suggest that the top 20 
deals in India could be anywhere 
near $1.5 billion right now and that 


is not a slowdown by any means, it's . 
a dramatic increase if anything. If at 


all the wave has any impact it will be 


very minor and restricted to sensitive. 






















sectors like defence or aerospace. 


Neeraj Bhargava: The day I would 
get worried is when the CEO of Jp 

Morgan Chase says even if Citibank 
moves jobs to India, | won't since L 


want to please the electorate. But - ae 





don't see that happenit gos 
Som Mittal: I disagree at there is isa 


wave. It’s only : afew proposed legis- 
lations. We recently met some Con- 


gressmen and they pointed out that 


the people raising these legislations are 
- not really part of a larger movement. 


Srinivasan: To say that the backlash : 
is not in the American mainstream. 
media yet is not right. It’s been | 


| picked up by CNN in talk shows as | 
well as the Wall Street. Journal. 


Moreover Internet message boards 
are full of acrimonious references 
to “curry heads snatching jobs” and 


the like. So would: Ibe wrong in 
saying. that what lj dust heard across 
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(India ITES-BPO Strategy Summit 2003 


12-13 June 2003 9 Bangalore, india 
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United we stand: (L-R) ExlService’s Vikram Talwar, WNS’ Neeraj Bhargava, McKinsey's Noshir Kaka, Digital India's 
Som Mittal, Exult Inc's Kevin Campbell, Everest's Michel Janssen, Progeon's Akshay Bhargava, and BT's Priya Srinivasan 


the table sounds like a lot of denial? 
Campbell: You are wrong. I am a 
US-based outsourced services pro- 
vider, and if I thought I could clob- 
ber all my colleagues here by just 
staying put in the US and out- 
sourcing work there, why wouldn't 
I do that? I am not doing that be- 
cause what you say doesn't exist. A 
lot of stuff on internet chat boards 
do not match reality. The same few 
people post everything. 
Srinivasan: My next question to 
the panel hinges on the wage struc- 
ture in the US since finally this busi- 
ness is about labour arbitrage... 
Vikram Talwar: No, its not just 
about labour arbitrage. 

Srinivasan: At this point it certainly 
seems to be. 

Talwar: No, again, not at this 
point, or at any point, it’s not 
about labour arbitrage. 


Srinivasan: We'll come back to that 
argument. For now, let me just 
sound off an interesting viewpoint 
from a research paper on the sub- 
ject, specifically on the issue of 
wages. There is a growing view that 
the high wage structure in the US is 
attributable to various cost compo- 
nents that are built into the salary— 
taxes, social security, among several 
others. Again this is entirely some- 
thing that the US government could 
effectively address if it is brought 
under enough pressure. 

Campbell: I think what you are 
missing is that we have been thro- 
ugh this before. We went through 
this with manufacturing jobs, we 
went through it with engineering 
jobs and where are we today? It’s a 
global economy whose jobs are 
done all over the place and in the 
best locations and that’s the pur- 


pose of a global economy—to move 
the jobs and deliver from the best 
locations. It’s about a global supply 
chain. It just happens to be the cur- 
rent one, but we’ve been through 
this for the last 20 years and the 
outcome is always known. 

Kaka: If you look at manufacturing, 
then contract manufacturing forced 
the displacement of jobs in the US to 
the tune of 20 million. We have 
projected just 2.2 million jobs, how 
is that for an order of magnitude? 
Secondly, this is not just about cost. 
Customers may come for cost but 
they stay for quality. If you look at 
every dollar that goes to offshoring, 
two-thirds of that value is left on- 
shore and one unit of labour is 
freed up. Even if all that labour is 
not going to get redeployed, some 
proportion will be redeployed for 
economic value to be realised. 
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Michel Janssen: At a political level 
this issue is different, but at a deal 
level there is some impact, though it 
has nothing to do with India but 
more to do with the outsourcing 
proposition. And any good out- 
sourcer will have a good change 
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"| worry about infrastructure. We 
need mass transit systems" 
AKSHAY BHARGAVA 

CEO & MD, Progeon 
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ple and process expertise to compete” 
MICHEL JANSSEN 





‘Indian companies have to invest in peo- “We have been able to charge higher 
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generally work is communication; 
tell people what's happening and 
why it's happening. You have to 
understand that people are getting 
displaced and there are human 
emotions involved but you need 
to work through it. I always ask 


"Communication works—tell people 
what's happening and why” 

KEVIN CAMPBELL 

President & COO, Exult Inc. 





for the data-based work we do" 
NEERAJ BHARGAVA 


President, (Supplier Solns.), Everest President & CFO, WNS 





management process and a con- 
trolled way of handling the situa- 
tion. Those things are universal to 
every outsourcing deal I’ve ever done. 
Campbell: A couple of things that 
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my compatriots in the US, do you 
believe in capitalism? You can't 
have it when you want it and wish 
it away when you don't. 

Srinivasan: Mr Talwar, now for your 


argument that what we see in India 
today is not just labour arbitrage, 
how many companies in India today 
are actually doing value added work? 
Talwar: Unfortunately, at the mom- 
ent—and this is just the growth 
process—most of the jobs that have 
come out to India are the call centre 
type of work since that's the easiest 
thing to outsource. These jobs tend 
to be price sensitive and people tend 
to move from one company to ano- 
ther, one country to another on cost. 
But even there, quality is key and 
the moment the contract is signed, 
the price is forgotten and it's all 
about quality. It's quality even at 
the low end of the market and as you 
move up into backoffice work, that 
requires immense amount of quality. 
Janssen: In my view the biggest 
threat to the industry in India is 
not the anti-offshore sentiment 
but potential failures. We cannot 
afford any failures, any contracts 
that don't go well. 

Campbell: For instance, you cannot 
have a supplier that goes bankrupt 
at this stage. 

Akshay Bhargava: The other real 
issue I worry about in this busi- 
ness is infrastructure. Take trans- 
portation, for instance. Today this 
industry picks up people for night 
shift and drops them back. We 
cannot sustain this forever, not 
when we employ two or three mil- 
lion people. We need mass transit 
systems. I also worry about the fact 
that it does not attract enough 
women at the managerial level. 
Srinivasan: Moving to the issue of 
competition, who do you think are 
India's competitors in the out- 
sourcing business? Philippines? East 
Europe? Any other? 

Janssen: Your real competition is 
Accenture and IBM and companies 
like that. They are going to own 
the customers and India is where 
they are going to get their resources. 
Indian companies are going to have 
to invest in the people and process 
expertise to compete and that is 





"Quality matters at both the low end “1 disagree that there is a wave. It's “Customers may come for cost but 
of the market and backoffice work" only a few proposed legislations” they stay for quality" 

VIKRAM TALWAR SOM MITTAL NOSHIR KAKA 

Vice Chairman & CEO, ExlService President & CEO, Digital India Principal, McKinsey & Co. 





the real challenge. N. Bhargava: This is a call centre you? You are going after a value 
Srinivasan: While shiploads of way of looking at things, we have in proposition which is around the 
business may be coming India's fact been able to charge higher for end result. If call centre folks are 


way, there is also the reality of the data-based work we do. charging on an hourly basis, compe- 
plummeting prices. What are your Janssen: Kevin, you don't charge — titors will pull the rate down when 
comments on this? anything on any hourly basis do there is no differentiator. Œ 
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T IS A 149-YEAR OLD $22.3 BILLION BEHEMOTH WITH A PRESENCE IN 
businesses from aerospace to control systems, specialty chemicals 
to transportation, and safety solutions to power systems. Yet, most 
people remember Honeywell for its failed merger with GE around 
the turn of the century, than for anything else (even the success- 
ful merger with Allied Signal has been forgotten). Former GE hand 
and former Allied Signal CEO Larry Bossidy ran the firm for 
some time after its failed merger but it was evident that be was a stand- 
in. So, it was no surprise to anybody when the company hired David M. 
Cote, another former GE veteran—he worked in the company for 25 years 
and left it when he was CEO of its appliances business—who was CEO of 
TRW, as its CEO in February 2002 (he was named chairman in July the same 
year). Since then, Cote has been steering the company back to profits, a task 
that should see its culmination in 2003. On a recent visit to India, Cote 
met with Business Today. Excerpts from the interview: 





VUHAW NVAIA Ag SHdVHDO.LOHd 


This is your second visit to India after you took over as CEO. What brings you here again? 
Opportunity. This is a big potential market for us; we already have a very 
good presence here. It looks like a great place for us to be able to expand. 
We only do around $75 million (Rs 352.5 crore) in sales in India today but 
we are doing a great job in other areas like software and engineering. In 
Bangalore, we had about 500 people about 15 months ago. Today, we have 
close to 1,500, and we'll have close to 2,000 by the end of the year. 
There's just a lot more that I think we can do here. 


Things weren't exactly going very well for Honeywell when you signed on last year. 
What kind of company did you inherit? 

We went through two or three years of real, er, turmoil. We had the com- 
bination between legacy Honeywell and Allied Signal. Then we had the ur 
merger. Then the GE merger.. the failure of the GE merger. Followed by the 
departure of the then CEO. The return of the former CEO. September 11. The 
recession. And then me (laughs). 

One of my concerns walking in the door was that I would find a dispir- 
ited company. I was concerned that people would be thinking, *We 
don't need one more thing." So I spent a lot of time in that first two or three 
months getting around and doing town hall meetings across the US, 
Mexico, Asia, and Europe, getting feedback, and doing some cheerleading. 
To tell people, *We can do this." 
| We have a great suite of businesses. We have great technologies. A lot 
N MT of trends out there help us: people are concerned about global warming and 
ozone depletion, all things we have products for. 
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It was really interesting that 
the message I came back with 
was, “Hey, Dave, we are ready to 
go, just give us some direction.” 


Most new CEOs have themes for 
their organisations. Do you have 
any for Honeywell? 

We talk about our five initiatives 
a lot. Our initiatives are growth, 


productivity, cash, people, and “We have a great suite 


our enablers, digital works and Six 


Sigma. Doing more with less every of businesses. We have 
year has been a constant refrain great technologies. A lot 


for the company and is one we 





1 LES x 


into the plans you have? 

Right now it is very important if 
you are speaking of software en- 
gineering. When it comes to 
sales, that's an under-developed 
area for us. We have to pay lot 
more attention to it. That's one 
reason why I visited the country 
12 months ago and am here 
again—to get a better handle of 
what we have to do. 


A2 


And China? 
China is an important growth 
market for us. We have lots of sales 


want to make sure we stay commit- Of tr ends out there help us" there—a good chunk of it is exp- 


ted to. We've got over $2 billion 
in cash on the balance sheet today, and we'll generate an 
additional billion this year and at least that much every 
year after. We look at people as the ultimate differentiator. 
By the end of the year, we will have 60,000 people trained 
in Six Sigma. And we are trying to design perfection into 
our products from the very beginning using Design For Six 
Sigma (Dbrss). We will have 100 per cent of our engineers 
trained by June 30. Every business is developing a 
growth process—one that generates ideas, selects them, 
develops them, and then decides whether it is kiss or kill. 
The second big piece of the growth drive is what we 
call the four pillars of growth. That may sound prosaic, 
but they are more powerful in implementation than peo- 
ple realise. The first is doing a superb job for our custo- 
mers every day in technology, quality, delivery, and 
value. Companies underestimate the importance of that 
as a growth effort, but also generally overestimate how 
good they are at it. The second pillar is having a superior 
sales and marketing organisation. Today, as a company 
we are driven more as a finance, technology, and manu- 
facturing organisation—we need to have a much more 
developed commercial function. The third is globali- 
sation, which is exactly what it sounds like. It is the sort 
of thing that brings me to India. The fourth is having 
robust funded technology roadmaps for new products 
and services, all supported by Design For Six Sigma. 


How would you describe the culture at Honeywell? Is it very sim- 
ilar to that at GE where you spent a large part of your career? 
The thing that I really liked about the Honeywell 
culture is that it is very execution-oriented. If you 
ask people to do something and explain what you are 
trying to do, it just gets done. That causes you to 
have a little bit of caution also because you got to pick 
the right thing. And morale is good. 


How important is India to Honeywell? Where does it fit 
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orts, but there is also internal us- 
age. I am impressed with the changes I have seen in China 
with every visit. It keeps getting better and better. 


According to a recent article in Fortune magazine, although 
your company's returns were below the S&P's, you earned 
$68.5 million last year. What do you have to say to this? 

I guess it is important to consider a couple of factors. If 
you are in a company for 20 years, you accumulate a lot 
of things. Stock options, restricted stock... and in the 
20th year when you become CEO none of that counts. 
For any of the public reporting, none of that counts. If 
you are a CEO who goes to a new company, that 20-year 
tale, you are not going to walk away from that. At the 
same time, the company you are leaving is not going to 
say, “It was great knowing you Dave; we are going to 
give you the money anyway." So, the new company you 


are going to has to make up the difference. The way it 


gets reported in the press, all that is counted in the total. 
I will have a significant drop in my pay next year, 
when nothing has really changed. 

Second, the report makes it sound like I got the 
money. Fact is (the part of it that is in the form of stock 
options) vests over time. And the whole point is, I 
don't go anywhere. I have to be there to get that. 

Third, stock options in that report were valued at 
$30 million ( Rs 141 crore) or $31 million (145.7 crore). 
Fact is, those stock options were at a strike price of $34. 
The current stock price is $22 (Rs 1,034). Right now, 
they're worth nothing. If they are worth $31 million, 
the stock price needs to be around $49 (Rs 2,303). That 
$49 versus the $22 adds about $22 billion (Rs 1,03,400 
crore) to $23 billion (Rs 1,08,100 crore) in market 
value. From the strike price of $34 (Rs 1,632) it is a $14 
billion (Rs 65,800 crore) increase in market value. 
So, if I do the right thing, and add around $14 billion 


` in market value, that's when the options are worth $31 


million. I don't think that's quite so outrageous. 


Get the new 
HP Cruise car 
engine oil and 


help maintain 


the silence. 





YOUR ENGINE'S ENGINEER 


Cuts out the noise. 








= » hat indian car market is witnessing 
today is also a new phase after five 
most eventful years in the history of 
indian automobile industry. For the 
Indian consumer it has been a bonan- 
m with more than 30 cars (including variants) being 
. launched each year. The cars are safer, more fuel effi- 
f cient, and give the driver greater driving pleasure. 


| Adding to the pleasure is the vastly improved state of 
. our national highways. And, things are going to get bet- 
. ter: with The Prime Minister's Golden Quadrilateral proj- 
ect, which upon its completion the project will place 
India on the fast lane to socio-economic development. 
We will see a quantum leap in the quality of highways 
across. he country, increasing safety and conserving 



















mee athe and environmental friendliness. These 
_ include introducing higher emission norms and auto fuel 
quality, ahead of the rest of the country in cities that have 
` very high vehicle population or ambient air pollutants con- 
 centration, bringing about improvements, in stages, in the 
| vehicular emission norms and auto fuel quality throughout 
the country and taking city specific measures to reduce 
pollution from old in-use vehicles in the cities having very 
high vehicular pollution. 


E Simultaneously, automobile companies and ancillary 
| industries demonstrated an increased level of environ- 
mental awareness. They adopted environmentally 
: sound operating Systems, practices and procedures. 
- The products met the norms laid down by the govern- 
- ment, underscoring their efforts to reduce pollution. 


- Interestingly, with a variety of cars available in the mar- 
-— ketplace and the information-driven world we live in a 
car owner's involvement in his car is much higher than 
. before. There is a greater effort in understanding tech- 
. Nicalities, hitherto ignored or not understood, like the 
=- engine performance, octane rating etc. Also, with afore- 
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Steven Fernandes 


mentioned relatively improved standards of Indian 
roads, car owners are demanding superior performance 
from their vehicles. 


The oil majors in the country have responded admirably 
to these changes. The new product lines of fuels and 
lubricants underscore their awareness of the socio-eco- 
nomic changes. The advent of deregulation of the oil 
sector with the emergence of an "open" market has 
changed the rules of the game all that. Today, the oil - 
companies are no longer "inward- -looking" and are leav- 
ing no stone untumed in their pursuit to woo the cus- 
tomer. The fundamental marketing shift has been from 
being product-centric to customer-centric, 


Business strategies and models have seen a paradigm. 
shift. Till recently, the major. oil companies in India, 
under the Ministry of Petroleum & Natural Gases, 
enjoyed the. luxuries of operating in a virtual "seller's" 
market. Their entire focus was on producing near-iden- 
tical products, and finding ways of selling these to the 
customer, at an assured rate of return. Little effort went 
in towards understanding the needs and expectations of - 
the customer. In such an environment, not surprisingly, - 
brand equity or loyalty was. non-existent. At best, cus- - 
tomers were seen to patronize a part ar dealer petrol 
pump and that too on the criteria of convenience of loca- 
tion. In other words, the Indian consumer was extreme- 
ly skeptical and apprehensive about the quality as well | 
as quantity of fuel that was being meted out, and saw no 
difference among the various players in the market. 





Now things have changed. The slew of fuel and lubri- 
cants products. available to the Indian consumer today 
are quality differentiators and the consumer is assured 
of world-class quality. S/ he is ensured of products that 
enhance overall engine performance. and ensure 
smoother driveability. These products restore peak per- 
formance. of. the. engine, . improves - ‘mileage, reduce 
emission levels and lowers ‘maintenance cost. From 
improving the service standard in the industry, to 
adding to existing product line oil majors have 
ensured that each customer is is now, indeed, king. 















efficiency /noun, the state of being 
highly competent, producing the right results, 


(Also see HPCL.) 




















HPCL RANKED AMONGST INDIA'S BEST MANAGED COMPANIES. 


The latest A.T. Kearney study not only lists us amongst the Best 
Managed Companies, but even makes us the only public sector 


company in the top 16 list. Reason enough to make everyone proud. 





Now will someone please open a dictionary to the word: celebrate. 




















Mudra:HPCL:1227 





BPCL addressed the malaise of adulteration 
| through their "Pure for Sure" program. They 
believed that before getting into the business 
of providing value add-ons, the customer 
deserved the right quality and quantity of 
product. Having addressed this basic need 
` gap, they then ushered in the era of value- 
added, branded fuels with the launch of our 
` "new generation" hi-performance petrol called "Speed". By way of 
: this ‘maiden endeavour, within the oil marketing sector in India, 
BPCL has. successfully initiated the concept of branding to a trade 
hat was; until now, largely a commodity business. 

"Speed" is a blend of petrol and 
world-class multi-functional 
additives, sourced from 
Chevron Oronite Company 
A. LLC, a ChevronTexaco compa- 
cny. "Speed" contains unique deposit control additives that effectively 
remove harmful. deposits from all fuel metering systems and com- 








High Performance Petrol 























p as the disinvestments 
saga continues, there is a 
silent mood of achievement at HPCL, India's leading energy com- 
pany today-thanks in no small measure to the copmany's attempts 
at change management through people empowerment in an effort 
` to attain market leadership. 

-The results of a recent study by Business Today and A T Kearney 
a bear testimony to the commitment to excellence and dynamism 
being displayed by the company in every sphere. 

250 companies from across nine industries were shortlisted for the 
: study and evaluated based on quantitative and qualitative criteria-Cov- 
| ering areas such as Strategy, financial performance, etc.. HPCL is one 
_of the 16 identified as India's Best Managed Companies and is the 
only public sector company to have been conferred this award. 

E In its efforts to continuously achieve excellence, HPCL has under- 
E taken an ambitious program of building team work, collaboration 
.. and most importantly Passion for excellence amongst its 11400 odd 
"workforce through a joint visioning and strategizing process. 

Four major areas of focus for the company are: 

ce Undivided attention to customer service and customer care. 
-s Ensuring reliability and quality through modern technology and 
. .people commitment. 


iMPACT 





ponents resulting in enhanced overall engine performance - easy 
starting / smooth idling, maximum power and acceleration, reduced 
emission, and no engine knocking - that result in improved mileage 
and reduced maintenance costs. 

"Speed" was first launched on 9th July 2002 in the Mumbai market 
and has since been introduced in 26 cities / towns across the coun- 
try. The response has been most encouraging - achieving sales 
volumes far exceeding initial projections. 

A recently conducted market research study, in the Delhi and 
Mumbai markets, has clearly. established that 
ahead of its competing brands, both in terms of awareness, brand 
recall and most importantly, in providing key benefits ‘to the cus- 
tomer. 81% of the current users have perceived "better mileage" 
after using "Speed". What is even more encouraging is the fact that 
within just 6 months of its launch, "Speed" has been conferred with 
the ICICI Bank - Overdrive "Product of the Year" Award. These tes- 
timoniais once again authenticate. that "Speed", in the real sense, 


is truly Hi-Performance, and what is more, comes to the customer | 


with the "Pure for Sure" assurance. 


æ Reaching costs and maximizing. efficiencies. 

& Exploring and seeding new markets for growth in future. 

These efforts have already started bearing results and in 2002/03, 

the company achieved the. highest growth rate for petroleum. prod- 
ucts amongst all oil marketing comi anies in the country. - | 

Apart from these, the environment, safety. health: and social obliga- 
tions carry a high priority in the company's agenda. Some of the 
recent initiatives taken by the company are the Rasoi Ghar (Common 















Kitchen), which has provided relief to several thousands of women in - 


"Speed" is way . 























the rural areas who were earlier exposed to the obnoxious fumes of 


cooking with wood etc and which has been replace by LPG 


Branded LPG has given several benefits to the consumer, such as 
delivery within 24hrs, seven days a week. The retail Automation 
project will also demonstrate to the customer at Retail outlets. 
HPCL's commitment to delivering right quality and quantity at its 
stations. Another recent initiative has been the Rent-a-car scheme 
in collabration with Hertz for the convenience of mobile customers. 
Several cost saving and efficiency improvement projects have been 
implemented and are under way such: as: ERP, Supply Chain 
Management, Refinery Upgradation and Green Fuels projects, etc.. 
which will enhance the competitiveness of the company in the com- 
ing years. | 
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After months of misery, the mutual fund industry has regained some 
lost spirit. The May performances offer indications of a rebound. 
A BT-Mutualfundsindia.com round-up. 


y”. F ECONOMIC INDICATORS BE THE MUSIC OF MUTUAL 
funds (Mrs), play on, sir, play on. The Indian mar- 
kets, especially the equity markets, are showing 
strong signs of revival, buoyed by some cheering 
news on the domestic as well as foreign (read 
USA) front. After an extended bout of pain, this comes 
as a much-needed dose of relief. 






Notes From The Ring 

May has been a good month for Indian Mrs, with the 
industry adding some strength to its otherwise depres- 
sed asset sheets. Investor interest has risen across fina- 
ncial markets, and with it, the industry's Assets Under 
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Management (AUM). The debt market turned bullish, 
even as the equity market broke out of the bearish senti- 
ment that had engulfed it for some time. In all, it was 
excitement time for players who had begun to doze off. 

Like the mercury scale in the heat of summer, the in- 
dices have been inching northward. Good corporate res- 
ults have been a big help, and the markets have re- 
sponded positively to the gains in profits, although 
much of the extra bottomline money can be traced to 
treasury tactics rather than genuine business efforts. 
Over the month, the s&P Nifty and BSE Sensex rose by 
7.79 per cent and 7.47 per cent, respectively, against a 
fall of 4.97 and 2.92 per cent respectively in April: The 
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best part is s that the improved sentiment is broad- 
based, and the same trend is reflected in the world's deve- 
loped markets as well. The Dow has given an absolute 
return of 4.37 per cent over the month, while Nasdaq 
is up to the tune of 8.99 per cent. The Hang Seng, FTSE, 
Kospi, Strait Times and SETI went up by 8.83, 3.11, 
5.68, 5.28 and 7.79 per cent, respectively. 
iz For a clearer view of the month's hits and misses, 
. — take a look at some of the funds’ performances. Pruden- 
-. tial icict, Franklin Templeton and Standard Chartered MF 
registered AUM gains of 9 per cent or more. Relatively 
- new players, especially those with banking industry 
Docking have also put in noteworthy performances. 


. TOP PERFORMING EQUITY SCHEMES 


Retums for: one-month period ending May 30, 2003. 


. Diversified Equity Schemes Return (%) 
Sundaram Select Midcap - Growth 


| Fr nklin India Prima Fund - - Growth _ 
UTI Master Value Fund 
Zurich India a SP. 200 - Growth — 


















Return (%) 
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There has been remarkable growth in the AUM of 
Deutsche and HSBC Mr. Deustche registered an in- 
crease of 54 per cent, while HSBC MF is up 42 per cent. 
Beyond that, the idea of ‘institutional plans’ has pro- 
ved to be success. The MF industry has been busy launc- 
hing plans aimed at corporates and. other institutional in- 
vestors, and the latter have been busy buying into 
them. These plans mirror the portfolio of their parent. 
schemes, differing just in their expense ratios (sold as 


the main factor in posting a better return over their par- 


ent p lans). Simplified, this means that institutional 
plans gain from the application of economies of scale. 


Tuning and Retuning | 





May's sectoral performances are quite interesting. T 


The Psu sector received the most buying i interest. The 
BSE PSU index did remarkably well, posting 
gain of more than 30 per cent. Placed: against the 
modest gain of only 4.27 per cent the previous month, 
this is more than just a little remarkable. 

The BsE Health Care & Lifex indices have given an 
absolute return of 7.24 and 6.54 per cent, respec- 
tively. The sse Tech and Mindex, in contrast, have risen 
just 0.91 and 0.3 per cent, respectively, while the once sco- 








ius BSE fT has shed 3.34 per cent of its value over the - 
month. This is quite a sharp reversal from earlier trends, - 


and has become a subject of heated speculation. How, 
amidst all this, did those other fancied indices, BSE 
FMCG and Brandex, perform? Well, they delivered an 


absolute return of 7.08 and 6.74 per cent, respec- - 


tively—only a little less than the bourses' average. 
LAN by asset class preference, equity- 
based mutual funds generated an impressive average 


Sectoral Equity Schemes — — 
Alliance Basic Industries - Growth. 
Canexpo Plan | | | E AE 














JM Basic Fund 
Index Funds Equity Schemes Return (95) 
Junior BeES 24.53 — 








HDFC Index Fund - Sensex Plus Plan — 
Nifty BeES ARCA 
Tata Index Fund - Nifty Plan - “Option B 
UTI Nifty Fund 
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return of 10.37 per cent. Out of 144 schemes stud- 
ied, only 8 posted negative returns. Incidentally, 
all these schemes are sector schemes investing in IT 
Es and technology i in general. Banking stocks remained 

. inthe limelight all through May. Reliance Mutual 
. Fund announced the launch of a banking sector 
i E fund, which was among the many reasons. 


" The b b rest performance was posted by Sundaram Sel- 





HS s e Pattfoli of mid-cap stocks with more than 25 
|. per cent exposure to banking sector (with more than 5 
E per cent holding each in Union Bank and Andhra Bank, 
. its top holdings, which registered dramatic gains last 
: E. | month he second best fund in the category has been 
. Franklin India Prima Fund, a mid-cap again, with an absolute 

| return of 21.87 per cent. This fund has Tata Tea as its 
- top holding (over 8 per cent exposure), a stock that has 
| risen sharply over the month. This scheme is also bullish 
.. on banking, and has increased its exposure to this sec- 
| tor from 11.53 per cent in April to 16.56 per cent in May. 

- - Among index schemes, Junior Bets Fund has again 
.. become the king with an absolute return of 24.53 
2 percent. ' This scheme tracks CNX Nifty Junior, which 
. comprises of mid-cap stocks. Among tax planning 


E 


| pede Birla equity plan posted the best performance. 
n as exposure to stocks like Indo Gulf Ferti- 
_lizers. Among new entries to the portfolio are banking 
“sector stocks such as Corporation Bank, Union Bank and 
-Vijaya Bank. It has given up stocks such as MTNL, Zee 
efilms and Visualsoft. Prudential icici Tax Plan 
second position. This fund is bullish on the 
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FT India Gilt Investment Plan. — nn 
Deutsche Premier Bond Fund Regula Pl n | 
DSP ML Savings Plus Fund _ 
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| Return (%) 
Zur India Prudence Fund — ^ ^ MIBFA 








DSP MLB Balanced f fund | ON EN 
Sundaram Select Fund | 
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banking sector, apart from the auto sector. 

Otherwise, among sector schemes, Alliance Basic is 
a fund to track. This scheme invests in basic industries 
such as banking, oil, petrochem, automobiles and so on. 
This scheme has more than 50 per cent exposure to the 
banking and oil sectors. The second-best performer is 
UTI Growth Sector Fund - Petro. 


Chords Struck 


Amidst all this good news, it's a good question to ask 
just how long all this cheer will last. There have been 
some jarring moments, and occasional shudders, as a 


new month gets underway. But by and large, the answer — : 


looks tilted towards the affirmative. ` " | 
As always, it's important to watch the US. econ- 
omy, which shall serve as a beacon for investors the 
world over. The indicators for May have been good. 
The US non-manufacturing i index i is up, productivity lev- 
els are rising, retail sales are up, consumer confidence 
is growing and the s&P 500's longest and biggest rise in 
three years that's currently underway looks set to con- ^. 
tinue. After a long time, all the right chords seem to be 
getting struck simultaneously, almost to finely engi- 
neered precision. Japan’s recession and banking crisis 
are a worry, but not on the immediate horizon. Back 
home, we have the first stirrings of an Po boom in the 


Maruti sell-off. Add to this the Positive sentiment 


wrought by the strengthening of the rupee against the 
dollar, and the forex reserve statistics that keep plotting 
each dot higher than the other, and Indi. lian funds appear 
to be in fine shape. Expect action. W- 













hingly different spaces..- 


Lifestyle apartments : Time - Indiranagar, Footprints - Indiranagar. Commercial spaces : Wings - Cambridge Lyt. 
Premium apartments : Freebird - Palmgrove Road, Wings - Cambridge Lyt, Scarlet Begonias - JP Nagar. 
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day the capital city of Karnataka demands 
more imaginations. A recent report of 
Jeffery Havsy, a renowned investment 
agency in USA, ranks Bangalore as the most 
tech-savvy in the world. Thanks to IT revolution 
and software boom. Karnataka has been one of 
the most dominant states in India that spear- 
headed IF revolution, biotech boom, 
Pharmaceutical research and is often referred 
as the citadel of software technology. Software 
exports from the state touched US$ 2.6 billion 
in 2003 contributing about 26 percent to the 
country's total software export revenues. Taking 
yet another leaf from history reveals that 
Bangalore accounts for nearly 20 percent of 
India's apparel exports with a renowned silk 
industry base that serves international clientele. 
The success story of many knowledge. business- 
es in the field of education, healthcare, InfoTech, 
biotechnology and lf-enabled services were 
always an alluring invitation for many states to 
replicate. And the peers are still dwelling on an 
intriguing question - 
What makes Bangalore the most favored city 
for business? 
Communication technology has evolved to 
empower business houses in defying geographic 
boundaries and relocate to regions where man- 
power, technology and robust business environ- 
ment co-exist. There is no wonder that 
Bangalore became their obvious choice. And liv- 
ing up to the expectations of the investors as 
well as the residents, Karnataka government is 
in a constant drive to develop infrastructure 














"Total Environment", is a Bangalore based real estate : 





development firm that stands for achieving a harmo- - 
nious, elegant environment, in today's urban collage 

and has won four national design awards (A+D and 
Spectrum Foundation Awards, : ' 2) orc ) px r tea 
residential projects. Keeping with the times jt otal. : ; E 












Environment offers a one-stop sho 





ment and engineering fields. | 


yicall all projects have a strong earthy theme and - 
have exteriors built wi | DOMNUM M 















Internally, the spaces are : 








green spaces either in the form of te 
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i What are the expansion plans of 





- struct on in. n Bangalore in 1992. 
ES then it has more than Ed 
prestigious completed projects in 
catio ns of Bangalore hous- - 
jx cde names in the software 


pendent s cilities ficos ad 
ousing g for the executives of. 
ultinational companies. within 
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l puri. a's m Nashec 9. 
be in in the ; "right place at the right | 
ime" Starting as early as. 1992, 








y« Ur. E - projects.: have been àn 
. Banglore's prime locations. We are 
 activel ely involved i in building | 
str locati 
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and Bangalore has everything to 
offer for a 24/7-work culture. 
Multiplexes, entertainment the- 
atres, convention centers, 
Shopping malls, Medical facili- 
ties, ranman SHODH Y ang pub cul- 
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There's one name that 
adds glory to the skyline 
of Bangalore ! 


SALARPURIA 


Builders with a penchant for class. 


Elegant and classy buildings. Practical and sensible work spaces. 

Prime and central locations. Green and environment friendly. 
The Salarpuria Group has made its mark in the Silicon Valley of India- Banga- 
lore. Leading multinationals and international software companies are housed 
by Salarpuria. The group has to it's credit more than 32 completed commercial 
and residential buildings. Residential properties are beautifully designed elegant 

apartments in the premium segment. There are more than 12 ongoing 
projects coming up at prime locations. The Group's prestigious 
40 acre Software Technology Park project is soon to take off. 


Discerning clients demand and ask for international quality of service and 
Salarpuria has adhered to every need. From locating prime Real Estate to 
Construction, Architecture, Construction Management and financial support 
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Subscribe to Business Today 
and win fabulous prizes every month. 


Business Today continues to be the No.l business magazine with the largest 
circulation and the highest readership amongst business magazines. This best 
written business magazine now brings to you an irresistible subscription offer 
where you get to win fabulous monthly gifts. 


LUCKY DRAWS WORTH Rs.21 LACS 


z Se = 


"100 monthly || 100 monthly | 


Rules & Regulations: Your subscription form must reach us by the 30th of August to be eligible for the lucky draw prizes, No form received after that will be eligible for the lucky draw prize. It is not pos 
to entertain any requests for cancellation of your subscription once your assured free gift has been sent to you. However, should you cancel your subscription before the free gift is despatched, you will 
be eligible for the lucky draw prizes. Winners of the lucky draw will be chosen through computerised random number generation. A person will be eligible for the monthly prize in the month in whicl 
receive his subscription form. The lucky draw for all the monthly prizes will take place at the end of the drive. Winners will be individually informed by mail. All prizes shall be subject to the laws of | 
including tax regulations as may be applicable to the winners, Winners chosen will be final and binding, no correspondence will be entertained on the decision. Prizes are non-transferable, non-refund 
non-encashable, non-reroutable. The winners should be aware that the responsibility to Living Media India Ltd. is only to ensure that winners receive their prizes Beyond that Living Media India Led: is 
responsible for any other liability, Living Media India Ltd. will not be responsible for any postal delays, transit losses or mutilation of the subscription forms. Employees (and their relatives) of Living Media 
Ltd., Grey Worldwide and sponsors are not eligible for the lucky draw prizes, All disputes are subject to the exclusive jurisdiction of competent courts and forums in Delhi & New Delhi only, Living M 
india Ltd. reserves the right to terminate or extend this offer, or any part thereof at any time, or to accept or reject any or all forms received at their absolute discretion without assigning any rei 
Information regarding such cancellation / extension / discontinuation will however be published subsequently in the magazine, 
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* Easy to use 

* Portable 

* Lightweight 

* Available in Blue/Green/ 
Cream colours 


* Call number flash 

* Calendar for 100 vears 

* Choice of 16 kinds of music 
for keeping line on hold 

* |] digit calculator 

* Alarm clock 

* Fast check íncoming and 

outgoing calls 
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RAJAT BARAN 


the groove? BY MOINAK MITRA 


AKESH GUPTA LEFT, RAKESH GUPTA 
returned. He could pretend he never 
left, but it would be of little use. It just 
wasn't the same again. He knew it. He 
ould sense it. Not only had his percep- 
tions been altered by his interlude experience, the 
place he returned to had also moved on from where 
it was. Even if he were to revert to his old self, the 
rest of his environment wouldn't. 

Today, Gupta wonders and wonders about the 
wisdom of his departure in the 
first place, and is trying to "cut 
an extremely low profile", as 
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People can and do return to their old comp 
But isn’t it just a little bit awkward getting 











he puts it, to get back into » the groove. It isn't easy. 


Such are the vicissitudes of change. 








Seniority Humbles 
Rakesh Gupta, a deputy general manager, had left his 
software firm of six years in 1999, when he was 
32, to accelerate his ascent up the corporate world’s 

pay-and-designation pyramid, As general manager at 
the r new company, which was 












(wen a Seuls emir to 
that of a ceo. But then, — 
just as Gupta was prepar- 
ing to implement his 
n B hm ideas, 





days, Guus summ iene se iesu plete 
his first employer. The new management, which 






































now had two of Gupta's earlier peers, was generous 
enough to give him a second run— but a dimin- 
ished work status. As a returnee, Gupta had to con- 
.. tent himself with being a general manager in an un- 

related domain—delivery fulfilment. Moreover, of the 
.10 who shared the deputy GM tag with him in 1999, 
six were now above him in the hierarchy, and one 
was his immediate boss. Shrugs Gupta, “You have to 
choose between a lower position in a big company or 
a bigger position in a small company.” 

Gupta's case is not an isolated patch in the 
wilderness of returnees. The interesting part, to 
begin with, is that so many people are returning to 
their corporate alma maters. According to industry 
estimates, more than half of all companies have 
welcomed old hands in the past year. And it could 
even work out well, *provided the person has not 
.. burnt bridges", according to 

. Ronesh Puri, Managing Director, 
Executive Access, a leading search. 
irm. “Companies are increasingly 
: favouring their own people," he 
- elaborates, “since they understand 
-the industry product line and 
. company culture, and there are 
< less fitment issues." 
| That perhaps explains why 

-FMCG majors like Hindustan Lever 

Ltd (HLL) are reversing their poli- 

cies of not welcoming their ol’ 

boys back, policies created partly 

. to deter departures in the first 

place and partly to avoid the hier- 
. archical complications of returnee 
cases. Take HLL. Till two years 
ago, this company wouldn't have 
bothered to countenance re- 
turnees. After all, with so many 
people vying for every single job, there's a scramble 
for every seat vacated. 

The thinking at HLL seems to have changed lately. 

"There are no lamp-lit welcomes, but the doors are no 

longer shut for ex-employees. The logic: why keep 
proven skill-sets out of contention? Vishal Dhawan, 
K. Venkatramani and Vikram Seth are just a few of 
the people HLL has taken back in the past two years. 
Others haven't been so lucky. An HR man who left 
HLL as general manager in 1996 to join a telecom firm 
found himself at a failed petrol retailer, before trying 
to get his old job back. He couldn't. 


Returnee Rumbles 
Talent is critical. Whatever the policies of a com- 
pany, more often than not, the re-recruitment de- 





RETURNEES. . 


cisions come to hinge on that rare intangible called 
talent. If ex-employees are truly talented, according 
to R. Suresh, Managing Director, Stanton Chase, a 
headliunter, companies are understandably keen 
on luring them back. 
The external experience is then seen as 2 
asset. "People who return to the same c 
with new learnings, inevitably come back w 
new perspective, and this is a win-win situat 
both sides,” explains Suresh. uM 
Take the case of the executive who start 
with an air-conditioning company in 198i 
after a decade in 1996 as director, manu 
before moving on to an automotive company 
country manager. In 1998, he became the ma 
director of the automotive company, and was soon - 
afterwards asked to return as the chief of his alma 
mater. "I had an emotional at- 
tachment with the company where 
~~ 1 first worked," he says, ' "and so 
decided to take up the assignment 
without batting an eyelid.” T 
is talent, period. 











Authori ity Grumbles 

| Returning as the top b 
| rse, is a clear case of « 
. achievement. Most of 
|. awkwardness of fitti 
| y oit ipii d 


























capital markets at an 
- bank, for instance, r 
- head of strategy and busi 
lopment after a two-y: ae 
(trying to run an angel fund, — 
among other things). e 

Though the functions are vastly - 
different, the position is the same. Anything to p 
ble about? “Two years makes a world of d 
ence...today, I could well have been the b 
played my cards well,” sighs Anand. This, as t 
would say, is in the realm of idle speculation, thoi h c 

The fact is, even a short gap is a gap. Andina oo 
dynamic environment, every hour counts. Businesses 
change, objectives change and power structures 
change. But this shouldn't worry any returnee who 
is passionate about the job and confident of the 
value he or she can add to the company he or she is 
returning to. As for the hiatus, some time-out could 
be good even for an unforgivingly all-consuming 
project. At the end of the day, pragmatism rules. 
The past is prologue. When there’s a job to be 
done, there's a job to be done. tfl 
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How a fledgling logistics company helps make auto 
giant Toyota’s demanding “just in time” manufacturing 
philosophy possible in India. sv 4suisu Gupta 


T IS A HOT, DUSTY MORNING 
in early June, with the mer- 
cury nearly touching the 40 
degree celsius mark. But in- 
side the cool environs of 
Metzeler Automotive Profiles' India 
plant at Sahibabad in UP, 30-odd 
workers are busy filling up blue 
plastic crates with weathered strips 
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(beading used in doors and wid- 
ows of cars), although it is still not 
half-past six in the morning. As the 
clock ticks inexorably, the buzz on 
the 3,700 sq. feet shopfloor reaches 
a crescendo. By quarter-to-eight, 
nearly 100 boxes of the reusable 
crates have been packed for deliv- 
ery, and everybody sighs with a 


sense of relief. The first deed of 
the day is over. 

The rush at the Rs 48-crore 
company's Sahibabad factory to 
beat the 8 AM deadline is under- 
standable, since the Transystem 
Logistics International truck is at 
the doorstep and must leave by 
8.30 AM. The full plastic crates are 


loaded onto the truck and empty 
ones left behind, in what will be 
the truck's first leg on its journey 
to the Toyota Kirloskar Motor's 
manufacturing unit in Bidadi, 50 
kms from Bangalore. Within hours 
of arriving at the Toyota facility, 
the beadings in the bins will be 
fitted on waiting vehicles in the 
assembly line. A perfect example 
of the Japanese "just in time" prin- 
ciple in action. 

But the job's far from done for 
Ramesh Gautam, the Manager at 
Metzeler, since he must inform the 
Transystem office in Gurgaon and 
the Bidadi factory in Bangalore all 
the details of the delivery, including 
the exact time of departure of the 
trucks. After all, Metzeler's chances 
of continuing as a vendor to the 
world's number three vehicle-maker 
depend on it meeting the strict 
schedules each and every time. 

Meanwhile, in Dundahera, 
three kilometres from Gurgaon, 
K. Krishnamoorthy (Moorthy-saz 
as he is called by his team mates), in 
charge of the Transystem ware- 
house, is busy tracking the truck 
from Sahibabad on his visual mon- 
itoring system to ensure that it 
reaches his godown latest by 10.30 
AM. Similarly, he checks on other 
trucks bringing in components for 
Toyota so that they can be loaded 
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onto bigger trucks in the night to 
continue on their five-day, 2,200- 
km journey to Bangalore. And as 
the trucks make their way through 
a congested national highway, 
Krishnamoorthy will keep a watch- 
ful eye over them till the parts have 
been unloaded at Bidadi. 

Every day 261 such Transystem 
trucks log more than a lakh of kilo- 
metres, picking up parts from 
Toyota's 83 vendors in 20 different 
states to keep the Japanese auto 
giant's plant, which works to 
clockwork precision, humming hap- 
pily. Just how difficult is 
Transystem's job? Consider that 
nearly 1,250 parts go into Toyota's 
best-selling multi-purpose vehicle 
Qualis, of which 120 units are man- 
ufactured every day. The tricky bit, 
however, is that Transystem is the 
only transporter for Toyota, and if 
its trucks don't reach on the hour 
every hour, Bidadi runs the risk of 
stopping its production lines. Says 
Shinichi Mori, Transystem's 
Managing Director: *On-time de- 
livery of components is absolutely 
critical to our operation." 

So how does Transystem do it? 





. FROM. DELIVERING PARTS... 


Logistical Leap 

At the heart of Transystem’s oper- 
ations is a fleet of 261 heavy trucks 
and 16 lighter ones that’s managed 
by a staff of just 45. The company, 
a joint venture between Transport 
Corporation of India and Mistui 


TAKING CARE 
OF LOGISTICAL 
DETAILS IS 
NEVER EASY, AND 
IN INDIA IT’S 
DOWNRIGHT 
HERCULEAN 


& Co., maintains three cross-dock 
facilities in Gurgaon, Chennai, and 
Pune. Toyota has 83 suppliers 
(including original equipment man- 
ufacturers) in the four regions, but 
a majority of them are near Banga- 
lore and Delhi. On the 25th of 
every month, Toyota sends out a 
detailed schedule to all its vendors 
and Transystem, telling them of the 





raw material requirement and daily 
production schedule. 

Based on the schedule, Tran- 
system does “milk runs" (See Tran- 
system's Run) at each of the four re- 
gions, aggregating the parts at the 
three cross-docks. Here, the com- 
ponents are loaded on to a bigger 
truck, which then ferries it to 
Bidadi. All the parts arrive “just in 
time" to be assembled. Delivering 
components apart, Transystem ships 
built up vehicles to all of Toyota's 
32 dealers in the country. It picks up 
spare parts from vendors and drops 
them off at the dealers, and ferries 
imported knocked down kits from 
Chennai port to the Bidadi plant. 

Taking care of complete logis- 
tical details is never easy, and in a 
country like India—with its poor 
road network and notorious pa- 
perwork—it's downright her- 
culean. And it doesn't matter if— 
like Transystem's Indian promoter, 
the Transport Corporation of 
India—you are a Rs 600-crore-a- 
year fleet operator, with 3,000 
trucks and more than 1,000 
branches spread throughout the 
country. For instance, the trucks 





| TO SHIPPING BUILT-UP VEHICLES 


 Transystem offers complete logistical support to Toyota. 
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from Delhi must negotiate 30 toll 
gates before they reach Bidadi. 


What makes the job harder still 


for Transystem is that it must live up 
to Toyota's demanding production 
system. It essentially involves pro- 
ducing the right type of unit (vehi- 
cle or part), in the right quantity at 
the right time. The idea, of course, 
being to lower costs and meet the 
end-customer's delivery schedule. 
For instance, the only inventory 
that Toyota maintains provides for 
contingencies, and does not serve as 
a buffer. Even Toyota's suppliers 
like Metzeler maintain only two 
days' inventory, although in the 
case of other carmakers the stock is 
typically more. Says Vineet Agarwal, 
Transystem's 29-year-old Chairman: 
"You need military-like discipline to 
meet Toyota's punishing schedule." 

Perhaps that's one reason why 
convincing Toyota to outsource its 
crucial logistics piece to Transystem 
was not easy. It took three extended 
trips to the Toyota headquarters in 
Tokyo, innumerable meetings with 
delegations from Toyota and Mitsui, 
and a "hell of a lot of convincing 
over six months" before Toyota 
would say yes. The deal was finally 
struck in April 1999—two years be- 
fore Toyota went into production— 
and TCIL roped in Mitsui to create 
Transystem with an initial invest- 
ment of Rs 28 crore. Says a senior of- 
ficial of Toyota Kirloskar: *Inventory 


costs are down from Rs 49 crore to 
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VINEET AGARWAL/ CHAIRMAN/ TRANSYSTEM 





"We are no longer a company that 
just moves goods. We have truly 
become a logistics company" 


Rs 32 crore in the last two-and-a- 
half years. We intend to reduce this to 
Rs 22 crore in the next 18 months." 

Despite the apparent risk, having 
a single supplier in Transystem 
means less hassle for Toyota. For 
one, it doesn't have 30 suppliers 
jostling at the factory gate to pick up 
or deliver goods. Moreover, since 


TRANSYSTEM 
HAS ENSURED 
THAT IT LEARNS 
FROM THE 
EXPERIENCE 
OF TOYOTA 
AND MITSUI 


most of the time suppliers are not 
sure when the goods will be un- 
loaded, they are forced to main- 
tain a warehouse close to the plant. 
All this means that more time and 
money is spent than need be. 
Transystem, on its part, has 
ensured that it learns as much from 
the global experiences of Toyota 


and Mitsui. For example, the seq- 
uence in which components are 
loaded on its trucks mimics the seq- 
uence in which the parts will be 
assembled on the shopfloor. This 
not only saves time in terms of seg- 
regation, but also lowers packag- 
ing costs and damage to the com- 
ponents. Similarly, Transystem 
workers handling Toyota’s final 
product—the cars—have to wear 
special clothes to avoid scratching 
car paint, and the cars themselves 
are shipped in special covered trucks 
to avoid vandalism. And to ensure 
that the special trucks do not return 
empty from the dealers, Transystem 
picks up cars of other companies. 

Such small innovations have 
helped the joint venture grow from 
Rs 30 crore in 2001 to Rs 40 crore 
in 2003. By 2008, Mori wants to 
make it a Rs 150-crore company. 
He just may. For one, Toyota has 
been renewing the contract every 
year for the last four. Says Agarwal: 
“This association has virtually 
changed the mindset of the com- 
pany. We are no longer a com- 
pany that just moves goods. We 
have truly become a logistics com- 
pany.” Thank Toyota. 
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bt case game 


The Case Of The 
Risky Recruit 


should Naytrix rope in alleged sexual offender-but-marketing whiz Shardul Swamy to crank up 
business? A.V. Birla Group's S. Misra, HSS' J. Easwaran and Netkraft's A. Sudarshan discuss. 


G. SUNDERAM LOOKED 

awkwardly at his 

jacket sleeves, his 
desk, his paperweight, his 
stack of visiting cards 
(Managing Director, 
Naytrix Limited), and 
then up at the ceiling. 
Ravi Sood, President, HR, 
and B. Rangachary, 
President, Market 
Development, also looked 
up—as if there was some 
solution to their problem 
being beamed into the 
ceiling lights by some 
mystical force. A series 
of Os and 1s, perhaps, 
some form of code ap- 
propriate for a software 
services firm. Shruti Sang- 
likar, their legal advisor, 
though, was somewhat 
more American in her 
habits, having grown up 
in New York. She rolled 
her eyes. 

The air was dense. 
Nobody was comfortable with the issue that the four 
of them had convened in the corner office to re- 
solve. So when the office boy entered the room 
with a refreshment tray, there was an almost audi- 
ble sigh of all-round relief. 

"So what'll it be—coffee, tea or me?" asked 
Sanglikar, with impishly ironic charm. 

There was a moment of shock, and then, laughter. 
Good, thought Sanglikar, happy to have levelled the 
score on the kind of person she was. Confident, witty, 
game for male-domain humour and thus the perfect ad- 
visor to run a frank discussion with. 
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"When a lawyer asks 
something like that," said 
Sood, equally in jest, “it’s 
best to exercise your right 
to remain silent." 

"Or say that in this 
business, we only believe in 
binary choices," added 
Rangachary, intellectual- 
ising the joke, as always. 

“Right,” Sunderam said, 
“so that we can get an- 
other cartoon in the Bay 
Area Tribune, this time fea- 
turing our company, and 
with our newly-appointed 
hero giving this lady a bi- 
nary choice on her job.” 

The boss’ sarcasm was 
effective in placing the 
problem in sharp relief. 
Naytrix’s rival New 
World Software had sum- 
marily sacked its star proj- 
ect-bagging performer, the 
chief of its highly suc- 
cessful foreign operations, 
Shardul Swamy, on 
charges of sexual harassment filed by a local employee 
in the US. Swamy wanted to plead innocent, but 
the issue never went to trial, with New World 
Software preferring an out-of-court settlement of a 
million dollars instead. Barely a week later, a promi- 
nent headhunter had recommended to Naytrix that 
Swamy be made the chief of its US operations. 

Rangachary saw ‘opportunity’ spelt out in bold. 
“The man is innocent until proven guilty,” he said, 
“that’s fact one. And we could gain at least $100 mil- 
lion in additional business if we take him on, that’s 
fact two. He’ll deliver the bucks. Why should we 
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minds with anything else?" 
Sunderam, “what’s HR's take?” 
igorous multiple-check recruitment 
Sood eplied, *and only a judicial verdict 
against a candidate counts as a blemish for the char- 
ter review portion. The lady who was making the 
1 legations has no locus standi here in this office. As 
in HR chief, I could shrug and say, ‘heck, 1 don't 
know this lady from Adam', but when this man ap- 
plies for a job, I am obliged to give him a fair chance 
to convince us of the value he can add.” | 
— . "And that’s a lot of value,” said Rangachary, “I can 
tell you that." 
| “Besides,” added Sood, “the charges have been 
~ dropped, so that's that. We're hiring his services in the 
future, and all that is relevant from the past is the data 
that indicates job competence." 
a "ls that the legal view too?” asked 
deram. 
ou are free to hire anybody who is 
a free man, as per the law,” said 
| Sanglikar, “and Naytrix would not be . 
J held accountable for any breach of law 
prior to his employment here.” 
There was a moment’s silence. 
Everyone exchanged glances. Everyone 
knew what the problem was. Sunderam 
was the first to address it. “There is 
also this little thing about risk,” he 
started, “the risk of behaviour lapse.” 
“That,” said Sanglikar, “ 





| is the real decision to be 
. taken, Pd say. This is not about law, it is about good 
hiring judgement. Sensitivity to sexual harrassment has. 
risen in this industry. Everyone has been following this 
case. Any lapse into illegal work behaviour could pot- 
entially wreak havoc at Naytrix, especially if some 
wiseguy lawyer were to argue that we could not have 
. . been oblivious to the scandal at New World, and 
<- have thus offered conscious sanctuary to him. That 
could indict our recruitment process too." 
Are you saying that some woman from some- 
-where whom we have no reason to either believe or 
| disbelieve should be able to ruin a high-performer's car- 
eer for good?" asked Rangachary, a trifle irritated. 
“Trial or no trial, public perceptions count for a lot," 
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said Sood, “The media...” | 
Rangachary cut him short. "Does the media know 
if the man is really guilty?" he asked, “I’m just saying 


we should give him a chance. Never mind what those 
semi-informed clods out there think. We're talking busi- 


ness here. Millions in extra revenue. Even the settle- 


ment was a piffling one million, for heaven’s sake.” 
“Oh, is that...” said Sanglikar. 
. “No. Oh, no. Sorry. I don't mean Pm willing to pay 
off the potential complainants for extra revenue. | 
mean, on balance, he’s a good worker, and we have no 
evidence he's guilty. n 
"This case is way too high-profile," said Sanglikar, 
*and his female co-workers might get the creeps hav- 
ing him around. There are more cases of sexual pred- 
ators prowling ? around offices than innocent guys be- 
ing framed, bear that in mind as well." 
“The solution, then,” said Sunderam, 
"is to ensure he cannot go beyond his 
business brief.” 
“People do slip, you know,” said Sood, 


< the way,” said Sunderam, “and. have E 
the.guy under surveillance." 
“But if we try sacking him on. pre- T 

: emptive grounds,” said Sanglikar, * ‘we c | 
might end up in a bigger € han. 
New World did. There would be : 
flimsier evidence against his misde- 
meanour. We don't want to look silly" 








“Better safe than sorry, you'd say?” asked Sünderamy - 
looking at Sood now. 





“I think we should explore ideas on how to harass- 





proof the place, and see how to get good work out of : 


him. I mean, even if he’s guilty, what's the chance h he jns 
hasn't repented privately? He's a grown man, Willh 
really do it again?” 

“You never know,” said Sanglikar, “people take s 
ual offences quite lightly, and half the reason is that the - 
limits of their power domains are still unclear to | 
some people in authority.” oe ad 

“Meanwhile,” said Sunderam, - “business condi- E 
tions are tough, and we need another $100 millic 5d 
revenue—fast.” | 

Question: should [NEN hire Shardul Dus m 
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is in what capacity I would do so. I would not 

hire him as a fulltime employee as head of US 
Operations, as suggested by the search firm. As a de- 
cision maker, I have to take into account the avail- 
able facts and choose between available options to re- 
solve my dilemma. The facts are that Swamy is un- 
der controversy—whether for genuine reasons or not 
cannot be ascertained. 

My decision dilemma is that I have to be con- 
cerned about the revenue needs of the business on one 
hand, and the future risks posed by any recruitment de- 
cision to employees on the other, in addition to the 
legal and financial liability that such risks may carry and 
the potential damage to the image of the company as 
an employer and as a corporate citizen. I may also want 

to be fair to Swamy, but that is 


[2 HIRE SHARDUL SWAMY. THE MATTER TO DECIDE 


"Concern for the not one of the primary goals 
revenue needs ofthe of my role (that is, my role 
business have tobe — does not exist to ensure that 
weighed againstthe ^ potential employees’ cases are 
risks posed by any fairly dealt with). 

recruitment decision Now, if I need to hire an 
to employees in outstanding Head of Ope- 
the future" rations for the US market, I 


will look at several candidates 
and benchmark them with Swamy. I may not get a per- 
fect alternative to Swamy (in any case Swamy's case itsel- 
f is not entirely perfect), but even a close approxi- 
mation will do. Given the talent availability in the rr 
space, I should be able to find alternatives. If my 
search firm is pushing Swamy as the prime or only can- 
didate, I would be wary of my choice of search firm. 
Under no circumstance would I like to risk our 
employees, our reputation and take on other attendant 
risks because Swamy has been a stellar performer in the 
past. Given the volatility in the rr market, impacted by 
many national and international factors, Swamy's future 
performance cannot be guaranteed. The risks need to 
be evaluated against the absence of guaranteed per- 
formance. However, since the company appears to 
be in desperate need for revenue in the short term, I 
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would examine engaging Swamy as a freelance business 
development agent for the company who has mini- 
mum contact with my employees. He can be remu- 
nerated on a commission basis (linked to procuring or- 
ders) and I'll draw up a water tight agreement with clear 
intimation to all prospective clients about the nature of 
our relationship and the limitations on liabilities. 

I may observe Swamy in such capacity for some 
time (say for a period of 1-2 years). Thereafter, 
depending on his conduct during this period, I may 
consider him for permanent employment. 





JAYARAM EASWARAN 


Vice President (Human Resources) 
Hughes Software Systems 











Naytrix hire Shardul Swamy?' one can draw some 

parallels with Ayn Rand’s celebrated play Night 
of January the 16th. In this courtroom drama, the 
secretary and mistress of a wealthy businessman is 
accused of his murder, while trying to make it look like 
suicide. After every stage performance of the play, 
jury members drawn from the audience are asked to 
decide whether the accused is guilty or not. Interestingly, 
the juries’ verdicts often reflec- 
ted the personal value systems 


È ATTEMPTING TO ANSWER THE QUESTION ‘SHOULD 


“If Naytrix is values 


of its own members. driven, it should not 

Similarly, Naytrix’s own hire Shardul Swamy. 
value systems and culture will Even the promise of 
largely influence its response to gaining $100 million 
this question. Organisational | in new business 
longevity is measured not in should make no 
mere years, but in sustained difference” 


performance delivered over 
decades. To get there, organisations need to create 
cultures driven by a set of non-negotiable core values. 

If Naytrix has similar aspirations, then it would 
know that building such a culture is predicated on its 
ability to live by its values, irrespective of the present 
moment's business circumstances. 

The company may convince itself that in hiring 
Shardul Swamy there is no legal breach. After all, he 
was not convicted by any court and he is innocent 
until proven guilty. But let's not forget that there 
are some larger issues at stake here. And these may 


have a grave bearing on Naytrix's ability to forge 
the desired organisational culture. 

Culture, in its basic definition, is really the demon- 
strated behaviour by all employees and specially that of 
its senior members and leaders. What differentiates great 
cultures from ordinary ones is the degree to which such 
behaviour is aligned with the organisation's values. 
And the higher the position one occupies in a company, 
less the leeway for interpretation errors. They, like 
Caesar's wife, must be above suspicion. 

_ Most IT companies today have a very large percen- 
tage of young people who take great pride in belonging 
to values-driven organisations. One reason for this is that 
youth, across every generation, has always been ideal- 
istic. They want to see their companies constantly 
walk the talk, and any behaviour to the contrary can eas- 
ily disillusion them. Naytrix and other companies in the 
IT space need to be doubly conscious of this aspect. 

If Naytrix is values-driven, then it should not hire 
Shardul Swamy. Even the promise of gaining $100 mil- 
lion in new business should make no difference. ‘Star 
project bagging' performers really bring with them 
their networking and selling capabilities: In today's 
age and times, business is won and retained on the 
strength of organisational capabilities and track records. 
Naytrix needs to be cognisant of this, and work towards 
building these rather than seek magic elsewhere. 


ANAND SUDARSHAN | 


a Chief Executive Officer, 
i. Netkraft 


AYTRIX'S DILEMMA, ON THE FACE OF IT, IS AN 
N all-too familiar one: what's the cost of the 

opportunity to potentially acquire $100 
million of business? It appears from The Case Of The 
Risky Recruit that the senior management team of 
Naytrix, going by the statements made by the man- 
aging director, HR president and market develop- 
ment president, is viewing this primarily as a practical 
business issue rather than a moral one. 

It is evident that Naytrix would be patently incorrect 
to reject Swamy's candidature solely on the fact that 
someone had filed a charge of sexual harassment that 
had never gone to trial. It is indeed true that the deci- 
sion of Swamy's former employer preferring an out-of- 
court settlement does not in any way indicate Swamy's 
guilt. In addition, Naytrix according to the HR presi- 
dent Ravi Sood has a rigorous *multiple check re- 
cruitment process", which should be good enough to fil- 
ter the candidature in or out. Ravi Sood also clearly 
states that he is obliged to give Shardul a fair chance to 
convince Naytrix of the value he can add to the com- 





pany. Of course, while the market development pres- 
ident Rangaswamy is absolutely sure about the amount 
of business Shardul can bring in, he will not guarantee 
that it would actually happen. It is the track record of 
Swamy that suggests that the man has established his ca- 
pability in no uncertain terms. 

Shardul is going to be of business-generation value 


to Naytrix. Of this, there is no doubt; he has also not 


violated any of the principles of recruitment that 
Naytrix has set for itself. Given all this, I would rec- 
ommend that Naytrix go ahead with the recruitment 
process. Should the excitement that Rangachary & 
Sunderam have at this point on Swamy's value be sus- 
tained through the rigours of the recruitment process, 
Naytrix should ensure they 


pay particular attention to "Naytrix would be 
checking credentials and ref- wrong to reject 
erences; check them far more Swamy solely 
rigorously than would be done — on grounds that 

for normal candidatures. And someone had filed 
after all that screening, if a charge of sexual 
Swamy still fits the bill in their ^ Harassment that had 


assessment, hire him. 

However, it is still not quite 
as simple and algorithmic as that. Given the fact that 
the allegations against Swamy seem to have been 
quite public, Naytrix has the responsibility to set the 
context straight at the time of inducting Swamy into the 
company. There is more than likely a high probability 
that his prospective colleagues have strong views 
about the publicised case. Perceptions, particularly 
on such a sensitive subject, have a way of impacting 
people deeply and manifesting themselves unexpectedly 
(and negatively) in people's professional behaviour. It 
would be crucial for Naytrix to ensure that Swamy has 
the respect and position and track record he deserves 
with his peers and colleagues—indispensable for 
Naytrix to actually convert the potential of $100 mil- 
lion business and more into reality. 

Senior professionals always have a deep impact on 
the organisational ethos; which in turn relies on the 
core values of the company. The case, note, does 
not give us adequate information on the corporate val- 
ues of Naytrix. However, if in concept and character, 
Naytrix as an organisation is conservative and has a 
value system that insists that its business leaders 
ought to have absolutely no blemishes of the real or 
perceived kind, then whatever be the attraction of ad- 
ditional business that would come in, Naytrix cannot 
progress with the recruitment process. 

It is in conforming to core values and professional- 
ism that the long-term success of a company is founded 
on. This is the call that Sunderam as the head of 
Naytrix has to make. It is his responsibility. 


never gone to trial" 
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JOB? 


What Job? 






Po Bronson on self-actualisation, a former 
pastor on changing one's thinking and two 
recruitment execs on work fulfillment. 


O BRONSON'S EARLIER BOOKS—BOM- 

bardiers, the fast-paced non-stop 

novel set in the shark-infested world 
of investment banking, and Nudist On 
The Late Shift, the compelling non-fic- 
tion account that captured the spirit, the 
fervour and the failures that marked the 
boom and bust of Silicon Valley’s dot- 
com-led revolution—demonstrate his style. 
Speedy and uncompromising prose that’s 
a breeze to read. What Should I Do With 
My Life? is no exception. But unlike 
Bombardiers and Nudist, this book began at 
a point of inflexion in the author’s own life. 
His career as a writer was under threat: the 
mainly ‘new economy’ magazines he wrote 
for were thinning down, his book editor 
had quit and he was soon to become a 
father for the first time. 

This was when Bronson, partly on a 
quest for his own guidance, started talking 
to people. Nine hundred of them, drawn from across 
the US, across hierarchies and socio-economic classes. 
In the book, Bronson presents the stories of 50 of 
them, all of whom have tried to unearth their true call- 
ing—some successfully and others not. 

‘Dream. Lockbox. Fuck You money. Dream.’ 
Familiar with that formula? You must be. Indeed, 
many of us may be harbouring that formula in our 
minds, secretly hoping it comes true. A career journalist 
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What Should 
| Do With 
My Life? 

By Po Bronson 


Random House 
PP: 370 
Price: Rs 1,240 





At the crossroads: Have a dream? Pursue it 


whose real ambition is to become a rock 
music critic, a banker who really wants 
to teach pre-primary school kids, a physi- 
cian who actually wants to make it as a 
professional billiards player... there are 
no limits to dreams. Only, they rarely 
work out the way the formula suggests: 
have a Dream, lock it up and forget about 
it; then, go out and make piles of money 
that will enable you to give up your day job 
(or any job for that matter) and pursue 
your Dream. How many people do you 
know who could do that (by the way, 
Sabeer Bhatia doesn't count)? 

Not surprisingly, Bronson too couldn't 
find too many people who made it happen 
that way. But he found scores of others 
who did it the other way. The blue collar 
construction worker who dreamt of going 
to college and getting an MBA, but ended 
up losing his job and house, and then 
scratched his way back up there, establishing his own 
non-conventional energy source business. Bronson's 
success stories usually involve people who've down- 
shifted to find their true calling in life: the woman in 
tech PR who becomes a landscape gardener, the cor- 
porate lawyer who becomes a long-haul truck driver, 
the diplomat who becomes a school teacher and so on. 
And the failures. The movie production executive 
who chucks it up, graduates from medical school 






of oder novels, h but ends up dieti | 
friend" s biography. : 





i book ; is about: ‘With large dollops of — 
-angs t thrown. 1 in, his accounts are mainly of 
di in their 20s and 30s, plus a few middle- 
ople for good measure. While some of 
hes accounts may be inspirational (only, of 
ourse, if you're out of a banking job and seri- 
r ously > want to pick up that old sax lying in your 
attic), readers may find a somewhat similar pat- 
tern emerging from each of the 50 experiences 
that Bronson recounts. And that could make the 
therwise peppy prose a trifle boring. But you 
now what I n like about Bronson' s most re- 
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our thinking," JOH NC. 


p ses s John. Maxwell’s - AAXWE 
| book breed Your Life. n MA ELL 


thenes, who calculated the Ear- 
th's circumference, to Einstein, 
who said, “The problems of 
today cannot be solved on the 
same level of thinking we were 
when we created them.” Think- 
ing, writes the author, should 
be big, but also focused, strate- 
gic, creative, reflective, shared, 
unselfish, bottomline-oriented 
ENS 8S and realistic. “I never give 'em 
Achieving Your hell," he quotes former US 
Dream Career president Harry Truman as 
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in its plainspeaking. A dream | 
ng, says N job, it posits, must certainly 

ie réf mentor. But just when you'd offer a challenge, bs other than that, it must do 
| turn to flee a preachy yawn-fest, he mentions a justice to the individual's value system (expressed 
-:. | rodeo rider who reloaded his mind with psycho-cy- ^ as motivations), skill set, workplace preference and en- 
> | bernetics and hit stardom. joyment. Working instead towards a system-pro- - 
|. Noris the book conformist on matters of auth- jected ideal is a misery trap. As the British psycholo- | 
| ority. It challenges popular thinking and champi- gist Karen Horny says, the more we move towards our | 
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COUNSELLING 


Help, Tarun! 


| was promoted to my first management job 18 months 
ago. Recently, my division conducted 360-degree evalua- 
tions that required peers, subordinates and bosses to 
comment on each other’s performance. | scored high, but 
some of my subordinates complained that | hadn’t given 
them enough feedback. This came as a surprise because 
| completed a thorough round of formal evaluations just 
nine months ago. | also make it a point to regularly 
compliment my subordinates on their good performance. 
What more should | do? 

What you are doing is good, but not enough. As a 
manager, you need to give your subordinates unbi- 
ased appraisals of their performance and that includes 
feedback on their strengths as well as weaknesses. 
Your juniors expect you to be their guide, and their 
link with the top management. Apart from a formal 
evaluation, you also need to give them periodic (if 
possible, quarterly) feedback on their performance. 
Suggest any improvements you feel they need to 
make in their work. Share information that is not 
confidential about the company’s plans for the future 
and their future roles. 





| have just accepted a position with a company on the 
understanding that | will fill the position vacated by my 
superior when he retires next year. The compensation 
package is in tune with my expectations in the short- to 
medium-term. However, | wish to know if | will get another 
increment when | take over from my immediate boss. 
Should | bring this matter up now or later when the 
occasion arises? 

The appropriate time to have asked this question 
was when you were being offered the job. You have 
already accepted the position, so it is rather late in the 
day to be asking such question. Perhaps, you would 
do well to wait till the promotion actually happens 
before raising the question. If the company has 
hinted that your present salary is equivalent to what 
a supervisor usually gets, you should not expect a fur- 
ther increase in your salary. On the other hand, if 
that’s not the case, you could ask the top manage- 
ment about a raise when you are promoted. 





Last month, my junior, an employee performing a vital func- 
tion in our company, suddenly quit his job. He dropped his 
resignation letter on my desk while | was engaged in an im- 
portant conversation on the phone. By the time | finished, 
about 20 minutes later, he had already cleaned out his 
desk. My boss is angry with me for not doing more to stop 
him from leaving. | did try—we talked for almost an 
hour—but he had made up his mind to quit; he has been 
offered expanded responsibilities and a higher pay pack- 
age somewhere else. So what could, or should, | have done 
under the circumstances? 

I am assuming that there is no history of unpleas- 
antness between this employee and your organisa- 
tion. If a person resigns when his boss is attending a 
call and clears his desk out in 20 minutes, I would 
conclude that he doesn’t have an iota of commitment 
to the organisation. 

Regardless of what you are willing to do for him, 
he will not work in your company. You still talked to 
him—that’s showing him more respect than he deser- 
ved. Try pointing this out to your boss. However, if he 
was such a key employee, you were also amiss in 
not being aware of the state of his mind or not doing 
anything about it till it was too late. 


During job interviews, | am able to handle most questions 
comfortably. That is, till we reach the point where com- 
pensation is discussed. When the question of salary 
comes up, | become tongue-tied and end up accepting 
whatever the interviewer feels is right. How do | negotiate 
salary with my prospective employers? 

Once you are through with the initial round of inter- 
views, you should ask questions about the department 
you've applied for and details of your job. However, 
salary negotiations should commence only when the job 
has been offered to you and the company is keen to 
have you on board. 

Asking about the salary in an interview comes 
across as a little crude and may create a bad impre- 
ssion. Once tbe decision bas been made to hire you 
and the employer tells you that, ask and negotiate all 
you like. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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Jobs | oday 





SECTOR WATCH 


A Heady Brew 


The tea industry offers hot jobs for not just graduates and 
management professionals, but even doctors and CAs. 


nearly 30 per cent of global tea production 

and 15 per cent of global tea exports. It contri- 
butes about 0.05 per cent to India’s GDP and earns over 
Rs 1,800 crore of foreign exchange a year. 

The industry hires male and female workers in 
A equal proportion. Of the total workforce, white-col- 
Aditya Jain, lar employees typically constitute 5-8 per cent, while 
VP (HR&IR), the bulk of the workforce is blue-collar workers. A ma- 
Tata Tea jority of white-collar jobs is in tea estate operations and 

allied functions such as tea tasting, tea broking, buying, 
blending and quality assurance. Other white-collar jobs are in areas such 
as marketing and sales, supply chain management, finance, human 
resources (HR), and information technology. 

With the globalisation of the tea industry, personnel who have 
the capability to look beyond geographical boundaries are in dem- 
and. Chartered accountants and management graduates are re- 
quired in areas such as financial management, sales, exports and 
brand management. Sourcing and supply chain management are be- 
coming critical. There is a perennial demand for both freshers as well 
as experienced professionals in these functions. 

For positions in tea estates, fresh graduates with good inter- 
personal skills and willingness to work long hours in remote areas are 
usually preferred. Tea estate operations need specialised knowl- 
edge and skills, and these are best acquired on the job. 

Tea estate management is not a subject taught in most colleges, al- 
though a few institutes offering post graduate diplomas in this dis- 
cipline have come up in recent times. After working for a few years 
in estates and factories, pick up substantial knowledge about tea and 
its allied aspects and are regarded as ‘professional tea planters’. 
The qualities generally looked for in prospective candidates are 
sincerity, intelligence and the ability to endure tough climatic con- 
ditions. Doctors and other medical professionals are also hired, as tea 
estates have to provide employees with medical facilities. Œ 
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Want a Career that makes you smile? 


Log on to JobsAhead today! 
Over 1,00,000 jobs! 6,000 companies! 
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JobsAhead 


Better Job , Better Life . 
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yi united 

rutiny of W submitted and Provide information on taxation/ 
gistics benefits for bought-out items.Analysi sof LOI/ PO and com- 





ANCIAL MANA 
iurash Insurance 
1e candidate 





Pvt. Ltd. 
should have knowledge of $ Syndication, Institutional 


Ser Sic CES 





caine MNC Bank requires a Business Analyst to look after the 
lowing functions-Capacity Planning and Forecasting, ) Budgeting 
d Expense Control, MIS reporting and reviewing/ Analysis, Drive 


€ performance incentive program etc. Job Code: 162998 


RAL MANAGER-FD 
Placement Serivces 
andidate should be CA and CS both. 
counting and company secretary work. The company is Indian having 
irnover of 100 crores. Job Code: 165975 
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He should look after financial 





ACCOL 
.onsultant 

he candidate shall Be nent) ae handling all costing of raw 
^aterials as well as finished products.Plan out auditing schedule 
.& when required by the management or have regular audits for 


onvenience,etc.Job Code: 167434 


3,000 more Finance Jobs on JobsAhead. 
Post Your Resume Today ! 





i Better Job, beliet i Life . 





Bhansali Engineering Polymers Limited 

a on experience e Bill discounting, Funds Management, [ 
bursement Plan, LC Opening-its tracking, Import/ Export rela 
activities, Foreign Exchange related matters. Job Code: 159444 





Should D experience in accounts finalisation, routine accour 
internal & statutory audit of the company, taxation matters, p 
roll, service tax & other issues, MIS & budgets. Job Code: 1677 





JAL RES 


Tea: iTi Le ease Services Pv. iad. 


FARCH GROLUI 


The ideal candidate is an extraordinarily intelligent, resourceful, 


and articulate individual with minimum of eight years of hand: 
on accounting experience in a hedge fund or investment manage 


ment firm. Job Code: 165530 


V.P -FINANCE 

€i Shah and Cun mpany 

Engineer and/or MBA having 15 to 18 years experience of wha 
atleast last 3 years as Head of Supply Chain functions preferably 
a reputed Pharma / FMCG MNC. Required to Head Domestie 


International Supply Chain functions. Job Code: 167409 


MANAGER ACCON 
Kaci Personnel Pyt, Lad, 

Our client is looking for a dynamic candidate with excellent cos 
munication skills to handle Accounts finance mis and tax and w 
versed with ERP. Job Code: 167541 











To Apply to these Jobs: 


JALITY MANAGER 

aizlabs Software Pvt. Ltd. 

»lementation of Quality Management System (QMS) as per ISO 
adards. The person will be the Management Representative (MR) 
0 will be independently responsible for implementing ISO 
11:2000. Job Code: 162433 











iG TEAM MANAGER 

gement And Personnel Services 

idate should have worked in a software product develop- 
int € vitonment (preferably). He should have some exposure to 


tiple Testing tools (Silk etc). Past proven managerial ability is a 
Job Code: 162641 










1 And Toubro Infotech Limited 
ookit g for SAP.CRM Professionals with strong functional 
| cew with T Live oo If n have what it takes to 








CL AYOUT DE SIGN ENGINEER INDIA 
Es cel Solutions 
: require a Sr. Datacom E Wap for our MNC client R&D centers 





Lis is for a senior position and we need people with 4+ years of 
perience, excellent in analog designing and leading a team is a must. 
ask design skills for digital/analog cells using virtuoso. 


ib Code: 163590 


The Best IT Jobs are on JobsAhead.com. 


Log on Today! 


Log on to www jobsahead.com/jobstoday and type ihe Job 








































PROIECT MANAGERS R&D 
Stesalit Ltd. 

To further strengthen our dynamic and energetic team at Kolkat : 
are looking for professionals who have the drive to excel in thel 
spective fields. The desired candidate should be ME/ M.Tech, i 
B.Tech. Job Code: 162543 3 


LINUX C, C++ PROFESSIONAL 
Prithvi Information Solutions Ltd. 

We require professionals who have been working on Linux pla 
with. C, C++ we need experience of at least 7 years. The locatio 
Bangalore and we require immediate availability of the prospect 


professional. Job Code: 162772 


PERFORMANCE TESTING ENGINEER 

Impetus Infotech India Pvt. Ltd. 

Assuring quality deliverables in specific projects; Participating 
QA activities including Manual Testing and Automated Ts esting; 
ducting project-wise and organization-wide quality au 


Job Code: 162968 


TEAM LEADER 

GE Global Technology Solutions 
Should have led large teams of 8 or more engineers. Very sere 
communication and people management skills required. Wo: 





require broad technology exposure with strong evidence c 
on work. Job Code: 163417 


PROJECT LEADER 
Jiva Institute 

Jiva requires a Project Leader tor a number of projects that offer 
erful, process-driven, high quality, cost effective solutions that | 
organizations operate efficiently. We design solutions to meet specifi 
needs of our clients. Jeb Code: 164347 
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HIR JOBS 
To Apply to these Jobs: 


NAGER-ENTERNATIONAL RESOURCING 


grated Software Solutions India Pvt Ltd 


ixposure to Technical Recruitment and Resourcing -Particularly USA 
arket. Expertise in resourcing of High End Techncial Profiles like 
terprise Applications, Data Warehousing etc in the USA markets. 
3b Code: 163654 


[-HR -IT—KOLKATA 

aindia International 

ev results areas include identifying and implementing progressive HR 
licies, with an emphasis on training and development, to create a 
ult oriented organization, Job Code: 166462 


RPORATE MANAGER-HR 

sIndia International 

ntifying and implementing progressive HR policies, with an empha- 
on training and development, to create a result oriented organiza- 
on. Exp in change -mgt & result-oriented culture building attributes 
I be desired Job Code: 167006 


iR MANAGER 

i Management Services Pvt Lid 

e incumbent must be strong in HR & IR related activities, good in 
ctory management, exposure to statutory dealings etc. MBA/MSW 


om a reputed institution with 10-12 yrs. exp. pref. from a garments 
d. or any other mfg, set up. Job Code: 167990 


rch Solutions 

3e of Leading Company in Software Development & Training desires 
4R Manager who will be responsible for Formulation of Organiza- 
on wide HR Policies and support procedures for their effective 


plementation.Job Code: 168639 


Get amazing HR JOBS on email... 


Set 






ead 































HR- MANAGER 

TMI Network Ltd Hyderabad 

APGENCO is creating a cadre of HR professionals to tap talent 
supervisory & non-supervisory levels, introduce modern metho 
and best practices, kindle team spirit and bring about a transforrr 
tion in collective performances. Job Code: 162517 


HR MANAGER 

Strategic Synerjees 

The candidate should have at least 6 years of experience in F 
Sector. Candidates having Exposure in Call Centre Industry wot 


be preferred. The candidate should have good communication skii 
Job Code: 166787 


HR MANAGER 

MAQ Sofrware 

MBA in HR from reputed college, good interpersonal skills, expe 
ence at a leading software company. Implement Recruitment poli 
Identify & fulfill training needs, Design compensation etc. Job Cox 


167124 


GENERAL MANAGER- HR 

ZamsIndia International 

Key results areas include recruitment, performance appraisal, co 
pensation, identifying and implementing progressive HR polici 
with an emphasis on training and development, to create a res 
otiented organization. Job Code: 162609 


SENIOR MANAGER- HRD 

Careers Global 

Need to have at least 2 yrs expetience in Functional HRMust ha 
handled all line HR activities, like implementing Performance M: 
agement System, Counseling and Grievance Handling Designing a 
implementing rewards and Recognition Programs. Job Code: 1685 


up a Job Messenger Now! 


NIOR M S ul 


AD- TECHNOLOGY 

tek Pvt. Limited 

ideal candidate would be with 8-12 years of experience with IT 
astructure, planning and implementation, technical computing en- 
nment support in R&D area. Should have good communication 


s. Job Code: 167611 





spleone Consulting 
: : applicant should be a CA/ICWA or MS (Finance) with 10-15 years 
xperience. The candidate will be working on the export and import. 
benefits and will also be responsible for entire finance functions of 


company. Job Code: 167904 





1 / CEO: PHARMACEUTICALS 

tra Management Services Pvt. Ltd. 

) for a new pharma manufacturing unit in Qatar. Should be 
anaging a manufacturing pharma unit. The unit will manu- 
p sable safety syringes, IV ( Intravenous) Catheters etc. 
165146 







b Code: 


EAD OF TECHNOLOGY 

fotec Network Systems 

sponsibilities i includes evaluate, select and implement state of the art 
hnology & equipment at optimized costs. Plan and supervise vari- 
s IT and Telecom infrastructure, network & system administration. 
b Code: 167853 





To Apply to these Jobs: log on to WWW. w Jobsehend: com/Jóbstoday ond J ype ‘the Jot 


NYS Placenients 


_sible to directly the operations of the customer services 




































DGM - MARKETING 
Aon Logic Gates Pvt Ltd. | 
The Candidate should be Engineering Graduate in Mechani 
Chemical discipline. Preferably with an MBA Marketing fror Y 
puted institute. He should have 10-15 years experience in Sa | 
Marketing of pressure vessels. Job Code: 163419 


GM - BILLING & COLLECTIONS 
Success Point 

The candidate will be responsible for back office operatior 
sure timely collection of billings. He must be a CA or 1 
nance) working in a ctedit card company or Telecom services. 
Job Code: 167071 - 


CEO - INTERNATIONAL CALL CENTRE | 
The Bangalore Placement Agency | 

CEO for an International Call Centre, 200 seater in Banga 
overall 18 vears experience, atleast 3 years in a Call Centres 
Business Development skills to generate business & ex; 
handling operations. Job Code: 163932 


DIRECTOR CLIENT OPERATION 


You should be excellent communicator, people | xerson and 
attitude to work in a large professional set up. You will 


of the organization. Job Code: 162222 


AVP-HR (COMPENSATION & BENEFITS) 
Mancer Consulting Services 

PG- MBA in HR from XLRI, TISS, SY MBI ,6-9 years of ex 
4-6 yrs in Comp and Benefits area. Must have expetience in 
consulting companies & must have worked for the.C ompen : 
Manager in a largs firm. Job Code: 162222 





Find your Dream Sr. Management Job Today ! 


Log on to www.jobsahead.com! 














Looking for spearheads 
who can give us the ed: 





SHIMNIT GROUP, a rapidly growing organisation that has made its foray into infrastructure support and security systems in. 
the transport sector is looking for top management professionals with a passion and commitment to propel their ambitious 


growth plans. 


SHIMNIT UTSCH, an ISO 9001: 2000 certified company, is a joint venture with Utsch AG., Germany, 


92 countries. It is a pioneer in manufacturing high security registration (license) plates. 


SHIMNIT KIWALITE is a marketing venture with Kiwa Chemical Industries, Japan, a leader in manufacturing retro — 
.. reflective sheeting, with its presence in 50 countries. These are used in signages, stickers, license plates, commercial eS 
< Advertisements etc. around the world. mu ae 





SHIMNIT INTEGRATED SOLUTIONS is a company involved in advanced transport management business with futuristic 


technologies and systems. 


EXECUTIVE DIRECTOR 


Corporate Office, Mumbai. 


Job Responsibilities: 

You will provide the strategic vision, planning and 
operational leadership to ensure continued growth of the 
organisation's client base, market share, revenue and 
visual presence in the industry. 





Qualification: 


A management degree from a premier institute with work 
experience of 18 - 20 years, of which a minimum of 3 years 
in successfully leading independent profit centre(s). 


Experience: 

Experience as a Profit Centre / Business Head, managing 
sales / operations, preferably in an FMCG, automotive or 
automotive accessories industry. Strong IT and process 
improvement background. Financial savvy, particularly 
with respect to the "dynamics" of money as part of growing, 
expanding and maturing of an organization. 


Should have experience in working with both Central and 
State Governments. 


VICE PRESIDENT - OPERATIONS 


Taloja Plant (Taluka - Panvel) 





£ With "P" qualities, | communication skills: and 
- credibility, you must create a superior, integrated and 
 leveraged operating system for the organization. 


Qualification & Experience: 


À degree in Production / Industrial Engineering, preferably 5 
with MBA (specialization in Operations and/or Planning). 
About 10 - 15 years of experience in manufacturing, with 
minimum of 5 years in leading the Operations function ina 
light engineering industry. "Hands on" experience in 
Production, Planning and Control. 


& GAINS: 


Knowledge & Skills: 


Outstanding organizational development skills in hiring, 
training, empowering and motivating individual employees 
and teams. Result oriented, proactive and an agent 
of action. | 


VICE PRESIDENT - MARKETING AND SALES — 


Corporate Office, Mumbai 





You will assume the lead management role over product 
and field marketing. Will be responsible for handling = 
channel partners, business forecasting, meeting sales . 


targets in line with the projected growth rate, etc. Traveling. : E 


extensively, you will establish, maintain and. expand D 
distribution working in co-ordination with distributors. and . 
franchisees, and also look at other business opportunities D 


to achieve revenue growth. 


Qualification & Experience: 

A management degree from a premier institute with a 
work experience of 10-15 years, of which a minimum of 
3 years of senior level product marketing and handling i 
nationwide channel. vt 














"VICE PRESIDENT - FINANCE 


Corporate Office, Mumbai 











vironment within which they operate. Knowledge of the 


agulatory and funding agencies. | FIN 
VICE PRESIDENT - COMMERCIAL AND LEGAL | 


Corporate Office, Mumbat 


functions, imports, costing and insurance management. 
n plement business and commercial affairs, legal and 
ractual strategies. Establish the overall commercial 
es of the company in co-ordination with the 
fanegement 


'nowledge and experience in managing customer 
' elationships. Thorough understanding of the principles of 


arketing communication with strong team building ando 
ople management acumen. Should have experience in 
ing with both Central and State Governments. [us 





ture, operations and requirements of financial | 












You. ‘will be. responsible for Commercial and Legal. : 


Qualifications & Experience: 


.FCA/CS or LLB (MBAs will have an added advantage) 


with demonstrated capabilities in legal and commercial 
function with corporate houses. 10 - 15 years of 
experience in a similar field. A qualified ICWA wil 
be preferred. 


Knowledge & Skills: 


Highly focused. commercial approach to business in 


addition to legal flair. Knowledge of institutional policies, 
procedures, regulations and bylaws, and the legal 
environment wo which they operate. 


VICE PRESIDENT - PROJECTS 
Corporate Office, Mu mbai 
Job Responsibilities: 
You will take total responsibility for implementation of 
projects within a pre-determined schedule with respect to 
time, cost and quality. Ensure that excellent relations exist 


at all levels in. the. ministry and State Transport 


udi policies and fhinancil controls. Establish, direct. 
and integrate the business and finance operations and. 
programs. Knowledge of institutional policies and - 
rocedures, regulations and bylaws, and the legal 


2 automobile manufacturers. Satis fresh project 
| proposals, business plans. androad map to ensure smooth 


implementation of projects across the country. 


Qualifi cations & Expe : rienc : 


: ACivil/ Mechanical / Electrical Engineer from a recog ize A 
University / Institute in india (MBAs will be an added AE 





advantage), with a work experience of 10-15 years, of 
which minimum 3 years as head of departments handling 
various projects. 


Knowledge & Skills: 


| Should have experience in working with both Central and 


State Governments for all tender related work. Thorough 
knowledge of all laws, rules and regulations pertaining 
to transport sector. In-depth knowledge about laws related 
to Company, Factory and Legal etc. 










€ À———— M EE EE iet eea i EE EE EE 


‘If you b beli ieve that you have what it takes to be a part of a fast growing organization, 
doe-mail your detailed resume to: hrd@shimnitutsch.co.in 

Salary and perquisites will commensurate with the qualifications and experience, and shall be 
at par with the ind lustry norms. 


SHIMULITE 
KIWALITE 


KIWA CHEMICAL INDUSTRY CO. LTD, JAPAN 





mnit Group, ath f Floor, Regent Chambers, Nariman Point, Mumbai - 400 021, India. 











bt back of the book 


Tech 
companies 
are going out 
of their way 
to make 
working fun. 


BY VANDANA GOMBAR 


HIS HAS TO BE A JOKE, I SAID TO MYSELF AS 1 
hopped into my white Maruti 800 and 
buckled up for a 30-odd kilometre drive to 
NIIT's headquarters at Kalkaji in South 
! Delhi. Vijay Thadani, | had been infor- 
med just hours before, had been redesignated as the 
computer education company’s CFO. Well, I knew that 
NIIT was going through some really rough patch 
ever since the tech slowdown started three years ago, , 
but the move seemed harsh even by the tech in- | 
dustry’s unorthodox standards. $ 
Besides, why would co-promoter 
Thadani, who has been working out 
of the US for the last few years, 
meekly accept the demotion? 
As it turned out, it was a joke 
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alright—pulled on me. The new addition to the 51- 
year-old Thadani’s title didn't read Chief Financial 
Officer as I had thought. Rather, it spelt Chief Fun 
Officer. His mission: To bring the smile, rather the guf- 

faws, back into the workplace. "There's a new in- 
truder who has crept into our lives, It 
is causing terror in NIIT. As the cro, I 
declare a prolonged war against that 
intruder—seriousness,” declared 


be wn | | Thadani, er..., seriously. An army of 


#}/ / fun officers have been “appointed” 
^ across NIIT's offices, and the theme for 

the year is: 366 Days of Fun. 

di That fun is (or, rather, was) a serious 
Hi -— at dotcoms is nothi g new. But why 
| are hardcore tech companies now. either en- 










Taking fun seriously: Work at NIIT takes a backseat as its employees gather for a session of dumb charades 


trusting the serious business of fun to their senior- 
most executives or going out of their way to tickle the 
geek's funny bone? Is it because profits are under 
pressure, there's a growing backlash against the Indian 
techie, or that His are getting scarcer? Sure these may 
be some of the reasons, but not as big as the problem 
such programmes are aimed at addressing: Attrition. 
Yes, despite the slowdown, the industry churns over a 
staggering 13-14 per cent of its workforce every year. 
And it is a proven fact that companies with better 
work environment lose less people. 

A case in point: HCL Perot Systems, where the at- 
trition rate is half the industry average. “The philoso- 
phy is to encourage people to enjoy themselves,” says 
Rajnish Kohli , an associate and a co-founder of HCL 
Perot Systems. The last Friday cake and coke party at 





r = I beaten 


the Noida-based company, for instance, required the 
basement dwellers to show up in black and white, 
bright blue was fixed for the ground floor guys, purple 
for first floor, second floor got yellow/orange, while it 
was a red day for the third floor associates (there are no 
designations in the company and everyone is an asso- 
ciate). Trekking breaks. Art of living courses. Even 
Hypnosis. All these go into the positioning of HPS as an 
adventure company, and which, according to Kohli, 
boosts productivity and curbs attrition. 

Teams at the Chennai-based Polaris occasionally 
break-out into impromptu get togethers dubbed JLT (Just 
Like That) Parties, which are amorphous in nature and 
take shape according to the mood at the time. I thought 
it was some kid’s b'day party plans when I heard their 
listing of fun events, which range from balloon busting 
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Infoscions at a golfing session: It is 
the company's stated goal to provide its 
employees “a home away from home" 


races to eating competitions to painting competitions 
to dumb charades (a hot favourite). That is just the sup- 
erficial part though. *We realise that the challenge is in 
engaging the highly creative minds that work for us," 
says Senior Vice President at Polaris, R. Shekar. “The 
aim is to encourage creativity while imbibing the dis- 
cipline that project execution requires." 

And families, more often than not, are welcome to 
be part of the merry-making. The grand-old-company 
of the iT industry, Tata Consultancy Services, has its 
annual Family Day in June. But it is not collegial flip- 
pant and flamboyant atmosphere that is sought to be 
replicated, but a more sophisticated one in keeping with 
the profile of the Tata group. “There is a least one fun 
event scheduled each month," says Atul Takle, Vice 
President for Corporate Communications at TCS. No, 
February is not set aside for Valentine celebrations 
here. It is the month in which each branch office has the 
option to choose its own activity. The company does, 
however, celebrate Women's Day along with the rest 
of the world in March and Secretaries’ Day in April. 
You could play around with your workspace creatively 
and get the TCS workspace award (September) or just 
hang around at the company long enough and get a 
Hats Off for long service (August). 

Similarly, Infosys has a maturish profile of events 
which it categorises as fun: Dhun-Dhun cultural festival 
involving a variety of competitions; Health Assessment 
and Lifestyle Enrichment plan; Training on Confidence 
in the Face of Aggressive Response; meditation work- 
shops and...okay, there are dancing sessions too. 
Interestingly, this is what I found to be a first for any 
company—lInfosys aims to provide “a home away from 
home” for its employees, enabling them to be enriched 
intellectually, physically, emotionally and materially. In 
keeping with the all-embracing philosophy of the firm, 
one high point of celebrations is the Petit Infoscions day 
dedicated to the children of the employees. 

Sadly, not one of the companies I spoke to meas- 
ured up to the high that some Japanese firms provide 
to their employees by a simple inexpensive device— 
a punching bag that resembles the boss. & 
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TREADMILL 


May | See Your Brachioradialis? 


MENTIONED LAST TIME ABOUT HOW 
there are minor muscles that 
we often tend to neglect. Muscles 
that connect bigger muscles and 
joints and whose development Lr 
complements the development of larger sce: The 
brachioradialis isn't a subtle small muscle. Here's what 
it is in muscle-speak: The brachioradialis is a stronger 
elbow flexor when the radioulnar joint is in a mid-po- 
sition between supination and pronation. When the fore- 
arm is pronated, the brachioradialis is more active during 
elbow flexion since the biceps brachii is in a mechanical 
disadvantage. When the forearm is pronated, the bra- 
chioradialis tends to supinate as it flexes. In a supinated 
position, it tends to pronate as it flexes. 
Gobbledy-gook? Here's what it is in English: it's the 
muscle along your outer upper forearm. And it's a muscle 
most tend to neglect. Well-developed biceps are nothing 
without a well-developed brachioradialis, yet legions of 
gym goers are done with their arm exercises if they've tar- 
geted the biceps and the triceps. Do a bunch of barbell 
curls, dumb-bell curls, perhaps some preacher curls and 
that takes care of the biceps. Then cable pulldowns, bar- 
bell curls for the triceps and a dips. You're set to go, right? 
Wrong. Without well-developed outer forearms, your sin- 
ewy biceps are going to look odd and out of place. Enter 
reverse curls. Every self-respecting gym goer does curls— 
barbell or dumb-bell—for the biceps. You grab a barbell 
with both hands with underhand grips and curl the bar, 
flexing your arms at the elbow but keeping the upper arm 
fixed. Or grab two dumb-bells and do the same thing, al- 
ternating between two arms. And see your biceps grow. 
Reverse curls are a variation. You can use dumb-bells 
or barbells but instead of an underhand grip, employ an 
overhand one, with the fingers facing downwards. Now 
do the curls. You'll feel the pressure not on your biceps 
but on the outer side of your forearms, especially upper 
part of the forearm. To complete the development of your 
arms, you need to supplement your biceps and triceps 
workouts with reverse curls for your brachioradialis. Do 
either barbell reverse curls or dumb-bell hammer curls 
(you hold the dumb-bells at your sides, palms facing in) 
or even preacher curls using the reverse-overhand-grip. 
Tip of the fortnight: Don't exercise on an empty stom- 
ach. Grab something to eat about 30 minutes before 
your workout. It could be simply a handful of nuts or 
just a couple of whole-wheat cookies. 
MUSCLES MANI 
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. Should the brothers Wachowski have made The Matrix Reloaded at all? The Matrix was a great 
. stand-alone motion pic, and it might have stood. the test of time better as just that than as the first | 
part of a not-so-bad trilogy, which is what it now seems set to be, unless Revolutions is more like | 
. Part than Part Il. Still, sequels are a hard act to master. One is likely to encounter inept repre- — 
- sentatives of the genre such as 2 Fast 2 Furious—Vin Diesel made Part | what it was (and still is)— — 





Terminator 2: Judgement Day 1991 


In this writer's opinion, this 
runs The Two Towers close as 
the finest sequel of all time. 
The special effects, managed 
by George Lucas’ Industrial 
Light & Magic, were ahead of 
their time then, and there are 
few cooler sights in moviedom 
than Arnie riding a Hog with a 
shotgun shoved into a saddle- 
bag. And don't forget that 
Hasta la vista, baby replaced 
Go abead punk, make my day 
as the distillation of machismo. 


j 
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TERMINATOR - 


JUDGMENT DAY 


The Empire Strikes Back 
(Episode V) 1980 

It is dark, tells the truth about 
Darth Vader, showcases the 
skills of little green Jedi Yoda 
(this piece, we did to try like 
him write), and ends with one 
of the most amazing duels in 
lightsaber history—between 
Luke Skywalker and Darth 
Vader. The finest motion pic in the original trilogy, 
and now the best of a quintent. 





Godfather Part 2 
1974 


Surely, you've seen 
this. It has Al Pacino 
as Michael Corleone 
—9- and Robert De Niro 
jz as the young Vito. 
E. For those interested 


Star Trek 2: The Wrath of Khan 1982 


This is part of the selection because: 

O FL am a Trekkie. 

O My editor hates sci-fi. 

O It really deserves to be here (Go figure). 


Back to the Future Part 2 X 1989 





The Lord of The Rings: The Two Towers 2002 


Well, director Peter Jackson 
had great raw material 
Tolkien's script—but he still 
deserves all the praise that is 
heaped on him and more sim- 
ply because several great books 
have been translated into in- 
sipid motion pics. And not since 
Carlo Lombardi's Dune worms 
have creatures as awe-inspir- 
ing as the Ents been seen on 
screen. And don't miss Legolas, 
the fastest gun, sorry bow in 
all Middle Earth. 





The Two Jakes 1990 


Film noir had been dead and 
gone when Jack Nicholson dir- 
ected this sequel to Roman 
Polanski's China Town in which 
he played detective Jake Gittes. 
The mood of postwar LA per- 
vades the movie, and Nicholson 
does tell the mystery that is at 
the film’s core fairly well, although most critics 
thought otherwise. 





. and Police Academy 2: Their First Assignment (although this was a masterpiece compared to the 
ones that followed). Here's a quick guide to sequels that actually clicked. BY R.S. 








If you are one of those people who cannot understand the popularity of Part 1 
of this franchise—this writer can't— try the 1989 sequel. It's got a better plot, 
and while its space-time related acrobatics cannot really be compared to Philip 
K. Dick's alternative-chapter plot in Martian Timeslip, it works. Œ 


in trivia: it is also the 
only sequel in mo- 
tion picture history 
to win an Oscar. 





t 










bt 


| oe er E 
Vae a “SSR ei M eS 
i 
&3 


4 










peace its due price 
Baie ier t. zs 


E og 3 


NSVd AWOHS 


Woman On Top, Almost 


HEN AS A YOUNG GIRL SHE WON THE 

W national badminton championship, a car- 
toonist showed her peering through a telescope 
with the caption “aiming for the stars”. But what 
was meant in jest is proving to be eerily serious. 
Last fortnight, the Reserve Bank of India ap- 
pointed Kishori J. Udeshi as its Deputy 
Governor—the first lady ever to hold that post. A 
. post graduate in economics, 
^am * the 59-year-old Udeshi is a 
E — career central banker, hav- 


time is spent on reading 
à and theatre), Udeshi 
has long stuck to 
one rule: *I always 
play to win". Lady, 
we believe you. 


K.J. UDESHI: Glass 
ceiling shatterer 


z vla ing joined it in 1965. 
z i Although she no longer 
: ue plays badminton (her free 
i 





Making Peace 


ORE THAN TWO YEARS AFTER THE FEUD BEGAN, 

warring brothers Rahul and Shishir Bajaj have de- 
cided to make peace. Under an agreement thrashed out 
on June 6, the Rahul Bajaj faction—including cousins 
Madhur, Shekhar, Niraj—will pay Shishir Rs 400 
crore as the net difference for untangling their cross- 
holdings. Shishir, who runs three of the group com- 
panies—Bajaj Hindustan, Bajaj Consumer Care and 
Bajaj Sevashram—had been wanting to go his own 
way with son Kushagra. The reluctant peacemaker in 
the drama? The Chennai-based CA and co-convenor of 
Swadeshi Jagaran Manch, S. Gurumurthy. Initially 
Gurumurthy refused to play the mediator and in fact 
pulled out once after he did. But Gujarat Ambuja’s 
Chairman Suresh Neotia, a relative of the Bajajs, 
persuaded Gurumurthy to give it one more shot. He 
did. Says Gurumurthy of his task: *There were a lot 
of heritage items and sentiments involved, apart from 
business-related issues." Courtesy the man, the Bajajs 
can close their bitter chapter, even if its last line 
reads *...and they split happily ever after". 





UDAYAN BOSE: In search of a new CEO 


In A Lurch 


B. TO SEE MORE OF THE UK-BASED UDAYAN BOSE 
in India. With three of his five top executives (CEO 
Ashish Guha, and MDs Sanjay Sakhuja and Amit Muk- 
herjee) quitting his investment banking firm, Lazard 
India, Bose is planning to camp in India till he finds 
a new CEO. But we think Bose, who is the Chairman 
of Lazard International, can afford to take it easy in 
the country. Why? The government is dragging its 
feet over disinvestment, and Lazard’s two big proj- 
ects in India are the privatisation of the Shipping 
Corporation of India and ITDC hotels. 


VAANVd AVINYS 


AMITABH BACHCHAN: Never say di 





The ABCL Sequel 


OR THE “BIG B” THERE’S STILL NO BUSINESS LIKE SHOW 

business. ABCL may have floundered, but Amitabh 
Bachchan is betting that re-christened and reinvigo- 
rated “AB Corp” won't. So what'll be different? This time 
around, it'll be grounded in a lot more than just his per- 
sonal cachet and charisma—considerable though they may 
be. Chastened by past foibles, the 60-year-old movie star 
is sure to run a tight corporate. No more beauty shows 
or dabbling in television software. It’s strictly film produc- 
tions and that too through joint ventures to soften the 
downside. With most of ABCL’s old debts paid off—with 
some help from Sahara group’s Subrata Roy—and the 
golden run the matinee star’s enjoying, this time around 
it is likely to be a case of “Once bitten, second time lucky”. 


PALLONJI SHAPOORJI MISTRY: A new gamble 
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(P)MOving Up 


OT IN FINANCE SECRETARY S. NARAYAN'S GOOD 

books? Woe unto you. After 40 years in the 
bureaucracy, Narayan will retire end of this 
month, but will next day report to work at the 
Prime Minister's Office as the new czar of 
economic policy-making. That he'll be almost 
omnipotent in his department is obvious from 
the fact that the previous architect of economic 
policies in the PMO, Additional Secretary Pra- 
dipto Ghosh, has been transferred to the Dep- 
artment of Economic Affairs. Given the PMO's 
importance in economic issues in the recent 
years, Narayan is also expected to increase the 
profile of economic policy-making in the country. 


S. NARAYAN: Better retired? 
E 





Trying His Luck 


I THE RISKY WORLD OF ONLINE LOTTERY, WHAT'S 
that one thing—apart from the jackpot, that 
is—customers could want? The unlikely new en- 
trant into the business, Pallonji Shapoorji Mistry 
says it's credibility. The 73-year-old media-shy 
corporate baron—who has business interests in 
construction, power, and a meaty chunk in the 
Tata group holding company, Tata Sons—has 
launched an online lottery company, Dhandhana- 
dhan Infotainment. Shapoorji Mistry could not be 
reached for comment, but the company’s CEO 
Rajan Kaicker told BT that Dhandhanadhan would 
bring “transparency, credibility and authenticity” 
to the business of chance. Let the dice roll. [m 
CONTRIBUTED BY SWATI PRASAD, 
ROSHNI JAYAKAR, ABIR PAL, SAHAD P.V., 
AND ASHISH GUPTA 
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VIVAN MEHRA 


Talk 


AJAY SAHNEY, VP & Country Manager, Blaupunkt India 


EAL LEADERS NEVER ASK THEIR SUBORDINATES 
to do what they under normal circum- 
stances would not. No amount of mot- 
ivation or inspirational communication from 
leaders can ever be substitutes for actions that 
show teams that their leaders can walk the 
talk and that they really believe in the ideals and 
principles they preach to the rest of the team. 
There is no tool as effective in making teams 
conjoin their actions with the ideas of their 
leaders, as the leaders themselves doing what 
they believe in. And consequently, the respect 
that the leaders command from the teams, 
achieves far more by way of results and good- 
will than does mere blind obedience. It ensures 
that teams follow their leaders because they 
choose to, not because they have to. 
There are other qualities that leaders must 
have to be effective in their dealings with 
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team members. One is an explicitly stated 
willingness to learn from others. This will 
always stand them in good stead besides yield- 
ing valuable feedback from the teams. Next is 
the virtue of sharing credit with teams for all 
successes. This brings leaders closer to their 
teams and makes the communication of ideas 
and suggestions easier. Also, the simplest way 
to motivate team members to collectively share 
goals and responsibilities is to link their indi- 
vidual growths with the collective success of the 
teams. This way, the organisation grows 
stronger with each individual contributing his 
or her share to the success of the team. 
Leaders are really the faces of companies. 
Therefore, their conduct must be impeccable, 
and their actions exemplary, always. It is only 
when the reins are in capable hands that an org- 
anisation can have any chance of success. Œ 
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One car. One year. 
One too many 


if you were to ask 
any other car. 


The Scorpio has just turned one. And to put it mildly, it has been an intoxicating first year. Three ‘Car of the Year’ awards; from Busing 
Standard Motoring, BBC World’s Wheels and CNBC Autocar. Entry in the Limca Book of Records, for covering 29 states in just 29 days. ( 
15,000 delighted customers. Including some of India's most well-known faces. And then, thousands more who are willing to wait, albe 


impatiently, just to own one. Goes on to show that when you make a car unlike any other the records take care of themselves. 
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Corporate Wars? 
Your cover story Perform 
or Perish (BT, July 6, 
2003) revealed the real- 
ity about what's going on 
between the promoters 
and the managements in 
corporate boardrooms. It 
is telling that a majority 
| of the promoters do not 
sme heater a} . L care to explain the exit of 
| their high-profile CEOs to 
the common shareholder. 
Sunil Alagh was known 
in corporate circles for his efficient management and the 
success he brought to Britannia. And though the way he 
probably misused company funds cannot be justified, i: 
could be just one of the reasons he was shown the door. 
The public has a right to know the complete story 
behind his exit and Alagh must also come out in the 
open with his defence. 


SyncMaster 191T 
PC Monitor 48cms (19") 


360° Rotation Monitor 





Apropos Perform or Perish (BT, July 6, 2003), what is 
surprising is that in Sunil Alagh’s case, the promoters 
had to resort to digging up the dirt on expenditure inc- 
urred by the CEO a few years ago, to realise the so-called 
financial misappropriation. The man who was credited 

SyncMaster 151MP/171MP ; i M us 3s 
PC Monitor with the success of the company in the last decade, has 
38cms (15")/43cms (17") been dumped, in all probability, to satisfy the promoter’s 
PC Monitor and TV ego or possibly because of differences over the style of 
functioning of the CEO. That once again goes to prove 
that promoters do not like independent minded prof- 
essional CEOs and prefer to have ‘yes’ men around. It 
seems clear that the so-called ‘yes’ men may not make 
good CEOs but are more likely to last longer than pro- 
fessional ones who take companies to greater heights. 


The Case for Choice 


Kiran Karnik makes out a strong case for Conditional 
Access System (CAS) in cable television in The Case 
for CAS (BT, July 6, 2003), but he misses a key point. 
The cable Tv scenario today, by his own admission, lacks 
competition and even the I& B minister failed to get a 
fair deal from broadcasters. The chances of a con- 
sumer-friendly system coming into being through the 
CAS seem slim to me. Since most operators are willing 
to offer all channels at a price close to what cons- 
umers are paying now, it makes little sense to force the 
latter to spend thousands of rupees on set-top boxes. So, 

SyncMaster E it would be better to let the consumers decide whether 

PC Monitor 100cms (40") they need conditional or free access to channels. 
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The Best Managed Company? 

Apropos India’s Best Managed Company (BT, June 2 
2003), it is difficult to accept Reliance, a company tha 
has failed to live up to the promise of wealth cr 
ation that it showed in the eighties, as India’s best mai 
aged company. From being unnecessarily harsh towards 
the group in the eighties, the mainstream media has nov 
gone over to the other extreme of uncritically projectin; 
anything that the group does as good management. Th: 
reality, which I believe your story fails to appreciate, lie 


somewhere between the two extremes. 


Innocent Victims 

Apropos Another Rs 4,000 Crore Scam In The Making 
(BT, July 6, 2003), it is unfortunate that these ‘direct 
marketing’ companies are targeting unwitting colleg 
kids. Most such schemes manage to circumvent the Sak 
of Goods, Contract, and Consumer Protection Acts and 
do not come within the purview of the Securities and 
Exchange Board of India (SEBI). They focus on earning 
extraordinary returns in a short period of time and th« 
‘distributors’ are merely sitting ducks in these pyramid 
schemes. It's time the ministries of Commerce and 
Law initiate laws to govern such fly-by-night operators 


Quality Costs... 

Apropos your trends item The Beauty Parade (B1 

June 22, 2003), there is no doubt that quality has 
become an underground industry in India. Yet, youi 
surmise that government has “burnt 
subsidise (or reimburse) expenses on ISO certification 
of small scale units is highly subjective. The scheme of 
reimbursement is a one-time payment by the govern 


4^ 


yy. ` a ^" 
Rs 23 crore to 


ment to encourage small scale units to go in for ISO cer- 
tification. The 3,067 units that have availed of the ben- 
efits of the scheme are actually spending at least 
Rs.7.67 crore (at the rate of Rs 25,000 per unit) a year 
of their own to just keep their ISO certificates alive. I fee! 
government had started this scheme in good faith, 
and it is unfair to allege that it is "burning" money since 
the above mentioned Rs 23 crore has been actually 
“burnt” over more than a decade. 
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From The Editor 


OW, HERE'S SOMETHING TO FEEL CHUFFED ABOUT. IF 

the number of homes sold annually is any indi- 

cation, the Indian middle class is on a roll. Last 
year, an estimated 5 million people bought homes; this 
year, that number will be even bigger. Last year, banks 
disbursed Rs 65,000 crore in home loans; this year, 
they're targeting Rs 91,000 crore. And many believe 
these are modest forecasts for the year. Because a not- 
so-quiet yet unobtrusive housing boom is underway. In 
the sprawling metros, big cities and small towns, homes 
are selling as briskly as new homes are being built. 
Across the larger metros like Mumbai, Delhi and 
Kolkata, newly emerging suburbs are seeing a mush- 
rooming of property development on a scale that— 
except for Mumbai—these cities haven't seen before. 
Ditto in the smaller cities and towns. 

In the wake of the rush for homes—the majority 
of which are being bought, not by speculators making 
canny investments, but by the salaried middle-class, 
the real end-users—has come the multiplier effect on not 
only basic industries like cement 
and steel, which have shown modest 
growth, but in new sectors like fur- 
niture, sanitaryware and bathroom 
accessories and electrical goods. 
And, of course, mortgage. Interest 
rates for housing loans have fallen to 
as low as 8.5 per cent and borrow- 
ing is no longer a bad word. A 
heartening indicator of the boom: 
average age of home buyers has dropped from 44 to 30 
in the past five years. This issue's cover feature, for 
which Special Correspondent Sahad P.V. and a team of 
reporters farmed across the metros and smaller cities, of- 
fers a ringside view of what's taking place in one of 
India's most happening markets, housing. 

Yes, we know that all of the past fortnight there was 
dancing on Dalal Street because (as I write this) the 
Sensex gained more than 250 points in those two weeks. 
A bull market brings all-round cheer, but what are the 
stocks that are leading the rally and how can they help you 
make money? Our Chief Analyst Narendra Nathan 
crunched some numbers and sniffed out some trends. 
Although big companies still dominate the list of high-vol- 
ume stocks, there have been subtle changes that could aff- 
ect a retail investor's portfolio. His report also creates a 
*volume topper" index and analyses the numbers for 
the past five years to show how an investor can benefit by - 
shifting his portfolio to new toppers every year. The 
downside: that strategy works well only in a rising mar- 
ket; in a falling market, it can spell disaster. But then, as 
I said before, they were dancing in the Street. 


Sanj Garangan 


SANJOY NARAYAN 
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With his Rs 2,200-crore deal to take over 
the cement business of L&T, Grasim's 
Kumar Mangalam Birla closes one of the 
most engaging Indian corporate raid 
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With a whole generation of super-rich 
Indians looking to invest their crores, it is 
time for private banking to get active. 
Here’s a look at a phenomenon that is 
beginning to gain wider acceptability. 
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Q&A: Jan P. Oosterveld 


Meet a Dutch engineer who describes his company as 
“too old, too male and too Dutch". This is Jan P. Ooster- 
veld, 59, Member, Group Management Committee & 
CEO (Asia Pacific), Royal Philips Electronics, a $31.8- 
! billion company going through tough times. His mission a 
Tes is to turn Philips market agile and global in outlook. Opel Asta 
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Bio- -dynamic Tea Estate - 

Is there a way to rejuvenate tea consumption? Rajah 
Banerjee, the idiosyncratic owner of the 1,500-acre 
Makai Bari tea estate, among India's largest, thinks 
he has the answer to the industry's woes: value-added 
tea. ‘Bio-dynamic’ tea, to use his phrase. Here's a look 
at some of his organic and flavoured tea experiments. 
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They’re familiar. But then again, maybe not. We’re 
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in an intensely Rajasthani setting. And then there’s Silk 
Cut, a smoke that reminds one of the Gallaher Group’s 
ees purple-pack original. Can they succeed? 
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Maruti Udyog Ltd. (Lintas India) 11 
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Ramco Systems 
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Sun Microsystems (Orchard) 
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Tyco Electronic Corporation 
(Ranjani Advtg.) 

Telco (FCB-Ulka) 
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UTI (Goldmine) 
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Ramco VirtualWorks™ - | 
The quiet revolution in Enterprise Solutions. 


The first flight of the Wright Brothers' was eventful. But 

hardly anyone could have predicted how flying would 

impact travel. And shrink the world to unimaginable 
proportions. 


That is precisely the scale of change Ramco Systems is 
now bringing about in Enterprise Systems. 


After ten years and hundreds of complex 
implementations worldwide, Ramco has developed a 


_ Software framework - Ramco VirtualWorks '.Itgoesfar - 


-. beyond anything you have seen so far. Imagine, for 
example, being able to see how your software will 
function - even before a single line of code is written. 
Or being able to switch entire technology platforms 
within weeks. And being able to co-create the solution 
that is unique to your business. With the built-in ability 
to change as your business evolves. 


All this with a powerful web-based platform that takes 
you seamlessly from scoping of business solutions to 
final implementation - and transitions right through the 
complete software life-cycle. .Co-create applications 
on the fly, in a fraction of the time it currently takes. By 
selecting modules from a library of hundreds of ready- 
to-use powerful business processes. | 


| 





If all this seems to be in the realm of science fiction, it's 
not. Some of the world's largest Fortune 500 
companies are already deploying these solutions. To 
great effect and business advantage. _ 


So if you want an Enterprise Solution that you can 
create according to your specifications, deploy in a 
matter of months rather than years and allow for rapid 
change either in response to the business environment 
or competition, there is only one Enterprise Solutions 
company that can do it anywhere in the world. 


Ramco Systems. 
It's time you talked to us. 





Call toll free : 1600 44 2345 or 
e-mail : info@rsi.ramco.com 
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www.ramco.com 
Where enterprise solutions meet business reality 
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. Return Of The IPO 


applications had settled, Maruti Udyog's 

72,243,300-share initial public offer (IPO) for a 
quarter of its equity was oversubscribed not nine, 
not 10, but 13 times. The long-dozing primary market 
has not just stirred, it has jolted itself up. Retail par- 
ticipation is back, and with a bang. Excellent. 

But what, other than that, are the lessons? 

When people start asking their neighbours over 
their garden fences if they're applying for the 
shares, an IPO is certain to be a resounding success. 
So that's one lesson: the power of good IPO mar- 
keting. The Maruti IPO was heavily publicised in 
print and on Tv, and then distributed through a vast 
network of 700 centres across 70 cities. 

The other lesson, as apparently absorbed by SEBI, is 
less obvious than the first one. The Maruti IPO took the 
‘book building’ route, which em- 
ploys a form of auction, the express 
purpose of which is to prevent IPOs 
from turning into blind roulette-luck 
games (as they were in the inglorious 
days of cci-controlled issue pricing). 
This is a good method. Applicants 
bid for shares at, or above, the pre-declared floor 
price—Rs 115 per share in Maruti's case. As it 
turned out, most applicants put in bids for the car- 
maker's shares at Rs 120-125. And so it is that the 
shares are now being allotted at Rs 125 each, in a 
ratio of 60:25:15 to institutions, small retail in- 
vestors and high net worth individuals, respectively. 

You can attribute the fact that most retail bids 
were no more than Rs 10 above the floor price to inv- 
estor psychology, since the floor is popularly assumed 
to be the ‘fair value’ price. You can also assume that the 
institutions ran their own valuation methodologies 
to arrive at similar bids. But the very purpose of an auc- 
tion is to let the price get bid higher and higher as dem- 
and swells and competition for allotment intensifies. 
That most bids remained at around Rs 125 is rather 
strange—given the final oversubscription. 

But then again, perhaps the fraction of shares reser- 
ved for retail investors was not large enough for the 
competition to be very intense. This is why the recent 
move by SEBI to raise the quota for small investors from 
25 to 35 per cent and reduce that of institutions from 
60 to 50 per cent, makes eminent sense. If institutions 
cannot claim a majority of the shares to be issued, other 
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applicants get empowered as participants in the com- 
petition to bid the average (modal) price up. 
Simultaneously, sEBI has also redefined ‘small retail in- 
vestor' from someone applying for no more than 1,000 
shares (whatever the price) to someone investing no 
more than Rs 50,000 (whatever the number of shares). 
This should prevent high net worth players from mas- 
querading as small investors, thus freeing up even more 
shares for the category of ‘small retail investors’. This 
could boost competition, for this is the category with the 
largest number of discrete bidders, the sort who do not 
even know what their neighbours are bidding. 
Another laudable step is to reduce the listing gap 
from 15 to six days from the date of issue closure. The 
price at which a share makes its debut is always 
jj OS # d 






watched closely, and the closer this debut happens to 
the date of the last noted price (the date of the closure), 
the easier it is to make comparisons. Of course, this is 
complicated by the fact that the promoters and under- 
writers have a ‘greenshoe’ option, by which any sud- 
den fall or rise in the post-listing market price can be 
moderated by the exercising of this mechanism (which 
alters the number of shares listed). 

Nonetheless, SEBI has done its bit to enhance the ef- 
ficiency of the IPO mechanism currently in vogue. 
Perhaps the fraction mandated for institutional allot- 
ment could be lowered even further (from 50 per 
cent), but that would require a mass revival of the equ- 
ity cult. Could that happen? Yes, if secondary market 
sentiment stays buoyant, which, in turn, depends on the 
government's disinvestment programme. A good start 
has been made by the Maruti IPO, and the government 
must ensure that the momentum is not lost. & 
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LEADER 


Ihe Empire 
strikes Back 


After consolidating in the 1990s, the Tata Group, the A.V. Birla Group 
and the Ambanis are poised to dominate India Inc. BY BRIAN CARVALHO 





AKE AWAY THE PUBLIC 
sector investments in 
refining or power, ex- 
clude the capital sunk 
into industries like min- 
ing and irrigation, and cut to the 
Indian private sector in manufactu- 
ring and service. Which are the 
business groups or mega-corpora- 
tions burning capital expenditure 
of a magnitude that counts? 
Hmm...there aren't too many 
names that come to mind, right? 
Except, maybe, the Ambanis, 
the A.V. Birla Group and the Tata 
Group. In absolute terms, these 
three colossi of Indian business 
unsurprisingly occupy the top 
three positions in private sector 
investments simply because they 
are the biggest conglomerates in 
the country—last year Reliance 
had a group turnover of Rs 
65,000 crore, the A.V. Birla 
group's global commodity em- 
pire has sales of Rs 30,000 crore, 
and the 80 companies in the Tata 
Group clock Rs 45,000 crore. 
But even in percentage terms— 
that is, investments as a percentage 
of total sales—these three power- 
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houses easily account for at least 
90 per cent of the money being 
pumped into asset-creation or 
asset-acquisition. Together, say 
analysts, the Tatas, the A.V. Birla 
group and the Ambanis would be 
committing at least Rs 60,000 
crore to these endeavours over 
the next five years. 

Reliance, for instance, will 
spend Rs 18,000 crore (a little 
over half of which has already 
been burnt) on its ambitious 
Infocomm project. 

The Tata Group has ear- 
marked Rs 15,000 crore for its 
basic telephony game plan (for 
which the proposed equity di- 
lution by Tata Sons in Tata Con- 
sultancy Services would help). 
And Kumar Mangalam Birla has 
been splurging big bucks on ac- 
quisitions, in commodity busi- 
nesses like aluminum and ce- 
ment, and in sunrise ones like 
business process outsourcing, 
apart from venturing into areas 
such as entertainment. “If you 
had to look at the top 10 Indian 
business houses, you'd find that 
the percentage of investments 
being made by the top three is 
gradually increasing," points out 
Rajeev Gupta, Executive Vice 
President, psp Merrill Lynch. 

Of course, it isn't as if there's 
absolutely zilch being invested 
by the rest of industry. 

The multinationals for their 
part may largely be in less capital- 
intensive industries like phar- 
maceuticals and chemicals, but in 
¿a sector like automobiles, for in- 
anc the likes of Hyundai have 
pumped in billions in putting up 
car capacities. “There are quite a 
few companies coming in pri- 
vately that are making sizeable in- 
vestments, which we rarely get to 
hear of,” says Raamdeo Agrawal, 
Joint Managing Director, Motilal 
Oswal Securities, a Mumbai- 
based broking firm. 

Yet, if capex was a criterion, 
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These giants 


generate strong 


cash flows, 
which enables 





businesses 


to enter new 





but for a few sectors, few MNCs 
appear to really be betting big 
on India. In cement, for example, 
global giants such as Lafarge, 
Holcim and Cemex did threaten 
a few years. ago to gobble up do- 
mestic capacities that were there 
for the taking, but they eventually 
got tied down by other global 
commitments. In steel, where 
there is scope for consolidation, 
the global majors haven’t evinced 
much interest, thanks perhaps 1 to 
the overcapacity scenario pre- 
vailing internationally. — 

As for the other Indian busi- 
ness groups that in the nineties 
appeared to be thinking big, 
they've only flattered to deceive. 

RPG Enterprises wouldn't be 
able to hold a candle to the as- 
pirations of the Ambanis or the 
Tata Group, and the same can be 
said about the various other fac- 
tions of the Birla group (K.K., 
C.K., S.K.), the Khaitans, the 
Muthiahs and the Mittals, to 
name just a random few. 

The Tata Group, for its part 
went through its share of pain in 
the nineties when it restructured 
its portfolio, shedding unviable 
and unremunerative businesses 
(indeed that exercise will con- 
tinue for years to come). 

Kumar Birla is now doing 
the same. The Ambanis ensured 
that they were top dog in their 
core business of petrochemicals 
by gobbling up smaller, less vi- 
able capacities (as standalone 
units) of other players, and today 
are the world's second largest 
polyester. manufacturers. Such 
dominance has helped these gi- 
ants generate strong cash flows, 
which enables them to plunge 
into new businesses without 
overstretching themselves.The 
last decade may have belonged 
to the glimmer-twins of Indian 
IT, Infosys and Wipro, but the 
big boys are back in business 
now. Size clearly matters. 








FDI Reloaded 


Suddenly, India's record looks better. 


The Emperor's New Clothes 


REVISED FDI TO 
INDIA 


Equity 


Reinvested Earnings 





Other Capital 


M me err rer s Cry e neg tenementa eee e n m t y t n 


PREVIOUSLY 
REPORTED FDI 


ADDITIONAL AMOUNT 1 
ON ACCOUNT OF 2,226 
REVISION 2,086 


w 2000-01 2001-02 E 2002-03 Figures in $ million 
Source: Department of Industria! Policy and Promotion, Ministry of Commerce and Industry 








|: HAD LONG BEEN A GROUSE OF DIE-HARD INDIA- 
supporters that the country was actually under-re- 
porting its foreign direct investment by just taking into 
account only equity capital. The International Monetary 
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WESTWARD HO 


Gucci in Kolkata 


EST BENGAL CHIEF 
Minister Buddhadeb 
Bhattacharya may wear his 
communist credentials, er, 
on his feet—he sports 
Kolhapuri sandals—but 
when it comes to invest- 
ments in his state, only the 
best will do. So, on a recent 
visit to Italy, the cM visited the Gucci facility 
near Florence. Now, at Bhattacharya's sug- 
gestion, a team from Gucci is hitting the 
state for a reccie trip. "| had a good round of 
discussions with Gucci officials," says Arun 
Bhattacharya, Principal Secretary to the cm. 
"They are interested in West Bengal because 
good leather is easily available and the state 
has skilled leather workers". Next step: a 

July visit by the Gucci team. 
DEBOJYOTI CHATTERJEE 





Fund's definition of Fp! includes 12 elements, equity 
capital, reinvested earnings of foreign companies, 
inter-company debt transactions, short-term and —= 
long-term loans, financial leasing, trade credits, [= 
grants, bonds, non-cash acquisition of equity, in- EE 
vestment made by foreign venture capital investors, [== = 
earnings of indirectly-held FDI enterprises, control pre- — = 
mium and non-competition fee. China's definition in- |= = 
cludes a 13th, imported equipment. E m 
Last year, the Government of India created a =~ 
committee to contemporarise the Indian definition. The 
. committee suggested the inclusion of 14 more heads; 
this was whittled down to eight by the Technical 
Monitoring Group. Based on the new definition, it tran- 
spires that India actually attracted $14.8 billion (Rs 
68,080 crore) in rb! over the past three years, and not 
$8.8 billion (Rs 40,480 crore) as originally reported. 
Still, not everyone is convinced. One MNC exec 
says, "Many of these inflows are actually loans that 
Will be recalled at some point in time." An official at 
India's Commerce Ministry retorts that were China to 
be as transparent, its Fp! for 2002 would come 
down from the reported $40 billion (Rs 184,000 
crore) to $20 billion (Rs 92,000 crore). Touche! 
| ASHISH GUPTA 
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India's first free-float index, BT 50, 
was the first to signal a clear recovery. 





E Or OF THE ADVANTAGES OF A FREE-FLOAT INDEX IS 
| BT that it is far more responsive than other in- 
dices—put simply, it is faster to indicate either an 
uptrend or a downtrend. True enough, BT 50 
| Index, India’s first index based on free-float did 
| just that with the recovery underway. But we are 
getting ahead of the story. 
sof In early 2003, BT decided to launch its own stockmarket in- 
~ |. dex because of issues it had with the construct of India’s two 
4 most commonly used indices, Bse’s Sensex, and nst’s Nifty. Both 
-|. are based on market capitalisation; that is, the weightage allotted 
| to a certain company in the index is based on its market 
|. capitalisation. The problem: the inclusion of closely held com- 
| -panies with large market capitalisation distorts the index. 
"'|.-Corollary: the total exclusion of such companies will render the 
^| index unrepresentative. The Nifty, for instance, includes Wipro, 
- |. one such company, while the Sensex doesn't. 

BT decided to adopt the free-float method, wherein the 
market capitalisation of a company is based on the quantum of 
shares available in the market for trading. Ergo, this method ex- 
cludes the holding of promoters and strategic investors. However, 

= while companies are required to furnish their shareholding 
- pattern to the exchanges, the current format of disclosure isn't 
very strong—some companies have reported that their free 
- |. float is 100 per cent, while it is common knowledge that a ma- 
|. jor portion of the equity of these companies is held by a few 
|. strategic investors. BT discounted these strategic holdings 
when it was calculating free float. Free float didn't just help us 
. choose the companies that should constitute the index; it 
* |. helped us allot them weightages. To complete the methodology: 
|. the free float is according to data as on December 31, 2002; the 
| index begins in January 2002, a relatively stable period; and its 
- base value, like other indices is 100. Keep tracking! 
NARENDRA NATHAN 
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Company Weight (%) | 
Asian Paints (India) 
ACC 
BSES 
Bajaj Auto 
Bank Of Baroda 
BHEL — 

BPCL _ 

Britannia industries 
Castrol india 

Cipla 

Colgate-Palmolive (India) 
Corporation Bank 

Digital GlobalSoft 
Dr. Reddy's Laboratories 
GAIL (india) e 
GlaxoSmithKline Healthcare 
GSK Pharmaceutical 

Grasim Industries 
Gujarat Ambuja Cements 
HCL Technologies 

HDFC Bank 

Hero Honda Motors 
Hindalco Industries 
Hindustan Lever 

HPCL 

HDFC 

ICICI Bank 

ITC 

Indian Oil Corp 

Infosys Technologies 
Larsen & Toubro 

MTNL 

Mahindra & Mahindra 
NALCO 

Nestle India 

Oil & Natural Gas Cor 
Punjab Tractors 
Ranbaxy Laboratories 
Reliance industries 
Satyam Computer Services 
State Bank Of India 

Sun Pharmaceutical 
Tata Chemicals 

Tata Engineerin 

Tata Steel 

Tata Power 

Tata Tea 

VSNL 

Wipro — 

Zee Telefilms 


TOTAL 
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"Rol Is Not A Smart Way Of 
Looking At IT Investments ' 


HAT, AND MORE IS WHAT 

Gartner's Senior Vice President 
Bob Hayward—“e is also a personal 
advisor to Singapore's Infocomm 
Authority and the Shanghai Muni- 
cipal Government—had to say to 
BT’s Vandana Gombar recently. 


If the Indian Government were to ask for 
your counsel, what would you tell it? 

m Imbibe a research culture 

m Encourage the development of 
intellectual property 

m Chart a comprehensive e-gover- 
nance strategy for the country, com- 
bining federal and state units 

m Invest in physical infrastructure 
m Grow the domestic IT market 

m Bring more maturity in market- 
ing of IT services 


ases a Ter Pi Stile 


THEN I PLAN TO 

USE MY RETIREMENT 
MONEY TO START A 
BUSINESS THAT 
MAKES KITES OUT 
OF WAFFLES! 


TED, WHO TOLD YOU 
THAT I'D BE A 

GOOD PERSON TO 
ASK FOR AN OPIN- 
ION ON YOUR. IDEA? 


How about moving to open-source 
software? 

I would encourage the government 
to look at open-source as an option 
but to ordain something like “thou 
shalt use open-source" is silly. There 
are areas where such software has its 
limitations—like high volume data 
intensive transactions. If you are 
looking at clean-sheet environment, 
open-source is often a good op- 
tion. In cases where the original 
proprietary software is to be totally 
replaced, the switching cost would 
be so enormous that in a total cost 
of ownership calculation, propri- 
etary software will score better. 


Whether it is the government or the 
corporate sector, it is the ROI of IT in- 








WALLY, MAY Y^ 
I ASK YOU 
FOR ADVICE? 


IN FIVE YEARS I 
HOPE TO BE THE 
UJORLD'S LARGEST 
MAKER OF EDIBLE 


ALICE SAID IT 5 
REMINDED HER OF 
THE QUALITY OF 
YOUR. .. IDEAS. 


TET 


SHOME BASU 





Gartner's Hayward: Rol is dumb 


vestments that are being looked at, 
but you have issues with that.... 

Yes. ROI is not a very smart way of 
looking at rr investments. I feel that 
typical business cases understate the 
costs and risks, as well as the bene- 
fits. These should be looked at 
through the lens of creativity and in- 
novation, and how to take the busi- 
ness process to a different plane, 
rather than just the cost angle. 





MY NAME IS TED. 
I’M PLANNING TO 
TAKE THE VOLUNTARY | 
LAYOFF PACKAGE. 


SO, WHAT DO 
"| YOU THINK? 
| | 1 VALUE YOUR 
À OPINION. 
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100 Years Of Ford-itude B s 


A beauty-parade in Bangalore celebrates it. 






4-wheels good: Iqbal Patni & his Model A Rumbleseat 1930 





e I eet ae H: YOU BEEN READING THIS 

TA article in 1920—just think this 
writer is Philip K. Dick and bear 
with us—you may well be looking 
at an article headlined “India ac- 
counts for 25 per cent of Ford cars 
sold globally.” Actually, that line is- 
n't some form of (time) warped (science) fiction. 
According to car historian Manvendra Singh, it is wu COT 
fact. “From 1910 to the early 1920s India is belie- . ect CAR cam 
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ved to have imported 22,000 Ford cars and trucks,” = nae VOTRE 
he says. “What with Maharajas and sundry princes One for the road: Ford's David Friedman flagging off Giridhar 
patronising the car." Patankar's Ford A Cabriolet 1929 


Some of these cars, and others of more recent 

vintage gathered against the majestic backdrop of Ford for the show, is classic Ford country. True 
Bangalore's Palace recently, participants in a vintage enough, of the 31 vintage and classic cars that par- 
and classic cars rally organised by Ford India to cel- ticipated in the rally, 25 came from the city. Ford 
ebrate the brand’s centenary. The oldest car on India's Managing Director David Friedman, who 
display was a 1915 Tin Lizzie belonging to Ravi was seen examining some of the classics closely, was 
Prakash, the Secretary of the Karnataka Vintage visibly moved. Who wouldn't be? 
Cars Association. “I picked this up a couple of years VENKATESHA BABU 
back, in non-running condition, for Rs 1 lakh. 1 
spent a couple of lakhs restoring it; today, this model 
could fetch Rs 50 lakh and I have had such offers— 
not that I am selling,” says Prakash. 

Model As (one with a thermometer build into the 
radiator cap that could be read from the driver's 
seat), station wagons with wooden bodies, WW II ve- 
hicles with spades, axes and rifle holders, and (would 
the show have been complete without them?) Ford 
Mustangs were all there. Bangalore, claims Hormadz 
Sorabjee, Editor of AutoCar India, which partnered 















Prized possession: Ravi Prakash with his 1915 Ford Model T 
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SELF-WORTH 


Patriot Games 


A self-confessed desire to save Indian 
companies makes S. Gurumurthy Mr Fix-it. 


by Pup aren GURUMURTHY, 54, CHARTERED 
Accountant, RSS-hand for the past 31 years, convener 
of the Swadeshi Jagaran Manch, an organisation with 
the avowed objective of promoting India’s economic 
self-reliance, Reliance-baiter and, in his most recent 
avatar, India Inc’s mediator-of-choice is used to exac- 
titude in his choice of words. Or others’. Even as I con- 
gratulate the man for brokering the L&T-Grasim Ind- 
ustries deal (for details, see Cementing The Future on 
page 62), I realise my mistake. “There was no profes- 
sional involvement; only the assertion of a moral 
right,” says a hurt Gurumurthy. “I did not charge a sin- 
gle paisa, so how can you call me a broker?” 

Mediator is a better word, and Gurumurthy is a good 
one, although he doesn’t make a vocation out of it. Still, 
it is in his role as an unpaid arbitrator, that the commerce 
graduate from Chennai’s Vivekananda College—known 
for its erudition, much like the city’s Loyola College and 
Madras Christian College are known for their state-of- 
cool—has made the news in the past few months. First, 
at the behest of Sripad Halbe, a well-known lawyer, he 
intervened in the Bajaj family spat. For those who 
came in late, Shishir Bajaj wanted to untangle cross 
holdings so as to leave his son with a clear line of suc- 
cession—that meant selling his stake in Bajaj Auto. 
Only, Bajaj Auto Chairman Rahul Bajaj and his younger 
brother Shishir couldn’t agree on the price. “I have 
always brought fighting families together, but it is a dif- 
ficult task,” says Gurumurthy. “There isn’t just an eco- 
nomic angle, but an emotional one too.” 

In Paffaire Cemco, it was Chennai’s ace eye sur- 
geon S.S. Badrinath of Shankar Netralaya, a common 
friend of Gurumurthy and A.M. Naik, who requested 
that the chartered accountant play the go-between, 
something the man was only too willing to do, he says, 
to prevent 16 million tonnes of cement production ca- 
pacity from passing into the hands of a MNC. If the 
Grasim deal had fallen through, the odds were high 
that L&T would hive off the cement company and sell 
a strategic stake to a foreign cement major. 

The numbers whiz from a village near the town of 
Villipuram in Tamil Nadu would have probably rem- 
ained just another good-at-math chartered accountant 
had it not been his association with the Indian Express 
Group’s Ramnath Goenka. Along with the paper’s then 
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Mr Mediator: We'd call him a knight, only it isn’t swadeshi 


Editor Arun Shourie, the trio took on the govern- 
ment and Reliance Industries. Gurumurthy, whose 
firm Gurumurthy and Associates still audits the books 
of the Indian Express Group continues to take on 
India’s largest corporate group: as recently as January 
11, 2003, he wrote to Finance Minister Jaswant 
Singh, reported to be one of his good friends, over a 
December 1992 issuance by Reliance of Non 
Convertible Debentures (NCDs) to 34 companies which, 
he alleges, are shell companies controlled by the 
Ambanis. The issue of fraudulent preferential allotment 
is being investigated by India’s securities watchdog SEBI 
and the Department of Company Affairs. 

However, his own credibility has been diluted 
some with reports of his lobbying for one of 
Reliance’s rivals, the Essar Group, and for friends like 
C. Sivasankaran of Sterling Computers, and his 
consequent fallout with now Disinvestment, 
Information Technology, and Telecommunications 
Minister Arun Shourie. 

Gurumurthy claims all these reports are targeted 
at discrediting him and maintains that he has no 
differences with Shourie and that they still remain 
friends, only that the two have very different roles to 
play. He also refutes stories about his lobbying efforts 
for Essar, although he admits to lobbying for swadeshi 
causes. “What is wrong if I present a point of view 
which I feel strongly about, as long as I am not 
making any personal gains from it?” 

Nothing at all; only, if you are S. Gurumurthy, 
Reliance-basher, swadeshi espouser, and a man with 
access to Prime Minister A.B. Vajpayee, Deputy Prime 
Minister L.K. Advani, Finance Minister Jaswant Singh, 
and the Shankaracharya of Kanchi you'd better watch 
what you lobby for. You may just get it. 

ASHISH GUPTA 
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Where's The Main Course? 


The PM's China visit is a start and only that. 
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Vajpayee's taste for China: We didn't know he liked Chinese 


Go ahead, call us cynics, but everytime something is labelled historic, 
our eyes glaze over and we get that funny feeling in our heads. Apart 
from reams of bureaucratic fine-print—surprise, surprise, this was in 
the Indian dailies, not some government documents—regarding sharing 
of legal information, India recognising the Tibet Autonomous 
Region as part of China, China allowing Changgu in Sikkim as a border 
trading point (“This is de facto recognition that Sikkim is part of 
India,” droned experts on a hundred television shows), and the two 
countries agreeing to study each others educational systems, the only 
tangible takeaway from the visit seems to be China’s decision to al- 
low the entry of Indian mangoes. As for the rest, here’s a quick reckoner. 


Will the visit help bilateral trade? 

Well, Chinese Premier Wen Jiabao did suggest that the two coun- 
tries increase the volume of their bilateral trade to $10 billion by 
2005, but given that this figure should be $7.5 billion by the end 
of this year, that’s a target that would have been achieved anyway. 


Will Chinese companies invest in India? 

Beijing did announce the creation of a $500 million fund for in- 
vestments in India, but given China’s factor advantages, this does- 
n’t make much economic sense. 


Does market-access become easier for Indian firms now? 

The companies that have made a mark—Nwirr, Dr. Reddy’s, Aptech, 
Aurobindo—did so when relations between the two countries 
were less than cordial. With Infosys’ attempt to open a Shanghai of- 
fice tangled in red-tape, the visit changes nothing. 


Will India and China forge a front at September’s WTO meet at Cancun? 
The two sides do agree on issues related to agriculture, trade-related 
intellectual property rights, and public health and investment, 
but there has been no formal agreement on this. 

ASHISH GUPTA 
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WHEN IT'S THIS LONG OVERDUE, 
MAKE SURE IHE PAT 
YOU GIVE YOURSELF ON IHE BACK 


IS ON REALLY HUGE’ ONE. 


When was the last time you spoilt yourself? We mean really spoilt yourself. Not just by taking the occasional 
holiday abroad. Can't remember? Maybe it's been too long. Maybe it's time you sat in a Tata Indigo. And enjoyed " 
y y B y y B Joy TATA 


the luxury of not being elbowed in the ribs, or feeling someone else's knee in your back. (Something you've 


310491A 


experienced in aircraft seats and other cars for too long now.) Maybe it's time you let the Indigo's Independent 


_ 3-Link Rear Suspension and 14 inch wheels absorb every bump on the road. (Something other cars leave for you to 
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| f eR do yourself.) In other words, maybe it's time you took the Indigo for a test spin. God knows, you owe it to yourself. Ey poi / t 
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Apex Fares: Planes become democratic 


Apex Aside 


Low airfares spawn a new travel-class. 


T SEASONED BUSINESS FLYER MIGHT CONSIDER 
the new genre of middle class travellers, making 
the most of the discounted apex fares introduced by 
all three domestic airlines, an unavoidable irritant. But 
the airlines aren't complaining. Hit hard by the fall 
in domestic air travel thanks to a host of national as 
well as international events, slashing prices is the 
only way they can fill up seats. For instance, a regular 
Chennai-Delhi ticket costs Rs 11,250; booked 30 


days in advance, it 
comes for as low as 
Rs 3,600 (train fare 
on the Rajdhani 
Express is Rs 4,500). 
The results can be 
seen in the numbers: 
every day, some 
2,500 people fly 
apex on the three 
domestic carriers. 
These 2,500 seats 
that may have rem- 
ained unsold with- 
out the discount. 
Which is why the 
apex fare scheme 
may not end in Nov- 
ember: airlines place 
a high premium on 
predictability of 
bookings and seats 
booked 30 days in 
advance are, well, 
priceless. If that 
means airports start 
resembling railway 
stations, so be it. 
[.R. VIVEK 
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Yes, we know another t 
piece in this section 
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Brown Karnataka 


17-hour brownouts, anyone? 


ANGALORE ISN'T ALL THERE IS TO KARNATAKA. 

Beyond the 365.6-square kilometre capital 
that is variously touted as pensioners’ paradise, 
garden city, India’s biotech capital, and Silicon 
Alley is, well, an area of darkness. Large parts of 
Karnataka go without power for between 11 
and 17 hours a day. Why, till just the other 
week, even the capital had to do without power 
for two hours every day. M.G. Prabhakar, the 
Chairman of the Energy Committee of the 
Federation of Karnataka Chambers of Commerce 
and Industry, believes that the state govern- 
ment, obsessed with showcasing Bangalore and 
promoting the iT sector, has paid scant regard to 
power. "Beyond Bangalore," he says, "it is a 
descent into darkness with even appliances such 
as refrigerators and fluorescent lamps that we take 
for granted in a civilised world not working." 

The state's Power Minister Basavaraj Patil 
Humnabad points to the demand-supply in- 
equity—Karnataka needs 96 million units of 
power a day while the peak supply is around 72 
million units—and rather proudly claims that 
"From June 19, we have decreased the rural 
power cut from 17 hours to 11 hours; in 
Bangalore we have done away with the two-hour 
power cut and in other urban areas the cut 
would be for just around five hours." Bravo. 
One reason for the brownouts could be the 
State’s dependence on hydel power (a full 40 per 
cent of its requirement comes 
from this). That’s strange, bec- 
ause, aS one Karnataka Power 
Corporation Ltd executive points 
out, “Karnataka has the second 
largest arid area in India, after 
Rajasthan.” Prabhakar attrib- 
utes the state of Karnataka’s 
small enterprises—40O per cent 
out of a population of 2.82 lakh 
is sick—to the state's power 
problems. The government, 
meanwhile, is groping for a way 
out in the dark. With elections 
scheduled for next year, it had 
better find one fast. 

VENKATESHA BABU 
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3i" My employees are never on their 
seats. Can you help me"?"| 
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The answer is 4; (=). 
iPBX 


Whatever your communication needs - 
come talk to us for a solution 
Today's business requires one to be on the move. 


That's why, Ericsson offers mobility solutions which let people work with 
the telephone in hand, staying connected even if the distance spans 
| several buildings or locations. Which means no time, effort or money is 
wasted chasing missed calls. 


| As a telecom leader for the last 125 years, Ericsson has proven expertise 
to create the right solutions for all your business communication needs. 


=| scalability 8-32,000 lines 
8] Highest in the world 
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John F. Welch Research Centre (L) and Astra Zeneca's R&D Centre: New-e temples 


New Economy Monument Maker 


One firm is behind some of the new E's most impressive monuments. 


EARD OF VENKATRAMANAN ASSOCIATES ANYONE? NO? 

Let's reframe that question: would you like to 
know who designed part of Infosys’ Bangalore cam- 
pus, all of its Pune and Bhubaneshwar ones, The John F. 
Welch Research Centre, a new Biocon facility, and 
Astra Zeneca's R&D centre, all in Bangalore, the Reliance 
Technology Centre at Patalganga and a Reliance Life 
Sciences one at Mumbai? Well, now you know. For the 
record, Paranur Krishnamurthi Venkataramanan, who 
founded the firm 32 years ago, was the man who desig- 
ned the Indian Institute of Science's campus and the ISRO 
centre, both in Bangalore and the Thumba Equatorial 
Rocket Launching Station at Thumba on the outskirts of 
Trivandrum. V. Naresh Narasimhan, one of the directors 
of the company (he is the founder's son) that employs 
100 architects and designers believes it is that legacy that 
helps Venkatramanan Associates specialise in “creating 
an environment for life sciences and technology busines- 
ses". Narasimhan speaks of how the company designed 
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extra-clean rooms for Pharmacia and 
Upjohn (now part of Pfizer) when it 
wanted to manufacture intra-ocular 
lenses in Bangalore, or the work it has 
done for Infosys, but a non-disclosure 
agreement prevents him from saying 
anything about the John F. Welch 
Centre. Last year, Venkatramanan 
Associates handled projects worth 
Rs 450 crore and it expects to do an 
additional Rs 100 crore this year. 
Narasimhan has more ambitious 
plans. “With remote project mana-- 
gement becoming a reality, the day 
isn't far off when we will build 
campuses abroad," he says. From 
designing BPO-offices to becom- 
ing one itself, that's quite a leap. 
VENKATESHA BABU 
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V. Naresh Narasimhan 
Architect in demand 
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Marico Musings 


HAT'S IT WITH MARICO? IN APRIL THIS YEAR, ITS HIGH-PROFILE COO 
Jaspal Bajwa—he had joined the company amidst 


much fanfare late last year—Qquit. In May, its marketing head 
Arvind Mendiretta quit to join Whirlpool. Now, in June, it is the 
turn of its head of HR Chetana Gargava to leave—she joins J&J 
Medical India as General Manager (HR). "This was a great oppo- 
rtunity to work in the health sector," gushes the 39-year-old 
Gargava. And what of Marico, we wonder. 





MOINAK MITRA 


Marico's H. Mariwala: Attrition blues 
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success icons" 


Alok Kejriwal, contests2win.com 


What does a man who’s set up Asia’s | 
largest contest portal worth Rs. 110 Crores have? Frankly, 


www.clubmcdowell.com 





McDowell's Signature presents a man who's truly a new sign of success. The man 
who created the world's first ever online-contest site, opened up a new market 
for over 300. frontrunner brands and executed over |400 campaigns successfully 


| 


In just 5 years. Now here's someone who's making winning in business a habit 





McDowell's signature recognizes successful new age entrepreneurs who ve created wealth by changing the ruli if DUS 
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A rewarding golfing experience: 


The India Today Group introduces the Indian edition of the world's 
best selling golf magazine, Golf Digest. Golf Digest India, a monthly, is 
a ready reckoner for golfers at all skill levels as it draws on the 
experience and tips from an impressive array of golfing superstars. It 
offers high quality content from Golf Digest, which covers the entire 


spectrum of golf and golf related issues. Plus, it has content customised 


specially for the Indian golfer: Indian golfing news, experiences of 


Indian players on the global circuit, yoga for golfers, world-class Indian 
golfing venues, corporate golf, golf calendars and a lot more. In sum, 


Golf Digest India is a complete golfing experience for you. 


A rewarding subscription offer: 


Besides offering an array of golfing tips within its pages, Golf Digest 
India aims to enhance your golfing skills in other ways as well: 'How to 
play, what to play, where to play.' For details, check out our irresistible 


subscription offer. 
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Inaugural Subscription Offe 





Free gift with 5 year period: Automatic ball return putting mat 


* Perfect putting green surface * Fun and convenient to practise anywhere 
* 9 feet in length * Automatically returns the ball * Lightweight * Easy to 
pack and carry 


MRP: Rs.2,700 


Free gift with 3 year period: “How I Play Golf” by Tiger Woods 
The world's greatest golfer on * How to putt * How to get it down * How to 


escape from sand * How to swing * How to flag your irons * How to nail 
fairway woods * How to handle problems * How to master the mind 


Free gift with | year period: Set of 4 mugs 


* Rare collector's item 
* Shaped like golf balls 
* Made of porcelain 


à 
MRP: Rs.600 


(Please fill in the coupon and mail to Living Media India Ltd. A-I connaught place, New Delhi-| 10001). 


Yes! | want to subscribe to Golf Digest India! 
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 Rs.3,600 | Rs.2,700 — 25% Book by Tiger Woods 
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| am enclosing a cheque/DD No. Drawn on (specify bank) M NIRE UNE D 
dated _ favouring Living Media India Ltd. for ge — (Please add Rs. 10/- for non-Delhi cheques) 


Or please charge my Card: ES [7 xj ISA { | OI! Card No. 
Date of Birth | |] CO ET JLT) LI] LE) LLJET] Card Members Signature — 





Subscriber's details: 
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“We Must Not Be Completely Stupid!” 
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A DUTCH ENGINEER, 59-YEAR-OLD 
Jan P. Oosterveld, Member, Group 
Management Committee C CEO Asia 
Pacific of the $31.8-billion Royal 
Philips Electronics, is not the least bit 
apologetic about his company’s 
“too old, too male and too Dutch,” 
and perhaps too techie corporate cul- 
ture. Nonetheless, he is all for chang- 
ing it and making Philips more mar- 
ket-agile in the process. Excerpts from 
an exclusive interview with BT's 


Shailesh Dobhal: 


Philips is considered a brilliant inven- 
tor, but a bad marketer. Is that changing? 
I am not disagreeing, but if I look to 
our company and the categories that 
we play globally, we are number 
two in medical systems, number one 
in lighting, number one in domestic 
appliances, number one in shavers, 
number one in steam irons, num- 
ber one in (electrical) toothbrushes. 
In semiconductors, where we par- 
ticipate, we are in (the) top three, in 
televisions, number two and in audio 
number two or three. So we must 
not be completely stupid! 





Philips’ Oosterveld: All for change 


But you are right, we’re not 
good enough in bringing technology 
to the market. We are improving 
that by putting more emphasis on 
marketing, by putting more peo- 
ple in marketing. 


Do you agree with your Chief Executive, 
Gerard Kleisterlee, that the company’s 
“too old, too male and too Dutch,” 
corporate culture prevents it from being 
a great marketer? 

He is my boss, what should I say! We 
have to admit that the Dutch influ- 
ence (on the company) is still very 


high and we would like to change 
that. We believe that a mixture of 
people can create more creativity; 
only relying on just Dutch engineers 
(and I am one, and Kleisterlee is an- 
other) is not good enough for the fu- 
ture (of the company). 


You are not seen as an aggressive 
marketer in India. 

In audio, we are very big but we 
may want to grow that market. In 
televisions, we have to do some- 
thing and that is a matter of distri- 
bution, talking to the trade, talk- 
ing to the consumers and (launch- 
ing) the right products. 


How big and important is India within 
Asia-Pacific for Philips? 

It is just under 10 per cent of sales, 
after China, Japan and Korea. 
India, in some sense, has more po- 
tential than US in certain product 
categories. India is important 
enough to not ignore, and we have 
also to be careful not to put every- 
thing in China, though it may be 
the current wisdom. 





A Fine Cut 


The Rs 9,000-crore cigarette industry is rushing to launch products. 


OMETIME SOON, THE GOVERNMENT OF 

India Gazette will carry the text of the 
bill banning advertisements of tobacco, 
and related products, initiating the en- 
forcement of the already-passed legisla- 
tion. In a last-minute rush, India’s cigarette 
companies are launching offerings while the 
going is good (and legal). Godfrey Philips 
has revived its premium offering 
Jaisalmer—new pack and new campaign— 
while ITC is testing the waters with a new 
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product, Wills Silk Cut. Globally, Silk Cut, 
a brand owned by the UK’s Gallaher Group 
and marketed in international markets by 
BAT, is a premium cigarette. In India, at 
Rs 46 for a pack of 20s, it is anything but. 
One of the several dozen trademarks reg- 
istered by rrc in India, Wills Silk Cut is still 
in the test-marketing stage and it is un- 
clear whether the company will decide to 
go the whole nine yards. 
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BLUE WAVE ON SOFT WHITE SAND. 
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iis Philippe summer collection is inspired by the Silver seaside and sun-kissed vineyards of the French Riviera, and is reserved for the fortunate few. 
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SUMMER COLLECTION 2003 





The upper crest. 





Luxury Suits » Shirts » Trousers » Accessories 









bt trends 


ceotoons 


by Saurabh Singh 


be. 
fs Smith Barney India’s Brian Brown drew the ire 
- of BJP workers for alleged racist remarks... 
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: ...Berkshire Hathaway's Warren Buffet was ...Indian Hotels' outgoing MD Krishna ...and ONGC's Subir Raha unc- 
, reported to be on the prowl on Dalal Street... Kumar decided to put the famous but apped profits, which crossed a 
| ailing St James Court hotel on the block... record Rs 10,000-crore mark. 


ONCE. UPON A TIAE 


"A. , 
P 
ps 
SUMMER COLLECTION 2003 


THERE WEES 


a 


if HOT JUAAEES. 


The upper crest. 





CONTRACT-1575-2003 


Luxury Suits > Shirts > Trousers > Accessories 





ig The CEMCO deal is e for Grasim' s image. 







À w CU EE e e . The Quality of Exposure on 
8 — Q have been exceptionally 
a oo : pub RE 

‘WOE is expressed as 
EN ——— f- percentage of image scores 
LR ; | vie tee over visibility scores. 
; " ji "Merger & Stck |  & Considered Excellent QE 
; 3 ae Riek oes pak ME Market. Maii Pei. t. Ed = 





à ELE tp e ee ÀÁ] SENE E: Li 


Sep Focus ae 








t nae spend: Scores are almost the same ete pne | 
2500 MÀ m m p m ELLE et. its St uos TS, e QE las AVE LIIS twee! 














ago Visibility image - beta 
Figures are for i e period Jan - ne 25,2 2003 . 


M 
i seen Lom ME PE Mtn 





Ape torpe pleri tsetse Bate smh sng datei gh Lea oai AM Mead td Ls E E S t pita i M [aote er 
a ie 
Manufacturing Financial se UL & Sales Merger & Stockmarket 
aed Disinvestment - Acquisitions 





Grasim - - Visibilty & Image Score RE 


ima tion Tere retreat X AN jm j—————————— ne nes rÀÀ re +99 ee go mnt iieis ed das er REA pna 





SEL deer i ES 
June 26, 2003 


Ny 703 
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Fm DETAILS ON THE SYNERGIES BETWEEN CEMCO AND GRASIM'S 
cement business, turn to page 64 but for more on how 
. this acquisition makes image-sense read on. The aot (Quality 
. of Exposure) Score for Grasim, from articles related to the ac- 
i | isto was around 150 per cent; from articles related to the 
company's stock, 200 per cent. K.M. Birla, take a bow. 








Wireless Mocha: Barista plans to Wi-Fi its chain 


The Zone 


The Wi-Fi revolution catches on in India. 


Wee INTO A WI-FI HOTSPOT YET? CHANCES ARE, 
you soon will. The Chennai airport is already Wi- 
Fi compliant as are several five-star hotels and offices; 
Delhi’s will soon be; and Tata Infomedia is wifying the 
Barista chain in which Tata Coffee is an investor. 

One recent entrant to the Wi-Fi club is the 
Dhirubhai Ambani Knowledge City (DAKC) on 
Mumbai’s outskirts. Sunil Bhatt, the Chief technology 
Officer of Allied Digital Services, the company that 
has bagged the project to Wi-Fi DAKC says that even- 
tually, the entire 160-acre campus will be a hotspot. 
DAKC apart, Bhatt claims, Allied has Wi-Fied 22 
other locations in India, including two airports, 
three five-star hotels, and a chain of coffee bars. 

Competitor Consilnet has done around seven, 
mainly hotels. And not too long ago, this magazine car- 
ried an article on hotspots including parts of the 
College of Combat at Mhow, and the Indian School of 
Business’ campus in Hyderabad 

Expect a hotspot boom: Wi-Fi infrastructure has be- 
come less expensive; for instance, a base station that 
connects 10 devices now costs Rs 20,000, down from 
Rs 80,000 a few months back. 

Executives at Intel India—the company is betting 
big on Wi-Fi; its latest initiative is the Centrino 
chip for portable comps that comes with a radio 
transmitter on a chip—believe India could have as 
many as 200 hotspots right now. 

Still, that’s less than a tenth the number in China, 
and around 1 per cent the number in South Korea. 
Why, even Nepal has several—this season, moun- 
taineers seeking to try their hand at conquering 
the Everest dabbled with some worldly connec- 
tions, courtesy a Wi-Fi-enabled base camp in Nepal. 
That’s way beyond cool. 
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Big brother watching? Kashmir solution? Or approaching elections? Hindustan Tim 
Truth unfolded. Issues brought to light. Facts revealed. Get the real picture. Because you deserve to k 
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DIEBOLD INDIA. 
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We wont rest 


Diebold ATMs are now 


manufactured in India. 


And, if you know Diebold, you 
also know that we have the 
region s most comprehensive 
sales and service organization. 
It all adds up to one strong 
commitment to India. By one 
powerful self-service company. 
Expect highly localized solutions 
delivered quickly and efficiently. 
For India. From Diebold. 


Want to learn more? 
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A erts cem THREE YEARS AGO, THEY PAID RS 30 LAKH FOR A TWO-BEDROOM APARTMENT 


BUILT BY TOTAL ENVIRONMENT. TODAY, THE APARTMENT IS WORTH RS 45 LAKH. 
EVERY YEAR, 1.5 MILLION FAMILIES IN URBAN INDIA ACQUIRE HOMES. 
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Still, this article isn't about soaring real estate prices, 
or the Rameshs, or new-age builders. At one level, it is 
about India's great housing boom. At another, it is 
about how people like Ramesh—there were 1.5 million 
of them last year in urban India alone; around 5 million 
in the country as a whole—are exploiting rising salaries 
and falling mortgage rates to buy homes. And at yet an- 
other, it is about how everyone from cement and steel 
manufacturers to developers to real-estate agents to in- 
terior decorators to furniture retailers benefits from that. 
In short, it is about the big H. 

The Rameshs in Bangalore, the Singhs in Gurgaon, 
Delhr's satellite that is rapidly becoming a city in its own 
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right, the Raos in Hyderabad, and the Narayanans in 
Mumbai are part of the most happening market in 
contemporary India. Last year, housing finance comp- 
anies and banks disbursed over Rs 65,000 crore as home 
loans; they expect to do 40 per cent more this year. 
Then, there's the market for add-ons: furniture, durab- 
les, since most people moving into a new home replace 
all or, at the least, a few of their appliances, and accesso- 
ries. All told, the market is worth over Rs 100,000 crore, 
and that's a conservative estimate. Even better, as Prad- 
eep Seth, Executive President, Ansal Properties and Ind- 
ustries, a Delhi-based developer puts it, *(the purcha- 
ses) are non-speculative and end-user driven." That 


INDIA'S MOST HAPPENING 
REAL ESTATE MARKET 


It has to be Gurgaon, although two Mumbai 
suburbs do merit a honourable mention. 


p? VITAL STATS ENSURE THAT GURGAON IS INDIA'S HOTTEST 
real estate market, and by a long shot: in the past 
three years, about a dozen developers, some of 
India's biggest names such as pir, Unitech, and 
Gesco among them, have sold 20,000 homes valued 
at an estimated Rs 3,000 crore. It helps that the sub- 
urb has space, lots of it, to grow (over 24,000 
acres, actually), and that it has managed to attract 
companies, both Indian and international, to set up 
their offices. Living close to where they work is a 
bonus for the executives of these companies al- 
though Gurgaon has other things going for it: think 
large flats, reasonable real-estate rates, relatively 
clean air, adequate parking, and power back-up. 
With enough (and more) malls, pubs, and multiplexes, 
Gurgaon is more a self-contained city than a satellite. 
Mumbai doesn't have a Gurgaon (don't even try 
drawing a parallel with Vashi), but the city's real estate 
action is restricted to the suburbs. Satellite Thane, west- 
ern suburb Malad and eastern suburb Mulund are 
booming real-estate markets. Hiranandani Construc- 
tions is building two townships in the first, K. Raheja Corp 
is active in the second, and Nirmal Lifestyle is develop- 
ing 15 lakh square feet of residential space in the third. 
Expectedly, all three suburbs will have their own malls 
and multiplexes. Still, that's not a patch on Gurgaon 
where there are some 10 screens within a road's 
width of each other. That's happening for you. 


Lc 


means people are buying houses to live in them, not to 
rent them out for a year or two and sell them at a 
premium when the market looks up. And as Anshuman 
Magazine, Managing Director (South Asia) of real 
estate consultancy C.B. Richard Ellis, sees it, “With a 
demand of 30 million housing units in the next five 
years, this is one market boom that isn't going to 
vanish overnight." He can say that again. 


Home A-loan 

Five years ago, mortgage rates ranged between 16 per 
cent and 18 per cent; today, the range is 8.5-10 per cent. 
This has coincided with India's growing upwardly 





THE FREE AND 
ROVING SPIRIT 


The urban rich is now investing in 
holiday homes. 


EACH-FRONT PROPERTY ON THE ROAD-BY-THE-SHORE FROM 
Chennai to Pondicherry; holiday homes in the hills 
being vended by developers such as the Raheja Group 
and Central Himalayan Land Development Company 
(CHLDC); and flats in popular centres of worship such as 
Puttaparthi, Vrindavan, and Rishikesh—increasingly, 
the urban well-heeled (even those getting there) is 
investing in holiday homes such as this. 

CHLDC is vending 200 houses (prices range from Rs 20 
lakh to a crore) on 300-acre spreads in Almora and 
Mukteshwar, and is developing another 200 acres in the 
Kumaon Hills. Down south, Vishva Resorts has already 
sold a third of the 45 villas it has developed on a 16-acre 
property in Kodaikanal (for Rs 17.5 lakh to Rs 26.5 lakh). 
Forget the really monied, even PLus are buying holiday 
homes. Says R. Ravi, Managing Partner of Electromags, 
a Chennai-based auto components manufacturer who has 
a holiday home in Kodaikanal, "Apart from the locale, it 
made sense because the land value was appreciating." 

The trend of holiday homes is just beginning, but is 
accelerating with more people buying their first homes 
while they are still young. Apart from being a sound in- 
vestment—real estate prices in most hill stations and other 
such centres are still within reach and headed north—a 
holiday home has an intangible allure to it. If it is located 
close enough, you can make it a week-end retreat. 
Then, there's the common urban dream of chucking it all 
up one day and making a home in the hills. 


. THE MAKING OF THE BOOM — 
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Figures in per cent 
Maximum rates charged by HDFC; the Total disbursements by housing finance 
2003 figure is for the month of May companies and public sector banks 
BT estimates put the total mortgages market at Rs 65,000 crore in 2002-03 

Source: National Housing Bank 


A SUMMER HOME IN THE HILLS, A BEACH-FRONT COTTAGE, EVEN AN APARTMENT 
AT A PILGRIMAGE CENTRE LIKE VRINDAVAN OR PUTTAPARTHI—THE URBAN WELL- 


HEELED IS LOOKING FOR A SECOND HOME AWAY FROM THE CITY. 
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mobile population (2.5 million 
households actually earn over Rs 
3 lakh a year) becoming debt- 
friendly. Thus, most housing fina- 
nce companies have grown at be- 
tween 30 per cent and 300 per cent 
over this period. Five years ago, 
market leader HDFC’s loan port- 
folio was worth Rs 3,425 crore; 
today, it is Rs 9,951 crore, a CAGR 
of 30 per cent a year. Mortgages 


INDUSTRY 


THE BENEFICIARIES 


A clutch of front-end and back-end industries have 
benefited from the housing boom. 
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Not too long ago people bought 
homes worth 10-12 times their 
annual salaries; today, they buy 


AVERAGE GROWTH RATE y+ those priced at thrice their annual 


salaries, an indication that afford- 

CEMENT 10 ability has stimulated demand. 

lOO EE ~ 4, Banks, flush with funds dues to 
RU +> STEEL 4 poor credit offtake by industry, 


are diverting money to their hous- 
ing divisions. 


Just ask S. Manjunath. Allot- 


minnow Vijaya Bank’s housing loan HOUSING 60 ted a plot of land by the Banga- 
portfolio stood at Rs 66 crore ing — — | lore Development Authority, he is 
2001-02; a year later, it was Rs ELECTRICAL GOODS, being hounded by seven housing 


482. crore, a growth of 700 per 
cent. In the past five years, reckons 
Niranjan Hiranandani, the Mana- 
ging Director of Mumbai-based 
Hiranandani Constructions, the mar- 
ket has zoomed from Rs 13,000 
crore to Rs 65,000 crore. “My pre- 
diction is,” he grins, “it will rise to 
Rs 120,000 crore in five years.” 
Cheaper home loans and a debt-friendly populace are 
only part of the picture. The other pieces include rising 
salaries, especially in telecom, IT services, organised retail, 
biotech, financial services, and banking sectors, and more 
rational real-estate prices. Since 1997-98, claims HDFC, 
prices have dropped 25-30 per cent. According to Rajiva 
Kumar, Executive Director, Omam Consultants, salaries 
have grown two-and-a-half to four times since 1997. 
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in production. The rest are growth in sales 


finance companies. “Some are 
ready to visit me on a Sunday with 
all the papers and sanction my 
loan in 48 hours,” laughs a be- 
mused Manjunath. Says M.S. 
Kapur, Managing Director, Vijaya 
Bank: “Banks are rolling in cash 
with few lending options avail- 
able. So, everybody wants a piece 
of action in housing.” Despite this retail aggression, de- 
fault rates on loans remain a modest 2 per cent. “This is 
because a house is an emotional purchase unlike a car 
or a durable,” offers V. Sridhar, the Chairman and 
Managing Director of National Housing Bank. 
Higher salaries and lower mortgage rates have 
engendered another phenomenon, the emergence of the 
young house owner. Hiranandani claims that the average 


Source: BT estimates 
*Over past three years 


Figures for cement and steel are growth 


THE EMERGENCE OF THE SUBURBS 


Across Delhi, Mumbai and Kolkata, the emergence of the suburbs has boosted the housing market. 


* 
= 












guide to the new workplace ethic. 


se 100% GIZA cotton shirts cosy up to 
akthrough Permalife collars. Expertly crafted on 
5 degree bias for added comfort, it's the right 
ve by any standard. 
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Indian Terrain Flagship Showrooms: Chennai - 128 TTK Road, Ph: 24986790; Bangalore - Prestige Meridian 1, 29 MG Road, 
Ph: 25321964; Hyderabad - Road No. 1 Banjara Hills, Ph: 6586047; Delhi - S-208 Sahara Mall, Mehrauli, Gurgaon. Available at: 
id Shoppers Stop, @ fe Sty, GEOBUS, Pantaloon, Ebony and other leading outlets across the country. 
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Year 2003. 
Expect more. 


Honda has always believed in giving more excitement and more joy. 

This year, Honda will deliver products with cutting edge technologies and 

breathtaking new designs. And set a new standard of world-class service that will astonish 

and delight. Honda will surpass your highest expectations and provide an experience that goes beyond belief. 
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So don't be surprised if you hear someone say "What a Honda!" It may be you. 


IT’S A GREAT TIME TO 
BE A DEVELOPER 


Just ask a clutch of 
worthies that's made 
millions from the 
housing boom. 


p GRASS THAT CAME 
Lup to his shoulders made 
the land on the Delhi- 
Ghaziabad border that Harpal 
singh was inspecting look like 
a mini-jungle. It was a night in 
1996 and Singh, then the 
owner of a modest hotel-chain 
in Northern India was looking 
at land on which the 
Ghaziabad Development 
Authority had built a housing. 
complex for which it couldn't 
find any buyers. A snake 
crossed the path Singh was on- 
and helped make up his mind; 
turning to his 21-year-old son 
Mohit he said, "That's lucky; 
we should buy this property.”  . a. 
That wasn't possible, but he — . = 
did manage to forge a joint ven- — 
ture with GDA to market the 
1,352 flats in the housing com- 
plex. Singh did that easily, by 
modifying the flats slightly and 
pricing them at Rs 5.6 lakh— 
over a third of the flats went in 
the first 15 days. Today, Singh's 
Shipra Estate (turnover in 1996- - 
97: Rs 5 crore) is a Rs 100- 
crore company. | | 
Across the country, devel- 
opers such as Shipra have made 
a killing from the housing boom. - 
pLF's K.P. Singh is Gurgaon's undisputed property pasha 
having sold 12,000 homes in the suburb so far—his 
company, which introduced India to the condo culture, 
hopes to sell another 12,000 over the next five years. In an- 


DEEPAK G. PAWAR 


in on the tech boom 


Ln ded 


UMESH GOSWAMI 


other Delhi suburb, Surajkund, the Rs 200-crore Eros. 


Group has already built 1,200 apartments. Even in land- 
starved Mumbai developers such as Hiranandani 


Constructions (it has developed townships in Powai, — 


Thane, and Versova), and Nirmal Lifestyle (Mulund) 


have managed to sell all they can build. That's evident in - 


the turnover of these companies. DLF Universal’s is Rs 350 
crore (2001-02), up from Rs 173 crore five years ago; 


Hiranandani's Rs 325 crore, up from Rs 75 crore. That's - 


a saga of growth that's reflected in Pune, where Lalit 
Kumar Jain's Kumar Builders is simultaneously develop- 
ing 22 residential properties, Kolkata, where Sumit 


Dabriwala's Calcutta Metropolitan Group has sold 850 of 


Total Environment's Kamal Sagar: Cashing 


DLF's K.P. Singh: Gurgaon's undisputed 
property pasha | 
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Hiranandani Constructions’ Niranjan Hiranandani: Powai, Thane, Versova, and smile! 


the 991 flats in its premier Highland Park project (prices 


range from Rs 14.5 lakh to Rs 60 lakh), Bangalore where 
the rise of technology companies has created a class that 
can afford homes while still in its late 20s, much to the de- 
light of developers such as the Prestige Group (its turnover 
crossed Rs 200 crore in 2003) and relative new-entrant 
Total Environment. “Right now, there is demand for apart- 
ments that cost below Rs 15 lakh or over Rs 65 lakh,” says 
Ramesh Kumar Reddy, the mo of Chennai-developer 
Chaitanya Builders, articulating a trend that is visible 
across the country, even in smaller cities like Hyderabad and 
Coimbatore. In the first, for instance, Pawan Kumar 
Agrawall's Ambience Properties is developing 60 plush in- 
dependent/row houses on the Medchal Road that is dotted 
with farm houses on Hyderabad's northern fringe. The go- 
ing price: Around Rs 25 lakh. Little wonder then, the 
three gentlemen pictured on this page look happy. 








INTERIORS IMPLOSION 
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Furniture and accessory makers across the country have reaped the effects of the housing surge. 
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FURNITURE FROM SPAIN, FLOORING FROM SWEDEN, GLASS FROM MURANO, 
AND SHOWER CABINETS FROM GERMANY—THE HOUSING BOOM HAS CREATED A 
THRIVING MARKET FOR FRONT-END ACCESSORIES. P.S.: PRICE, NO BAR. 





age of a person buying a house has come down from 44 
to 30. To these young home-buyers, the act of spending 
a few tens of lakhs on acquiring a house isn’t just 
about creating an asset but a lifestyle statement. 


Up-stream And Down-stream Booms 
Dharmesh Jain is the King of Mulund. He heads Nirmal 
Lifestyle, the largest developer in Mumbai’s suburb 
Mulund (See India’s Most Happening Real Estate 
Markets). In the past five years, says Jain, “There has 
been a five-fold increase in business for most builders.” 
From Shipra Estates, which made a pile by vending sub- 
Rs 10 lakh houses on the Delhi-UP border to DLF, which 
has sold 12,000 flats in Gurgaon thus far, to Mumbai’s 
Hiranandani, to Pune’s Kumar Builders to Kolkata’s Cal- 
cutta Metropolitan to Bangalore’s Prestige Group to 
Chennai’s Chaitanya Builder and Hyderabad’s Ambience 
Properties, a clutch of builders that weathered the last 
real estate crash (in 1995-96) are seeing their financial 
statements turn a very healthy shade of black. 
Up-stream and down-stream industries have benefited 
too. “The housing boom has boosted the cement busi- 
ness,” acknowledges Kiran Nanda, Chief Economist, Guj- 
arat Ambuja. The housing sector accounts for 16-17 per 
cent of the 95 million tonnes of cement consumed annu- 
ally, and 25 per cent of the 32 million tonnes of steel. 
Indeed, entire fortunes have been made in the 
construction steel business. Says Mukesh Agarwal, Head, 
Corporate Ratings (Cement and Metals) at CRISIL: “In 
the last three years, cement has been growing at 8-10 
per cent and steel at 4-5 per cent, boosted by activity 
in housing and infrastructure. The outlook for the sec- 
tors is bullish with more people expected to buy 
houses in the wake of cheap funds and tax sops.” 


Agarwal’s reference is to the fact that interest pay- 
ments up to Rs 150,000 a year on housing loans can be 
deducted from the taxable income. And that’s apart 
from a rebate of 20 per cent (up to a maximum of 
Rs 50,000) that can be availed on principal payments. 
A trip down Mehrauli-Gurgaon road in the National 
capital region, or into the small lanes branching off Che- 
nnai’s Nungambakkam High Road, or even a virtual one 
through design magazines should be adequate to prove to 
even the most die-hard cynic that there is a boom on in fur- 
niture and accessories, the last ranging from Italian elec- 
trical switches to Swedish parqueting to German shower- 
cabinets. “We have seen a 25-30 per cent growth year-on- 
year for our hi-tech home security systems,” says Mehern- 
osh Pithawalla, a marketing manager at the security equip- 
ment division of Godrej and Boyce. Says K.A. Parames- 
waran, General Manager (Marketing), Gautier India: 
“The housing boom has offset the tech crash’s fall-out.” 
And from architects to interior decorators to Vaastu con- 
sultants, a host of service providers are riding the wave. 
Can the housing boom last? Over the next five years, 
at the least, it looks like it will. Interest rates are unlikely 
to go up and some expect them to soften in the next 
few months. Real estate prices are reasonable, with the 
market displaying none of the irrational exuberance that 
preceded the last crash. Executive salaries will continue 
to increase, although that is increasingly a function of 
performance. What happens beyond that (five years) is 
anybody's guess. Still, if the economy grows at over 6 per 
cent, interest rates remain low, and prices rational, there's 
no reason why the boom can’t last for ever. @ 
WITH INPUTS FROM MOINAK MITRA, T.R. VIVEK, 
SWATI PRASAD, DIPAYAN BAISHYA, VENKATESHA BABU, 
E. KUMAR SHARMA, AND NITYA VARADARAJAN 
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BY INVITATION 


PM: Does anyone have an election strategy that does 
not involve tbe usual contentious issues? 

YM: Sir, I have a sure-sbot winning strategy. I propose 
the following: 

m Food products manufacturers should be forced to 
reduce prices by 20 per cent, or face price ceilings. 

m Clothing manufacturers should be made to reduce 
prices by 30 per cent, or face ceilings again. 

m All newspapers or magazines should be given away 
free, or face an advertising ban. 

W Vehicle makers should be forced to reduce prices by 
15 per cent, or face alternate-day usage strictures. 

m Cinema balls and restaurants should be made to 
.. Slash prices by 50 per cent, or face reduced open days. 


ICTION? THIS IS THE AGE OF FREE ENTERPRISE AND 
‘markets, or so we think. Yet, in the course of the 
OM. unseemly confusion over the Conditional Access 
e System (CAS) proposed by the government to regulate 
.— cable and satellite (C&s) tV in India, the above described 
scenario does not seem bizarre any more. 
. This is a time for reflection. The growth of the c&s 
| industry in India has been remarkable. From scarcely 
any C&S TV in 1993, we have an estimated 40 million 
C&S homes today. There are about 70 channels, show- 
ing a wide variety of programming, delivered to the 
comfort of our homes—all for about Rs 5-10 a day. 
Too good to be true, maybe, but true nonetheless. 
And then what happens? The broadcasters and 
cable operators fight. The former claim that the latter 
are not owning up to how many subscribers they 
have for their pay-Tv fare, while the latter protest 
| price hikes for the same. Viewers complain that they 
— have to pay for channels they do not watch. The 
-.. next thing you know, the government swoops in. 
| ^ The amendment to the Cable Television Networks 
—J (Regulation) Act, 1995, was proposed by the 
Government of India with the objective of giving the 
consumer choice through the installation of a piece of 
hardware called the set top box (sr&). The law authori- 
sed the g government to force the consumers to pay a 
minimum price to the cable operator (to cover cable 
costs) in exchange for free-to-air channels, as part of the 
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.W Ajay Bahi 


Information and Broadening published a publici in- e 
terest notice in newspapers, admitting that: “The cen- 
tral government has no authority to fix the price of the 
pay channels, which will, however, be required to 
be notified (separately for each channel) and publicised =~ 
for the information of the subscribers, by the cable ope- 
rator concerned, The cable operator shall also publi- 
cise the periodical intervals at which subscription cha- | i. 
rges (for free-to-air as well as pay. channels, if any) are 
payable by the subscriber to the cable ope eo 
Believe it or not, there are suggestions that broad- ges 
casters should be told to fall i in line on the government CAD 
recommended pay-channel prices, or face a cut-off ir ino 
access to CED revenue, | | 








The Miscalculations - 
m The target date for cas implementation. was unre- 
alistic. It was known that sTBs would have to be im- 
ported, but import duties were lowered only recently. 
m The assumption that a host of pay channels would 
go free-to-air ignored the economics of broadcasting. 
m There was no guarantee of the stBs. being standard. =o 
B Most homes that watched a wide: "e of chan- _ 
nels would end up paying more under c CAS. ae 







The Pain | = 
Today, with Cas upon us ‘in the | 
seems clueless, even cable operators. I certainly haven't 
heard from my, cable operate T, or from any STB in- 
staller. How many have been installed? Nobody 
knows. Yet, the government wants broadcasters to an- = 
nounce formulate business plans and announce prices. = =- 

So where do v we id Hon n The e SE oe 


etyone 
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Ajay Bahi is Managing Partner, Ajay Ba 


aDelhi-based lawfirm. ————— 
He can be reached at ee > O AE an 





Middle managers are trapped i in 


managerial no-man's land, between ambitious 


junior managers and younger-than-young i 


RS: You won't believe how little they earn. » henaa 


VER MET A HAPPY MIDDLE MANAGER? WELL, 





serving as the link between the brains of a 
| company (read: senior management), and its hands 
. and feet (read: junior management). And as R. 
.. Sankar, the Country Head of HR consulting firm 


Mercer points out, middle management offers the 
ideal launch pad for senior management positions. So, 


what explains the unhappiness? 
Numbers could provide a clue. According toa 


BT-Omam Consultants survey of middle manager 
salaries across 100 companies in 17 sectors, the 
typical senior manager earns 172.2 per cent more: 
than what the typical middle manager does. And, av- 


erage middle manager salaries, circa 2003, are just 

around 73 per cent higher than what they were in 

1997-98, a CAGR of less than 10 per cent.a year. 
Then, there's the attitude of companies. “Most 


companies are focused on retaining people at the sen- . 
ior level,” says Ashok Sehgal, the Head of HR at 


this writer hasn't. At one level, that’s . 
strange. People in middle management 
purportedly carry out the crucial task of 


Samsung India. Middle managers, he adds, constitute 


_a “replaceable set". Most middle managers reciprocate 
p & P 


this sentiment by just not caring about the big picture. 


Kiriti Sen, the Vice President in charge of HR at 
Grasim's Textiles division, discovered that when he 
introduced his managers to the concept of variable 


pay. Senior managers embraced the idea of per- 
formance-linked-variable-pay easily; middle-man- 


agers just didn't get it. “Psychologically, middle man- 


agers just don't seem to be able to see the link (their 
performance has) with the organisation's profitabil- 
ity.” Adds Azfar Hasib, the HR Manager at Churchill 


India, a subsidiary of the UK insurance major, “The 
role of the middle manager has been reduced to 
that of a facilitator—picking up broader specs from 

"the top and communicating them to junior manage- 
ment, with no perceptible value addition." 


In effect, the family of middle managers is consti- 
tuted by star junior managers just passing through on 
their way to senior management (some actually man- 
age to bypass this level), past-their-prime tree huggers 


who have probably come to terms with the fact that not 
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Middle Middle Middle Middle Middle Middle Middle Middle Middle Middle Middle Middle 
Mgmt | Mgmt |! Mgmt | Mgmt |! Mgmt | Mgmt |! Mgmt! | - Mgmtll Mgmt | Mgmt |! Mgmt | Mgmt Il 
Bank Chemicals Construction & Projects Consumer Durable Engineering FMCG 
13% A 10% A 14% A 14% A 11% A 18% A 





16,32,336 





12,34,767 
14,76,780 
13,67,844 
13,34,604 
13,27,944 
13,28,700 





10,25,323 
10,54,244 
10,25,328 


8,72,520 
8,82,120 




















GRAPHICS BY KULDEEP BHARDWAJ 


Middle Middle Middle Middle Middle Middle —— Middle Middle Middle Middle Middle Middle 
Mgmt | Mgmt Il Mgmt | Mgmt I| Mgmt | Mgmt |! Mgmt Mgmt I| Mgmt | Mgmt || Mgmt | Mgmt || 
IT IT Enabled Media Petrochemicals Pharmaceuticals Steel Industry 
14% A 20% A 1775 A 13% A. 15% A 1575 A 
Figures are in Rs li Average i Maximum li Minimum Wi Projected hike in 2003-04 


everyone can be a senior manager, MIDDLE MANAGERS Vs SENIOR MANAGERS 


and the eternal hopefuls who are How the two compare. 

confident of making the elusive 124552) LE 15 2°: 

leap, whether in their present com- : 106% 120% i 

- o 

ATEA É PSE Y 121.8% ESL 166.7% 

ICICI Bank, belongs to the first cate- 196% Ne NR 231.6% 

gory. “The bank is growing and 141% TT a 166.2% 
CG 


when I link this to my individual 197.9% 


competency, I have little doubt that 135.5% 167% 

I can break into senior management 60.5% BST 03.6 

in a short time.” That's where, he 44.6% (i a 138.1% 

adds, the future lies, not in the tac- 120% MNT 1.261% 

MES LR VA E dun 22457. SEEN STET TESTE S NNNM 21.5 

Expectedly, middle manager 207.2% 218.19 

lar; h Deo o EE 215.17. 

eran a 154.4%, M a T 177.47 
BL y ia nes vadit 150.372 RITTER 76.1. 

tors, with fast-growth ones such as DE ay ERI 

telecom, IT services, insurance, and 177.8 ^ —— ooo. oo o IMMEMEENENENNE 141.876 

private banking actually bucking it. 107.9% RR CT NRI 171.6% 

"These are nascent industries that 157.7% Tee 162.20 

are growing rapidly,” explains Atul 146.1% a 172.2% 


Vohra, a Partner at search firm SMM! — @ MMII i ' | 
Figures indicate how much more corresponding senior manager levels earn than middle manager levels 
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Telecom Two-Wheelers Industrywide 
17% A 1576 A 15% A 


Heidrick & Struggles, “and there are more opportu- 


nities for middle managers to grow if they perform.” - 


Still, these sectors, and a few others like auto and 
steel are, at best, exceptions. Elsewhere, *pay and 
promotions (in the middle level) have stagnated over 
the past three-to-four-years,” says Shailesh Shah, the CEO 
of HR consulting firm Watson Wyatt. 

Flatter organisations and younger chief executives 
(some people actually make senior management by 
their early 30s) haven't helped the cause of middle 
managers. Today, as Purvi Sheth of executive search 
firm Shilputsi puts it, middle management is a het- 
erogenous group, “which has had to accommodate 
all sorts of people from those with six years' expe- 
rience to those with 13." And with the emergence of 
a new aggressive generation of junior managers will- 
ing and able to understand a company's strategy, mid- 
dle managers find their very utility under threat. 

If things continue in the same vein—and middle 


management salaries continue to stagnate—companies - 


could do worse than do away with the level altogether. 
Middles, as must be evident to anyone in today's fitness- 
conscious world, are horribly out of fashion. 




































MIDDLE MANAGEMENT 


OR THE AMBITIOUS CORPORATE EXECUTIVE THE FINAL FRONTIER 

lies in making it to the ‘corner office’. However, the 
road from middle management to senior leadership roles 
is a difficult one (and littered with the ruined careers 
of several middle managers without the requisite stam- 
ina). Here are some things that every one hitting the 
road should pack. 


E Extra Luggage, or, “Give 
me more responsibility”: 
Volunteer for the jobs no one 
else wants and do more than 
what is expected of you. This 
should also help in increasing 
your visibility internally and 
externally. 





@ A Corporate Logo: Wear this on your sleeve. Most 
people who land senior jobs do so because, apart from 
everything else, they have proved their commitment to the 
organisation (often, at a personal cost). 


E A Pound of Understanding: Remember this, companies 
like to reward employees who can see the big picture. Start 
with the basics: try your hand at understanding the com- 
pany's vision, mission, and culture before embarking on 
tougher issues such as its strategy. 


@ A Few Relevant Books: 
Always seek opportunities 
to learn. As anyone can tell 
you, this will improve your 
employability. 





lll Your Post-graduate Diploma: 
Specialise and let the world know your niche. 


li A Companion-cum-guide: Find a senior manager who 
can serve as a mentor and guide you through the treach- 
erous power corridor. 


li A Bottle of Dutch Courage: Although, I'd personally 
recommend the real thing, a dash of confidence. Most 
successful people are entrepreneurial by nature, and will- | 
ing to work hard. 


Bi A Pair of Binoculars: Or any 
other device that helps you spot 
the Big O before others do. Grab 
these opportunities, internal and 
external, before others do and 
you are sure to be chief execu- 
tive officer some day. 
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a TOTAL OF TOTAL OF 
SIGNATION CONTINGENCIES? VARIABLE A+B+C+D) (eB CD) 

DESIOPAUN (B) PAY? (C) PER MONTH PER ANNUM 

Middle Management | 55200 10952 6100 | 27500 99752 — 

Middle Management | 49200 9043 4900 23900 87043. = 

MM | 89500 3366 16667 24033 133566 . 

MM II 45150 1626 8333 7250 62359 

MM I 18856 6218 2326 11333 38733. 

MM II 15244 5225 1882 8916 31267 

MM | 69500 18065 3750 39407 130722 

MM Il 40500 16633 2083 18933 78149 

MM | 79150 18908 56400 22583 177041 

MM II 41329 10316 28500 15083 95228 

CHEMICALS NES 

MM | 32143 4663 5000 14583 56389. 

MM II 24870 3805 3333 10000 42008 

MM I 46883 8536 8333 23367 87119 . 

MM II 34189 6544 6250 7050 54033 . 

MM | 34000 7135 6250 8408 55793 . 

MM 1l No Equivalent Grade mE 

MM I 49108 9824 5600 26583 91115 

MM II 33375 7907 4500 14500 60282 

MM I 42638 15214 0 44532 102384 

MM Il 34188 11039 0 18292 63519 

MM I 28260 4940 2320 12100 47620 

MM Il 23500 4351 1950 8650 38451 

CONSTRUCTION AND PROJECT 

MM | 34700 5322 2190 8870 

MM Il 26725 4256 1520 6760 

MM | 33660 6392 0 27648 

MM II 27905 5050 0 10723 

MM I 33465 6611 7292 31561 

MM II 26238 5976 4500 22616 

MM I 40706 9667 500 12040 

MM II 36956 9558 500 9524 

MM I 44675 3313 500 8805 

MM II 32975 2936 500 7005 

MM | 49263 4376 10833 0 

MM II 34667 3503 7500 0 

MM | 50652 5224 0 26158 

MM II 39209 4502 0 9930 53641 — 

MM | 54024 7295 41874 30834 134027 

MM II 37672 5366 30624 12250 85912 — 

MM I 47147 14255 9273 31979 102654 . 

MM Il 34876 10250 4272 21131 70529. 

MM | 38391 8472 10000 12030 68893 

MM II 28852 6660 8333 4630 48475 


All figures i in rupees 





MM i comprises of people responsible for operational decision in a department within a function, e.g, manufacturing in operations, talent management in. HR, ‘ional sae headin in. sales This in- - 
volvés having. expertise in the respective areas and reporting to the functional head. 

MM Il comprises of people who are No 2 in their departments and reporting to the functional head, with responsibility of inter-intra functional coordination: oe 

Cash Components: Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security+Flat Maintenance «Soft Furnishing + Driver er Allowance + Petrol pupae 


tContingencies: Medical Benefits + Retrials 


tVariable Pay: Commission + Performance Bonus 


~Valued Perquisites: Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 








A hundred companies responded on the condition of anonymity to our survey. 


These figures don't exactly a happy picture paint. 


DESIGNATION 


Middle Management | 
Middle Management II 





MM I 
MM Il 


MM I 
MM Il 


MM I 
MM Il 


MM I 
MM Il 


MM I 
MM II 





MM I 





46833 
40189 


58158 
41317 


53750 
33150 





55884 
40163 


26343 
20163 


32000 
29650 


49663 





CONTINGENCIES ! 
(B) 


6633 
5589 


13879 
11152 


13846 
8308 


12648 
8639 


7284 
5676 


10953 
10251 


13433 








VARIABLE 
PAY* (C) 


18750 
14583 


13500 
10817 


8625 
5175 


4500 
3850 


7125 
3900 


500 
500 


7855 


22500 
20500 


31450 
13230 


24682 
16127 


27783 
22937 


35000 
21173 


35197 
24687 


26200 


TOTAL OF 
(AA+B+C+D) 
PER MONTH 


94716 
80861 


116987 
76516 


100903 
62760 


100815 
75589 


75752 
50912 


78650 
65088 


97151 
68822 





1403844 
, 918199 - 
1210836 
793120. 









1209780 - 
907068 
909024 








MM I 
MM Il 


FMCG 


MM I 
MM Il 


MM I 
MM II 


MM I 
MM Il 


MM I 
MM II 


MM I 
MM Il 


MM | 
MM Il 


AUTO (CARS & TRUCKS) 


47638 
35840 


85700 
64200 


74750 
60733 


67087 
45800 


82597 
69925 


76968 
61728 


91823 
66376 


8180 
7353 


16800 
12766 


12797 
11461 


20617 
13978 


21349 
16629 


16637 
12597 


19393 
14490 


7500 
5000 


25000 
18750 


12500 
5833 


6167 
4080 


26590 
20713 


19250 
13000 


8973 
5205 


23917 
20417 


21850 
16750 


25780 
23010 


28250 
19250 


17783 
17283 


39992 
31659 


33850 
24600 


87235 
68610 


149350 
112466 


125827 
101037 


122121 
83108 


148319 
124550 


152847 
118984 


154039 
110671 







. 1465452 
.. 997296 
1779828 
1494600 
1834164 
4427808 

1848468 
1328052. 





MM I 
MM II 


MM I 
MM II 


MM I 
MM Il 


MM I 
MM II 


MM I 
MM Il 


MM | 
MM II 


MM I 
MM II 


MM I 
MM Il 


27641 
19194 


70090 
47076 


49310 
31509 


46082 
41235 


38071 
28016 


42978 
29482 


63388 
48064 


34646 
32553 


6821 
5233 


15138 
9090 


7424 
6231 


9829 
8908 


7078 
5280 


5839 
4293 


14492 
12488 


7232 
6920 


0 
0 


7139 
4286 


0 
0 


3500 
3083 


25000 
18750 


0 
0 


8794 
7709 


1700 
1500 


9952 
8204 


13424 
12915 


26748 
19633 


21332 
19595 


30005 
19655 


15000 
9000 


34713 
26725 


12625 
11492 


44414 
32631 


105791 
73367 


83482 
57373 


80743 
72821 


100154 
71701 


63817 
42775 


121387 
94986 


56203 
54473 


.. 391572 
1269492. 
. 1001784. 
. 688476 
. 968916 — 
. 873852 
1201848 
. 860412 
765804 
513300 
1456644 
1139832 - 
674436 
653676 
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All figures in rupees 


MM I comprises of people responsible for operational decision in a department within a function, e.g., manufacturing in operations, talent management in HR, regional sales head in sales. This in- 
volves having expertise in the respective areas and reporting to the functional head. 
MM II comprises of people who are No 2 in their departments and reporting to the functional head, with responsibility of inter-intra functional coordination. 
*Cash Components: Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security+Flat Maintenance +Soft Furnishing + Driver Allowance + Petrol Expenses 


tContingencies: Medical Benefits + Retrials 


*Variable Pay: Commission + Performance Bonus 


~Valued Perquisites: Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 





| me TOTAL OF TOTAL OF 
DESIGNATION ipo CONTINGENCIES! eire. ROU (-B-C4D) A+B+C+D) 
(B) |. PER MONTH PER ANNUM 









HOTEL INDUSTRY 


7 Middle Management | 
M dle Mana ementi| 12284 2389 0 5500 



























21909 3334 14979 33289 

11421 1714 3600 22409 ` | 
70500: 17496 10500 59795 

58000 13174 7800 41882 

49410 8083 0 28787 

43483 6879 0 














37260 6236 5000 12400 
31400 25531 | 4500 11000 








56250 9203 0 15000 
37417 5894 0 


Pa AR NT EE TEMA NR EMP Barkin d pA Tut d 



















































32000 10157 18667 18033 

24100 7962 14067 16583 62712 

97000 16306 0 0 113306. 

72000 12103 0 0 84103. 

72340 8366 21667 0 . 102373 

56627 7062 16667 | 0 035 | 
97200 6724 8000 2083 114007 . 

78000 6052 7200 0 91252. 












MM! 80708 6713 15500 — 9450 112371 
MM II 42158 4313 9200 8367 64038. 


98540 5057 8428 9450 121475 















































































































80110 4309 7182  . 91601 
67188 4006 26309 8367 105870 
61666 3845 21215 6867 93593 
68983 7794 5053 8367 
63021 7229 4977 6867 

| 24500 4040 4500 .. 15400 
15400 | 2900 3500 | 11400 
77150 8815 12500 24000 
57000 6629 8333 17500 | | 
82850 15405 20025 583  . 118863 
72250 12889 17280 0  - 102419 































34350 9203 20833 

23750 6976 16667 18083 

24000 1513 5000 0 

16100 941 5000 22041 

96425 25862 16667 25166 164120 
MM II 42650 11579 8333 8250 ! 















All figures in rupees : 
MM 1 comprises of people responsible for operational decision in a department within a function, e.g., manufacturing in operations, talent management in HR, 
volves having expertise in the respective areas and reporting to the functional head. Bep Me ny et 
MM ii comprises of people who are No 2 in their departments and reporting to the functional head, with responsibility of inter-intra functional coordination: ] 23 T r ja 
Ch Components: Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security-« Hat Maintenance Soft Fumishing + Driver Allowance + Petrol Expenses . 
tContingencies: Medical Benefits + Retrials tVariable Pay: Commission + Performance Bonus : 
“Valued Perquisites: Car -EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 







































11967 
6877. 


57750 
30975 


29167 
10417 
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Middle Management | 
Middle Management Il 





41242 |.6377 . 10417 13783 

32958 5402 ... 8333 10463 57156 
28142 (3381 5 1200 16450 49143 
14200 .1973 . 600 4200 20973 . 
39900. 9164. . 16667 8333 

34500 8139 2925 5250 
















22705 .. 3192 
12878 2210 






gu > 5833 9752 41482 
| 7755748 24169 























0. 32833 112644 
SOME 19617 - 63574 


ANSENT CPOE AP HI APUL AI AH PP SP MEIN ASSI TAB AA I Nee roro 


71417 8394 
38925 5032 











49099 11894 M 30572 91565 
37014 Q751. 5 0 22727 | 69492 
72375 . 7134... 62500 20250 162259 
51500 5453 41667 15367 113987 











S 


59208 7722. 500 16191 83621 
47252 S032 . 500 12783 66912 
















61462 11652 - 0 10643 83757 






























































42173 9043 d ir. 8183 — 59399  . 
48500 ` -12666 24200 21950 107316 
33500 10209 18600 8200 70509 . 
34671 .. 5853 4417 11155 56096 
25929 4209 — 2609 10405 — 43152 č 
63094 12956 13000 22167 111217 
42774 9569 6000 14367 . 72710 
43140 3385 12057 10250 68832 
35034 .,:2507. 5.9425 10250 57216 

































































PHARMACEUTICALS = m Nc mE 
MMI | 48460 9648 5000 17579 80687 
MM II 34272 6635 4167 10551 55625 — 
MMI 38209 7282 ^ 5000 15550 66041 
MMII 17933 5137 2500 9850 35420 . 
MM I 29580 | (5933 1000 8510 45023 
MM Il _16960 8377 ~ 2. 50 4770 | | 25857 
MM | 72650 13545 ^. 25000 24833 136028 
MM Il 58266 11063 20833 20500 | 110662 
MM | 53117 8499 0 27933 89549 
MM II | 38399 6462 0 20990 65851 
|... MMI 31927 8973 3911 45877 109794 
pM H 27458 |. 5237 ^. . 2608... 27017 66812 
| qm INDUSTRY We a | N a | E RN NM i m 
MMI 23850 4669 -2225 7490 38234 
MM IL 22225 4033 1725 6190 34173 





in rupees 
MM i comprises. of people responsible for operational decision in a department within a function, ë $^ manufacturing i iti operations, talent management in HR, regional sales head in sales. This in- 
volves having expertise in the respective areas and reporting to the functional head. os 
- it comprises of people who are No 2 in their departments ánd reporting to the functional head, with tesponsibility ofinterintra functional coordination. 
nts; Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + SE Van SACRE CHA Maintenance «Soft Furnishing Driver Allewance + Petrol Expenses 
'ontingencies: Medical Benefits + Retrials *Variable Pay: Commission + Performance Bonus. - 
“Valued Perquisites: Car - EMI + Housing + Club Membership + Credit Cards 4- Telephone + Cell phone 4 + Hard Furnishing t3 








NM TOTAL OF 
DESIGNATION " CONTINGENCIES — NE 0 (A+B+C+0) (EB CD) 
(B) ) | PER MONTH PER ANNUM 














Middle Management! 37835 9240 4245 8405 59725 
Middle Managementil 26084 5951 3558 4947 


MM I 47550 11588 6500 29082 
MM Il 24550 7135 3700 











MM | 50701 14452 6750 38822 110725 | 
85444 . 






Ail figures in rupees 

MM i comprises of people responsible for operational decision in a department within a function, e.g., manufacturing in operations, talent management in HR, regional sales head in sales. This in- 
volves having expertise in the respective areas and reporting to the functionat head. 

MM I comprises of people who are No 2 in their departments and reporting to the functional head, with responsibility of inter-intra functional coordination. 

* Cash Components: Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + Servant/Security+Flat Maintenance +Soft Furnishing + Driver Allowance + Petrol Expenses 
tContingencies: Medical Benefits + Retrials tVariable Pay: Commission + Performance Bonus 

“Valued Perquisites: Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 





Now you get it all-in-one. 


Doesn't that bring a smile to your face? To have the convenience of 


print-copy-scan in the world's smallest all-in-one. That not only saves you space but also helps you get 


professional quality prints for your colour proposals, offers and catalogues. Add to that, its low cost 


of ownership and you have the ideal machine for your growing business. 





HP OFFICEJET 4110 
PRINT, FAX, SCAN, COPY 


Rs. 8,999 * 


Up to 4800 optimised dpi in colour? 


HP PhotoREt 3 colour layering technology 
for brilliant life like images 


33.6 kbps, 65 page memory fax saves 
up to 50% on ISD Fax 


36-bit colour, amazing 600 x 1200 dpi 
optical resolution scanner has the 
eye for detail 


12 black/10 colour ppm 
Copy & fax without PC 


Unit level replacement warranty. 
170 cities support helpline, 80 cities service centres. 





multi-slot memory card 
reader supports: 


HP PSC 2210 
PRINT, FAX, SCAN, COPY 


Rs. 13,999* 


4800 optimised dpi in colour 

HP PhotoREt 4 colour layering technology 
33.6 kbps, 50-page memory fax 

48-bit colour"! 

Up to 17/12 ppm speed (black/colour) 
3D object scanning 

Scan to e-mail/fax 


With digital camera card slots 





Secure Digital” 


Memory Stick® 


Tel: 9628 123 123 Delhi & NCR, Mumbai & Bangalore. 








HP PSC 1210 
PRINT, SCAN, COPY 


Rs: 0:99" 


Lifelike colour and crisp black text from 

4800 optimised dpi' 

HP PhotoRE! 3 colour layering technology 

Up to 12 ppm in black and 10 ppm in colour 
Copy without PC, fax through PC 


Freeware creative software for project reports, 
promotional posters & business cards 


Create impressive multimedia shows 
or even a customized CD with 
HP Memories Disc Creator 


Scan and print photos, share albums, 
make school projects 


World's smallest Aio* * 


O] 


invent 








1600 444 999 (Toll Free) in other cities OR email: in.contact@hp.com 





For datasheets, SMS your email ID followed by a space and then the word "aio" to 98114 01110 (e.g. abc@xyz.com aio). * * Based on flatbed all-in-one products. Testing by CompuMetric Labs, Inc. (2/03), 
www.hp.com/go/aioreports + Based on ITU-T Test image #1 at standard resolution. More complicated pages or higher resolution may reduce number of pages stored in memory *Up to 4800 x 1200-optimised dpi 
colour printing on premium photo papers and 1200 x 1200-input dpi. * *Estimated street price. Sales tax & levies extra. © 2003, Hewlett - Packard Company Microsoft Windows PC only 





$i PUBLICIS HP 300 03 


LHE INDIA TODAY 


PRESENTS 


3 os) OR 
b » EE A 7471 
casi Summe DUM 


is the only one of its kind in the subcontinent. In arrangemen 
with leading national and international publishers, we bring you the best quality, unique anı 
wide collection of books across a cross section of subject areas at fabulous discounts. 
The India Today Book Club now offers you a never before subscription scheme. 


| year Rs. 200/- Rs. 575/- | entry in the lucky draw 

3 years Rs. 500/- | Rs. 1365/- 5 entries in the lucky draw 

5 years Rs. 750/- Rs. 2370/- 10 entries in the lucky draw 
v Books Today, bi-monthly books magazine Y Choice of the best-quality books 
Y Home Delivery of books Y discounts on cover price 


You can further enhance your chances of 
winning a holiday by ordering books from the 
India Today Book Club, once you become a 
member. The more you buy, the more are your 
entries in the lucky draw. 


Upto 500 | entry in the lucky draw 
501-1500 5 entries in the lucky draw 
»1500 LO entries in the lucky draw 





* Conditions Apply 


Buv a |B Yoyo)“ and 


we will gift you a Holiday to read it 


2 HOLIDAYS ON OFFER EVERY DAY 
Rush! Offer valid till July 31st, 2003 


Holiday packages from the 
BEST WESTERN GROUP OF HOTELS 












- BW Resorte Marinha 
Ke Dourada, Goa 








BW Anand Palace: BW Germanus, BW Stishdan: 
- Dharamshala Madurai Gandhidham 





BW The Pride, $ 


Pune 


BW Avenue Regent, BW Ambica Empire, BW Resort Country Club, 
Cochin : Chennai . . MN Gurgaon 


2 nights/5 days packages for a couple (inclusive of all taxes) also includes complimentary continental breakfast. * Conditions apply 
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Yes! I want to become a member of the India Today Book Club! 











| | 5 years: Pay Rs.750 and | — | 3 years: Pay Rs.500 and | | 1 year: Pay Rs.200 and 
~ get Free Gifts upto Rs. 2370 get Free Gifts upto Rs. 1365 | get Free Gifts upto Rs. 575 
Your assured Free Gift for 5 year period (tick any two) Your assured Free Gift for 3 year period (tick any three) 
Your assured Free Gift for | year period (tick any one) 
The Mammoth Book of Murder and Science Ed. Roger Wilkes; |_| The Foolproof Cookbook for Brides, Bachelors & Those Who 
Paperback; 533 pages Cover Price Rs.655 Hate Cooking Rohini Singh; Paperback, 154 * 10 pages photographs; 
The Mammoth Book of Science Fiction Ed. George Mann; Cover Price Rs.225 
Paperback; 612 pages; Cover Price Rs.820 | ] Most Secret War R.V. Jones; Paperback; 556 pages; Cover Price Rs. 375 
The Last Jet-Engine Laugh A riveting story, mixed with comedy and |_| Nirvana Under the Rain Tree Stories of Fortune and Flameouts 
pathos. RuchirJoshi; Hardback; 384 pages; Cover Price Rs.395 from India’s Internet Revolution; Samar Halarnkar Hardback; 240 
Indian Beauty Secrets Pamper Your Body and Soul Monisha pages; Cover Price Rs.295 
Bharadwaj; Paperback; 160 pages; full colour; Cover Price Rs.650 [ | The Good Morning India Cookbook Recipes by Roopa Gulati, 
Holy War Inc. Inside the Secret World of Osama bin Laden Peter L. Hardback; 214 pages; Cover Price Rs.395 
Bergen Hardback; 292 pages; Cover Price Rs.1550 | ] Wild Flowers of India Nimret Handa; Hardback; 144 pages, full colour; 
The Foolproof Cookbook for Brides, Bachelors & Those Who Cover Price Rs.295 
Hate Cooking Rohini Singh; Paperback, 154 * 10 pages photographs; []Mirage: A Novel Shortlisted for the Booker Prize Bandula 
Cover Price Rs.225 Chandraratna; Paperback; 214 pages; Cover Price Rs. 575 
The Lost Boy A Foster Child’s Search for the Love of a Family Dave [_] The Last Jet-Engine Laugh A riveting story, mixed with comedy and 
Pelzer; Hardback; 272 pages; Cover Price Rs.820 pathos. Ruchir Joshi; Hardback; 384 pages; Cover Price Rs. 395 
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l The blockbuster Grasim-L&T cement marriage saw plenty of ge 5 
-and take from both sides. Here's the inside story on how the 
Rs 2,200-crore deal happened (and, on occasion, almost didn't). 


BY ROSHNI JAYAKAR 


T'S JUST ABOUT A FORTNIGHT 
since the curtains came down 
on one of the longest takeover 
battles in corporate history. 
And one that seems to have 
pleased all concerned: A.V. Birla 
group’s Grasim, Larsen & Toubro 
(L&T), and, of course, their minority 
shareholders. Over the past 15 days, 
the Grasim stock shot up smartly by 
20 per cent to Rs 525, whilst L&T 
too inched upwards, by close to 5 
per cent to Rs 248. The two-and-a- 


THE TIMELINE 
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half-year-long tug-of-war appears 
to have been worth the wait. 

On June 17, 2003, the Rs 2,200- 
crore deal was sealed between L&T 
and Grasim at L&T House in Ballard 
Estate, Mumbai’s old-world finan- 
cial district. Grasim will now own a 
51.5 per cent stake in L&T's 16.5 
million tonne cement business, 
which is to be hived off into a sepa- 
rate company, Cemco. For A.M. 
Naik, Chief Executive of the con- 
struction and engineering giant L&T, 


the sale means finally finding a 
suitor for the cement business after 
a three-year long search. For 
Grasim, acquiring a capacity higher 
than its own of 14.4 million tonnes 
per annum (tpa) takes it to the 
top of the heap of cement pro- 
ducers in India. Grasim is now 
the seventh largest cement pro- 
ducer in the world, with the largest 
capacity, of 31 million tpa, in one 
single geographic territory. 
Clearly the 36-year-old Kumar 





Mangalam Birla, chairman of 
the Rs 30,000-crore Adity 

Birla group, 
what the Ambanis couldn't ii 
the 80s—zet the bett: 


managed to do 


r of the 
professional management at 
L&T. All along, Birla 
a hands-on role in the negoti- 


played 


ations, ab ly assisted by D.D. 
Rathi, 
President and CFO, Grasim. 
Saurabh Misra, the 
business head, Sumant Sinha, 


Group Executive 
cement 


President (Corporate Finance) 
and Jagdish Bajaj, Senior Vice 
President, Grasim. 

The action has now shifted 
to the ninth floor of Sakhar 
Bhavan, in Nariman Point, 


Mumbai's 


where the Grasim offices are 


commercial hub. 


located. Five days after the 
deal, when this writer asked 
Rathi if the company had paid 
a higher price to gain man- 
x pne control, he admit- 
ted: “Grasim has paid a 

aggressive price. We do not 
look at this as a mere acquis! 
tion of 16.5 million tpa capa 
city, but as a long-term propo- 
sition for the company." 


t all began in November 
2001, 
opportunity on being sounded 


when Birla saw an 


A, | 
‘Kumar Mangalam Birla, Chairman, 
A.V. Birla Group: Adept strategist 


out that Reliance Industries 





L&T at Rs 162.50 per share. The 
aforesaid assumption the equity 


03: Grasim’s open offer Appellate Tribunal. 


for acquiring 20 per cent more 


value of L&T works out at Rs 
292.50 per share. 


MARCH 2003: ICRA advisory 
appointed by the L&T board to 
provide an independent opinion 
on cement demerger. 


APRIL, 2003: SEBI finds that Grasim 
does not have management control 
of L&T and gives a go-ahead for the 
open offer for 20 per cent in L&T 


of L&T at the original price of 
Rs 190 per share kicks off. 


ICRA presents its 
report before the L&T board. 


i Grasim informs the 
BSE that having received SEBI 


permission for the open offer, the 


company has withdrawn the 


appeal filed by it on November 18, 


2002 before the Securities 


The final outline 
of the deal is put in place. 


L&T board meets 
L&T executes a structured 
demerger of its cement business, 
with L&T Engineering getting 
20 per cent stake in the cement 
business and existing L&T 
shareholders getting 80 per cent 
stake in Cemco, in proportion 
to their current holding in L&T. 





GRAPHICS BY PINAKI PAUL. 


anted to. sell its 10.5 per cent 
ein L&T. Grasim paid 


25 Rs 766. 5 crore at the rate of Rs 306 
+ per.share for the stake, which at 
- that time was a pure financial inv- 
.' estment. The company augmented 


its stake in phases till it reached 
14.5 per cent in October 2002. 


and his mother Rajashree), points 
out an investment banker. 

Things started to speed up 
only in August last when Com- 
monwealth Development Corpo- 
ration (CDC), a private equity inves- 


` tor, floated a proposal to pick up a 


6.8 per cent stake in L&T. Grasim 
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Stresses Rathi: “Till this stage, it - 
`- was a strategic investment. The idea 
-= was to derive strategic benefits by 


our association with the company." 


_ However, having spent over Rs 
1,000 crore, no company would 


be satisfied with just two board 


positions (Kumar Mangalam Birla 
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felt that the CDC proposal would 
affect its plans for L&T's cement 
business. So Birla put forth a pro- 


posal to the L&T board for a vertical 
 demerger of the cement business. 
In November last, Birla hit a- 


roadblock when capital markets 
watchdog, the Securities and 























senior group official p points ut that | 
what kept the group going during 
those trying times was the persist- 
ence of Birla and a conviction that 
the proposal would be beneficial 
to the shareholders. It wasn’t long 
before the tide turned. In April this 
year, SEBI gave Grasim a clean chit. 

But there was also the matter 
of making. Birla and Naik see eye to 





eye. Enter S. Gurumurthy, the A 
Chennai-based chartered account- > 


ant, who helped “bring an under- 


standing" between the various - d 
shareholders. It was in the middle of 
last year that Gurumurthy. Was 





introduced to Naik by: 


friend, an 
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eight months andathisownexp- |. 
ense (as he insists on informing. ` 
us), says it took a lot of persuasion — — 
for Birla to move away from the — .- 


vertical demerger proposal and Hd 
Naik from the structured demet 
proposal. And finally, the partial 
demerger proposa emerged. To 
engine g from any 
future takéove attempt, it was 
agreed d that lila should sell shares Z 
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REGISTERED OFFICE: UTI Tower, 'Gn' Block, Bandra-Kurla Complex, Bandra (East), cba. 400051. | STATUTORY DETAILS: un Mutual Fund has been set up 
as a Trust under the Indian Trust Act, 1882. SPONSORS: The State Bank of India, Punjab National Bank, Bank of Baroda and Life Insurance Corporation of india, 
(Liability of sponsors limited to Rs. 10,000/-). TRUSTEE: UTI Trustee Co. (P) Ltd. (incorporated under the Companies Act, 1956) INVESTMENT MANAGER: 
UTI Asset Management Co. (P) Ltd. (incorporated under the Companies Act, 1956) RISK FACTORS: All investments in mutual funds and securities are subject fo 
market risks and the NAV of the funds may go up or down depending on the factors and forces affecting the securities markets. There can be no assurance that the 
Fund's objectives will be achieved. Past performance of the Sponsor/Mutual Fund/Scheme(s}/AMC is not necessarily indicative of future results. UTI Liquid Fund is 
only the name of the scheme of UTI Mutual Fund and does not in any manner indicate the quali ty of the scheme, its future prospects or returns. There may be 
instances where no income distribution could be made. Realisation of all the assurances and promises made, if any, are subject to the laws of the land as they exist at 
any relevant point of time. Please read the offer document for detailed Risk Factors. 

Contact Registrar: Karvy Consultants Ltd. - Mutual Fund Services for depositing duly filled application with cheque/DD only: Mumbai: 56341987, Kolkata. 24635432, Chennai 
28151034, New Delhi: 23324401, Ahmedabad: 6402967, Bangalore: 6525024, Hyderabad: 23312454, Nagpur: 2537531, Pune: 5532955, Bhubaneshwar. 2530287, ( Chandigarh: 2371728, 
Jaipur: 2363321, Kanpur: 2558317 Contact UTI Financial Centres for seeking details and blank application forms: Mumbai: JVPD: 26201995/2643, Borivati: (W) 28085051, Churchgate 
(Lotus Court): 22822513/22885976, Ghatkopar (W): 25162256/4799, Thane: 25400905, Vashi: 27893918/27892249, Kolkata: 22214994/24639811 Chennai: 25210247, New Delhi: 
23731401/3, Ahmedabad: 6583043, Bangalore: 5595091, Hyderabad: 24611095, Nagpur: 2536893, Pune: 5535954, Bhubhaneshwar: 2410995/7, Chandigarh: 702683, Jaipur: 
2365212/2360434, Kanpur: 2304278. UTIMEAISDA/14 








loyees. As Gurumurthy 
was more of spending 
them and counselling." 

was crucial for L&T, 
the Fis to come toia 
m at reso- 
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the issues Sand cabs -issues of dis- 
agreements between the stake- 

f holders, by segregating the facts 
from opinions and judgements. This 
enhanced clarity on all the issues 
facilitating focussed negotiations 
amongst the parties." 

Sample the issues that were 
points of confrontation: Would 
the engineering business of L&T be 
impacted by erosion of net worth 
if the cement business was dem- 
erged? Then, whilst L&T did not 
want to transfer the brand, Grasim 
was keen on ownership. The mid- 

. route was transfer of the L&T cem- 
A ent brand for a year and to com- 
pensate Grasim for the brand. Also, 
should the ready mix cement (RMC) 
plant, which was a part of L&T’s 
ECC business and not a part of the 
cement business, be transferred? 
Grasim considered RMC a part of 
the cement division, as is the case 
globally. Finally the deal resulted 
in RMC remaining with L&T. 

Observers feel that the ICRA rep- 
ort presented to the L&T board on 
May 23, 2003, favoured the Gra- 

sim plan. While ICRA put forth a 
range of valuations based on dif- 
ferent methods, including the cur- 
rent value, comparative transac- 
tions and the discounted cash-flow 
method, the final valuation of 
around $75 a tonne, or Rs 171.30 
a share, was lower than ICRA’s 
highest range of $85 (Rs 3,910) a 
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: i foundation created by. 


tonne although it was higher than 
Grasim's first proposal of $65 (Rs. 
2,990) a tonne and the industry | 


average of $60 (Rs 2,760) to $65 
(Rs 2,990) a tonne. 


Compare the valuation with | 


other deals that happened in the 
past: Gujarat Ambuja paid Rs 


900 crore for 14.5 per cent stake 


in ACC, which has a capacity of 
16 million tpa. A few years ago, 


India Cements had paid Rs 445 


crore for acquisition of Raasi 
Cements. Or consider Grasim, 
which had paid Rs 32 crore for 
the acquisition of Dharani 
Cements and Rs 34.4 crore for 
acquisition of Shree Digvijay 
Cement. However, as Rao of ICRA 
puts it: "This deal is a benchmark 


run, it will bé a i perfect fici in strat- 

egy.” In the meantime, according to 
a Crisil study of the deal, the impact 
of the acquisition of L&T's cement 
business on the financial profile of 
Grasim is expected to be marginal. 
The cash outgo for the acquisition is 
estimated at around 30 per cent of 
its net worth in 2002-03, which will 
be funded by a mix of internal ac- 
cruals and borrowings. 


| Industry Dynamics 


Increasing consolidation will also 
improve the pricing flexibility of 
cement manufacturers. With Grasim 
gaining effective control of L&T ce- 
ment capacity, the share of the top 
five players will increase consider- 
ably in south and west India. The 


THE COMPLETE PICTURE 


SEWING UP CEMCO 
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for future deals (no significant 
cement deals have happened in 
the last two years)." Going ahead, 
Rao doesn't see valuations going 
below this level. 

True. Investment bankers agree 
that Grasim paid a price for man- 
agement control. Rathi attributes 
the aggressive pricing to various 
strategic gains for Grasim. Apart 
from a strong national presence, it 
gives leadership position in key 
states, including number one posi- 
tion in eight states that consume 
42 per cent of the industry vol- 
umes and number two in four states 
that consume 14 per cent of the 
industry volumes. And as Rathi ex- 
plains: “We realised it won't give us 
immediate returns. But in the long 


rpantir: 
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INFLOW ON ACCOUNT OF SALE OF ENGINEERING 
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balance KH is divided among 


44 players with a median capacity — — 


of 1.2 million tonnes. s, Any pownnal i 
acquisitions to gain inátkeishares 
comparable with the top Indian pla- 
yers. According. to the Crisil study, 
since the top two Indian cement 
groups—Grasim-Cemco and Guja- 
rat Ambuja-ACC—are financially 
strong and compete for capacities 
on sale, the foreign players are not 
expected to increase their market- 
share significantly in the long term." 

. Now that Grasim is sitting 
pretty, the challenge going ahead 
is to make the investment work. 
The task is clear-cut: Hit a return on 
the investment of. around 15 per 
cent by around 2006-07. Œ 
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" NFORMATION TECHNOLOGY HAS MADE MANY OF 
e old ways of doing business obsolete, catching 
€ mpanies off guard. To avoid the fate of others 
to keep pace with changing IT trends, progres- 
companies and new-line businesses are investing 
poring a amounts | of money in IT systems and 


























nue to i invest in m echo (Eris id. services 
with a view to surviving in the competitive envi- 
ronment and improving their productivity. Most 
firms are now beginning to realise that investments 
in IT at the present moment would be highly pro- 
ductive and will yield maximum value. And this 
has compelled them to think long-term with respect 
to chalking out strategic initiatives. Current market 
barometers and trend analyses indicate that the 
demand for IT consulting and allied services will 
continue to enjoy a modest but sustained growth. 
Pressure on margins coupled with high attrition of 
talent, had forced several rr companies to focus 
their traditional tr consulting or product pool towards 
mainly meeting the demands of large enterprises. 
Today, they are waking up to the possibilities of 
customising their consulting solutions and services to 
A . small and medium scale businesses and creating 
^. ;new revenue streams. Most of these IT consulting 
7 companies have already reconfigured their prod- 
. uct-service portfolio to cater to the needs of the 
a mall and medium scale businesses. Apart from stan- 
~ dardised offerings that range from IT strategy and ar- 
_ chitecture to implementation and integration, and 
í comprehensive service support, IT consulting com- 
panies are also providing customised solutions for *ex- 
clusive* industry-specific business processes. 
Unlike in the past, tT consulting is today a buyers' 
market. Competition has forced several rr májors to 
look at cheaper development and research options 
offshore to enable the cushioning of margins that are 
under severe pressure. The post-9/11 scenario and 
the resultant downturn witnessed a downward re- 
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software, to baler their dnce ss productii y. With — 
the development of advanced applications and plat- 
forms, IT consulting companies are. now offering a E. 

comprehensive suite of end-to-end managed s 
to their clients i in order to o help t 


icem their Wins: bask a out : 
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derstanding of current enterprise 
hitectures and related technologie 
sulting. companies are looking, 
ributes’ from pi aaa em lo ! 





Simply put, creative or “lateral it diri oe 
is what most IT majors are looking for. The transient 
‘shelf life’ of rr products and $ ervices makes compa 
nies in the infotech space more susceptible to exci- S 
ting market swings. The constantly changing na- ue 
ture of iT consulting business makes it even more of- 
a challenge to those professionals want 
a career in this field. There is room 
IT consulting, but only the. fittest | 
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AVID DAVIDAR, CEO OF PENGUIN GROUP (INDIA), IS A 
: self-confessed conservative investor. He'd rather put all his 

economy spawning money in bank deposits and be happy with the fixed returns 
a whole new than grapple with the daily ups and downs of the stock- 
: market, or even the complexities of bonds. But the steady cuts 
generation of SUPET- in interest rates over the last few years have meant that the 44-year-old must 


With the growing 





rich Indi ans get more proactive about investment or watch it diminish in real terms 
: # (that’s your return minus the rate of inflation). Davidar, however, wants 
private banking to do neither. But can he really? 


" \ Yes, says a growing chorus of bankers who are wooing high net worth 
comes into Its own. individuals (HNw's) like Davidar to make an industry out of managing wealth 
BY ASHISH GUPTA for the super rich. The good news for them: the tally of India's millionaires 
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SHIVAY BHANDARI 


is growing by the year. For example, according to a Merrill Lynch and Cap 
Gemini Ernst and Young report, there were 45,000 Indians in 2001 with 
a net worth of more than $1 million (Rs 4.6 crore). By the end of last year 
the number had climbed to 50,000. In other words, at least another 
Rs 25,000 crore in assets needed managing. 

Besides growing affluence, what's helping the wealth management ind- 
ustry is the changes in the capital market and regulatory environment. For 
instance, the abolition of lock-in period in the case of portfolio manage- 
ment services (PMS) has allowed investors to shift from one service provider 
to another, depending on its performance. Also, there are more investment 
options available to investors (such as derivatives) that require specialised 
knowledge. Says Hemang Raja, CEO, IL&FS Investsmart, which launched 
a wealth management service recently: *There's a tremendous surge in 
demand for full service wealth management because a lot of the retail inv- 
estors who had left the stock market a few years ago are returning." 

According to Raja, half of the trade on BSE and NSE four years ago used 
to be accounted for by retail investors (the current retail share is estimated 
at 15 to 20 per cent, or about Rs 800 crore). But then the stockmarket 
tanked in 2000 and the retail investor almost swore off Dalal Street. 
Similarly, a lot of the brokerages that were offering PMs had to shut shop, 
although the more successful ones like J.M. Morgan Stanley and Kotak 
Securities managed to add more services and grow. Foreign banks, 
which had experience of wealth management elsewhere in the world, and 
aggressive Indian private sector banks also got into the act. 

Today, a typical wealth manager offers everything from investment adv- 
isory to financial planning to estate services. Says Rohit Sarin, Partner, Cli- 
ent Associates, a Gurgaon-based wealth management firm: *Being a wea- 
Ith manager means acting as the client's chief financial officer, protecting the 
worth of his investments and ensuring a return that is at least higher than 
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“THE EMPHASIS IS 
ON POSITIVE 
PERFORMANCE 
SINCE SAFETY OF 
CAPITAL IS OUR 
FIRST PRIORITY" 


P. DOKANIA/ EXECUTIVE VP (DEBT AND 
PRIVATE CLIENT GROUP)/ DSP MERRILL LYNCH 


the existing inflation rate and in 
tune with the client's investment 
objective and risk profile." 

In fact, the client profile is key to 
how the service is structured. In 
most cases, fund managers slot their 
clients into four different categories: 
Aggressive risk, conservative for gro- 
wth, moderate risk, and risk averse. 
Each category involves assigning a 
different proportion of debt and 
equity in the portfolio, and almost 
never are two customer portfolios 
alike even if they fall under the 
same broad category. How do the 
wealth managers make their money? 
By charging a fee between 0.5 per 
cent and 2 per cent in the case of 
brokerages, depending on the port- 
folio and the range of services. 
Banks, however, do not charge any 
fee, but ensure that customers main- 
tain a minimum quarterly balance in 
their accounts. 


Deepening The Market 
While high net worth individuals 
continue to be the mainstay of the 


wealth managers, efforts are on to 


deepen the market. For example, 
IL&FS' Invest Saathi targets any- 
body with more than Rs 15 lakh to 
invest in a year. ICICI Bank too will 
handle portfolios as small as Rs 10 
lakh to Rs 15 lakh. In fact, put the 
top wealth managers aside, and 
you would find that 30 to 40 per 
cent of the customers are middle to 
senior executives. ICICI is going a 
step further by tapping profession- 
als in their 30s. Says Amitabh 
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Chaturvedi, Head (Retail Liability 
Group), ICICI Bank: “The logic is 
simple: A person earning Rs 10 
lakh to Rs 15 lakh in his early 30s is 
likely to earn much more in the 
future. Moreover, the low entry 
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Figures in million for 2002 — *Including India 





level helps us drive up volumes." 

That's also because the super rich 
tend to prefer foreign banks and 
brokers that have a global network 
(See Bankers in the Fray). For ex- 
ample, DsP Merrill Lynch wouldn't 
take on clients who have less than Rs 
2 crore of financial assets. In fact, its 
average portfolio size is Rs 5 crore 
and each adviser manages a clientele 
of 50 to 60. Moreover, psP Merrill 
Lynch focuses mostly on debt in- 
struments such as fixed deposits and 
government bonds. Says Pradeep 
Dokania, the firm's Executive Vice 
President (Debt and Private Client 
Group): *The emphasis is on posi- 
tive performance rather than on out 
performance, since safety of the cap- 
ital is our first priority." 

Despite their differing strate- 
gies, the wealth managers agree 
that India is a growing market. 
ICICI Bank already has a list of 
15,000 clients, and Sarin's Client 
Associates has snagged 83 in just 
one year. Kotak Mahindra Bank 
and Kotak Securities together have 
a roster of 5000. If the economy 
continues to grow, the count of af- 
fluent may actually grow faster. 
Says Sutapa Banerjee, Head, Pri- 
vate Banking (India), ABN Amro: 
“We are not chasing volumes, but 
there's no doubt that the overall 
market is growing." And chances 
are that more and more of the 
new affluent will be like Davidar— 
money spinners, but who couldn't 
be bothered with the intricacies 
of its deployment. 
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For Web Services, Java Scores | 


With the promise to deliver business process acceleration, increased 
agility, and improved return on assets, Web services have proved 
themselves as the future of application development. In fact, a gro vin y 
number of companies are now experimenting with innovative Web. 
services, such as enabling access to corporate data; yet, few are doing 
complex, transactional long-running processes. 








"The widespread use and deployment is hampered by the need for 
interoperability, reliability, security, scalability, and integration with the 
existing legacy environment in the organization. The key to creating 
industrial-strength Web services and accelerating their adoption is 
choosing a Web services platform that eliminates these roadblocks.” 





Some questions to ask: Will your current platform be able to scale as 
your business grow? Does it provide the security, performance, and 
interoperability you need? Are you using the best standards-based 
technologies the industry has to offer? If the answer to any of these 
questions is ^no", you need to step up to the industry's most robust Web 
services platform ~ Java technology. 





To better appreciate what role java technology plays in Web services, it's 
important to start with the basic definition of a Web service. W3C defines a 
Web service as a software system identified by a URL, whose public 
interfaces and bindings are defined and described using XML. Its definition 
can be discovered by other software systems. These systems may then 
interact with the Web service in a manner prescribed by its definition, 
using XML-based messages conveyed by Internet protocols. In other words: 






Web service = self-describing, discoverable software 
+ XML + Internet message protocols 





java is the programming language of choice for developing Internet- 
centric applications. It has been designed to handle XML as à data 
manipulation language and leverages a variety of Internet-based 
communication protocols to create a seamless network over v 


can be transmitted. Java technology is truly the uni 
Web services. 
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* Easy to use 

* Portable 

* Lightweight 

* Available in Blue/Green/ 
Cream colours 


* Call number flash 

* Calendar for 100 years 

* Choice of 16 kinds of music 
for keeping line ón held... 

* |] digit calculator UR 

* Alarm clock | ue 

* Fast check incoming and 

outgoing calls 
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T'S LATE ON A SCORCHING 
Sunday afternoon but a 
- couple of hundred people 
are going crazy on the first 
IM. and second floors of Sahara 
li b: x y Ob E -com m 


P "leto Dodging someone ies tackling 
: - someone else there, like a mad pack of 
— rugby players the otherwise perfectly 
. well-heeled customers are going crazy try- 
ing to grab stuff. What stuff? Polypacks 
of atta, pack-of-three hand towels, shirts... anything. 
The guppies Hw magazine's epithet for Gurgaon's 
Sd pwardly mobile) have taken to the bare-bones, no-frills 
eS hyper market like, well, fish to water. 
~ “The organised retail business:is on the verge of take- 
* -off here,” gushes Kishore Biyani, the Rs 175-crore 
-.... Big Bazaar’s maverick promoter, who refuses to travel 
^ -cto the USA as a matter of business principle, lest he is 
— influenced. by big brand retailers whose models, he 
< claims, are not up to scratch for the Indian market! 
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dts the retail revolution everyone has. been 
waitin for in India: outlets that sell products - 
than their marked Prices. sv sHAILESH DOBHAL 


‘Almost a decade after Shoppers’ Stop 
put the flag out for organised retail 
with the launch of its first depart- 
ment store in Mumbai, hyper- 
markets promise to mass-roll 
organised retail in India. “Depa- 
rtment stores like Shoppers’ — 
Stop and speciality retailers ^ 
like Food World, have 
touched just 40-50 milli 
people. Organi: - 
potential to reach 300- 
million people has barely been 
scratched," says Vivek Mathur, Partner at — 
Bangalore-based Integrated Retail Management - 


Consulting. For the record, just under 2 per cent of the 


Rs 90,000-crore retail industry in India is organised. 

A hypermarket is essentially a large retail space (upw- 
ards of 20,000 square feet) where shoppers can buy gro- 
ceries, food, garments, home appliances, durables, toys, - 
cosmetics, toiletries, even books and music in some 
cases, at a price always lower—from 5 to 50 per cent— 
than the market price. At hypermarkets, it's not the 
brands, labels or the ephemeral shopping experience 
that drives business but products and prices. And con- | 


sumers are voting with their feet across the country,in = 
























PRODUCT 


SURF EXCEL (2 KG) 
PEPSI 500 ML (PACK OF 3) 
POND'S DREAM FLOWER TALC 


AXE DEODORANT 


URAD DAL (PER KG) 


RTS ST RR I EEE e - 


All prices in Rs 


MARKET PRICE -BIG BAZAAR PRICE 





PRODUCT MARKET PRICE 
SURTI KOLAM RICE (PER KG) 28 
POLYCOTTON BLENDED SHIRT 495 
PLOYVISCOSE TROUSER 695 
NIRALI CLASSIC FRY PAN 460 
SINGER FOOD PROCESSOR FP-500 6,050 





BIG BAZAAR PRII 
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Gurgaon, Delhi, Hyderabad, 
Kolkata, Chennai and Mumbai. 
Each of Big Bazaar's six outlets 
gets 6,000 footfalls on a weekday 
and 20,000 on weekends. RPG 
Group's Giant in Hyderabad gets 
nearly 15,000 every day. And The 
Home Store's (THS) two Super 
Sabka Bazaars in Delhi manage 
30,000 between them, every day. 
“This is the retail format where every 
second urban Indian consumer can 
shop," adds Arif Sheikh, President 
of the Rs 639-crore THS. So while 
supermarkets mostly sell food, and 
department stores, branded apparel, 
hypermarkets’ all inclusive prod- 
uct platter appeals to consumers. 


Hypermarket Boom 

Little wonder then, hypermarkets 
are springing up like mushrooms. 
THS is opening its third Super Sabka 
Bazaar, a mammoth 1,20,000- 
square feet store in Faridabad, later 
in the year. RPG group company, 
The Great Wholesale Club (it runs 
Giant) plans to open a Giant each in 
Mumbai, Bangalore and Chennai 
in the next 12 months. And Biyani 
talks about another three Biz Bazaars 
in the next three months—in Nag- 
pur, Bhubhaneshwar and Ahmeda- 
bad—and, in all, 14 by end 2004. 
Joining the fray is B2C India, which 
runs the Adani supermarket chain, 
with plans for four hypermarkets in 
Ahmedabad early next year. And 
Ahaar International plans 30 hyper- 
markets in and around the national 
capital region by next year. Even 
Trent, the Rs 40,000-crore Tata 





group's retail venture, has plans for . 


a chain of hypermarkets. 

That Indian consumers are taking 
to hypermarkets is clear from the 
way all three existing chains (with 
nine stores amongst them) are thriv- 
ing, making cash profits within a 
year of their launch. And yet, this 
business is not for the faint-hearted. 
It literally means ploughing money 
into real estate and working capital 
(for managing upwards of 25,000 
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R. SUBRAMANIAN 
MD, SUBHIKSHA 


“My business 
plan is to sell to 
customer at the 
price that a retai- 
ler would buy" 


stock-keeping units). And guarding 
every penny of cost, for margins 
are low, at 11 per cent, against 14- 
15 per cent for department stores 
and supermarkets. 

THS, for instance, pays no rentals 
for Super Sabka Bazaar and works 
only on revenue sharing with its 
landlord (shelling out 2-3.5 per 
cent of net sales) and sources over 
95 per cent of its 26,000-odd SKUs 
from 1,600 suppliers to keep supply 
chain costs below 1.5 per cent. “We 
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stock big brand FMCGs for topline, 
but it is the groceries that give us the 
bottomline,” adds THs’ Sheikh. For 
FMCGs, these hypermarkets give dis- 
counts from their margins, so it is 
like running a very tight ship. 

Giant deals directly with its sup- 
pliers, while Big Bazaar operates 
through buying agents or consoli- 
dators. In fact, such is the depend- 
ence on high-margin commodity- 
level categories in groceries (Super 
Sabka Bazaar) or own-label apparel 
(Big Bazaar), that at least a third 
or more of store sales need to come 
in from here for the business to be 
profitable. Big Bazaar thrives on 
massive promotions, with almost 
70 per cent of all merchandise on 
discount between 2 and 60 per cent. 
The store already has private labels 
for tea, salt and spices. 

“The main identification factor 
(of a hypermarket) is the extent of 


Biz Bazaar 

6 stores 

20,000 footfalls per day per store 
Rs 175 crore sales (2002-2003) 


Giant 
1 store 
15,000 footfalls per day per store 
Rs 85 crore sales (2002-2003)* 


Super Sabka Bazaar 

2 stores 

15,000 footfalls per day per store 
Rs 120 crore sales (2002-2003)* 


*Industry Estimate 
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With hp you can afford to be choosy. 


Choose from the widest range of color laser printers in the world. You can select the one that suits your business needs 


also fits into your budget. Now all you need to do is decide which HP Color LaserJet printer you want to buy 





HP COLOR 
LASERJET 1500 SERIES 


Rs. 45,000 * Onwards 


16/4 (black/colour) ppm 
600 x 600 dpi HP ImageREt 2400 
colour layering technology 


50,000 pages per month 


MODELS AVAILABLE 
1500 / 15001 








HP COLOR 
LASERJET 2500 SERIES 


| Rs. 80,000 * onwards 
: 16/4 ppm (black/colour) 
í 


64 MB RAM 
600 x 600 dpi, imageREt 2400 
30,000 pages per month 


MODELS AVAILABLE 
2500 / 2500L / 2500N 


4 Z www.hpindia.com-for products, offers, nearest reseller. 
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HP COLOR 
LASERJET 4600 SERIES 


Rs. ] ,46,000 1 Onwards 


a HP COLOR 
: LASERJET 5500 SERIE 


| Rs. 2,95,000* onwor 


16 ppm = 22 ppr 
600 dpi with hp ImageREt 240 
85,000 pages per month 120,000 pages per month 


400 MHz processor 


MODELS AVAILABLE 
4600 / 4600DN / 4600DTN 


5500 / 5500DN / 5500DTN 





- 96 MB RAM 
| 


a 


To redeem the above offer visit http www.hp.com/in/ promotions 
#Conditions apply. Offer valid till 3 1st July 


“Estimated street price. Sales tax & levies extra 2003, Hewlett - Packard 
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ADVANTAGE HYPERMARKETS 





No major 
brands, apart 
from fast-moving- 









A all-under-one-roof| Bare-bones infra- 
model—groceries, 
food, apparel, and 











structure (no carp- 
eted floor, fancy 











High average 
(consumer) billing 
means property, staff} as anchor stores, 


. Attractive for 
shopping malls 










consumer-goods; | fast moving consu- | lighting or piped | and working capital | because they have 
and bulk sourcing | mer goods—makes | music) makes them | costs are utilised Stickiness with 
means lower them a (monthly) | ‘accessible’ to larger | optimally compared | large number of 
consumer price destination store urban audience to other retailers consumers 








consolidation that the format achi- 
eves and the unique value proposi- 
tion it offers,” says Kruben Moodliar, 
Chief Executive of The Great 
Wholesale Club. High volumes and 
larger bargaining power with suppl- 
iers keeps the bottomline ticking. 
Giant, in just under two years of 
operation and with just one store, is 
amongst the top five retailers for 
many consumer durable products in 
the country. And THs’ Sheikh claims 
that within a year of Super Sabka 
Bazaar’s existence in Delhi, big brand 
marketers such as Hindustan Lever 
or Coca-Cola have started delivery at 
individual stores and even appointed 
key account managers to manage 
the relationships. 

“No one likes to call themselves a 
discount store, but they are just that,” 
says Harminder Sahni, Associate Dir- 
ector at KSA Technopak. The six- 
year-old Rs 365-crore Subhiksha 
Supermarkets, which runs small 
1,500-2,000 square feet outlets, 153 
of them now in Tamil Nadu, is a 
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pioneer of the discount format. As is 


the Rs 450-crore Margin Free, 


which runs 150 stores in Kerala 
and leverages its six lakh customer 
base for discount deals with manu- 
facturers. “My business plan is simp- 
le. Sell to customer at the price that 
a normal retailer would buy for his 
store,” adds R. Subramanian, 
Managing Director, Subhiksha. 


A Balancing Act 

Hypermarkets are a compelling 
proposition. For new players, it 
takes a large number of stores to 
make a superstore chain a success. 
RPG’s Foodworld started out in 1996 


KRUBEN MOODLIAR, CEO, 
THE GREAT WHOLESALE CLUB 


“The identifica- 
tion factor of a 
hypermarket is 
the value propo- 
sition it offers” 
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and broke even only in 2000-01, 
when it had 80 stores. Shoppers’ 
Stop, when starting out in 1992- 
93, became profitable with just one 
store, but soon slipped into the red 
and turned a profit only in 2001, af- 
ter it had two dozen stores. On the 
other hand, hypermarkets are stand- 
alone businesses that can break even 
in one or two years. For existing 
players, much like Pantaloons (Big 
Bazaar's parent), RPG or THS, it is a 
natural extension of their business, 
with better amortisation of their 
back-end costs. THS leverages its 
bulk-buying for Super Sabka Bazaar 
with its 19 Sabka Bazaar food super- 
markets. Ditto for RPG’s Giant, with 
its superstores for food (FoodWorld), 
music (MusicWorld) and cosmetics 
(Health & Glow). Likewise, Big 
Bazaar benefits from Biyani’s core 
competence in textile production 
and apparel, with Pantaloons. 

Yet the business is fraught with 
risks. “With wafer-thin margins, even 
a half-a-percentage slip in costs can 
be life threatening,” cautions THS’ 
Sheikh. For the rash of new players 
that means playing the volumes 
game is not always easy. Enticing 
consumers with ease of shopping, 
product range and sharper pricing is 
one thing. Keeping a check on costs 
and driving up volumes is another. 
The key is in keeping a balance. 
Through the hype about hyper- 
markets, retailers will need to ensure 
that this new business model doesn’t 
keel over under its own weight. 
INPUTS FROM NITYA VARADARAJAN 

AND DIPAYAN BAISHYA 





. Calling Education Franchisees 


The Opportunity 
We are looking for Education Franchisees from 
major metros, cities and towns in India. We 
believe in the power of teamwork and know 
that it pays. Whether in building a great 
future, shaping a career or simply making 
money, the implementation of sound teamwork 
holds great promise. And this is precisely 
where Professional Tutorials (PT) stands a 
class apart. When it comes to satisfying 


student needs for the best training packages Teamwork 


for MBA entrance, GRE/GMAT, IIT-JEE, State 


level Engg., MCA entrance etc., PT programs 
have been recognized as one of the best. a & 
Competitive examination training industry is Ds 


indeed a paying field, and with the 
' completely systematic and organized approach 
of PT, your returns can multiply. 


About Us 

After setting standards across a franchisee 
network encompassing more than 30 cities 
nationwide, and helping more than 40,000 
professional career aspirants make their 
mark, Professional Tutorials (PT) has 
emerged as a respected name synonymous with 
quality Education & Training. With a proven 
and reliable Professionally Designed 
Business Model, Rigorous Systems Oriented 
Approach, Sharp Focus, State-of-the art 
ambience, Systematically developed cutting 
edge Courseware and one of Industry’s most 
Rigorous Training Modules, our Franchise 
model is designed to bring in success and 
huge rewards ‘for the franchisee. The 
Significant market share of PT in the country 

is proof of our achievements. 





(Join us, if you believe in it.) 


About You 

If YOU are one of those YOUNG-AT-HEART, 
RESTLESS GO-GETTERS who aim for the sky and 
are looking for the best professional avenue 
to get there, join the PT way of life. A life 
that's not only demanding and enriching, but 
one that really pays. We are looking for 
qualified, young professionals willing to 
take the plunge and reap rich rewards, like 
all our hugely successful franchisees once 
did. So if you believe in teamwork too, 
please contact us to change your 
life...forever! 









AN 
PT 


PROFESSIONAL 





To know more, call for our INFOPACK now, by 
sending in a cheque/DD of Rs.500/- drawn in 
favour of “PT Education and Training Services 


TUTORIALS 
Ltd., Indore”. Address the envelope to 


Rajanish Khare, Network Dev Group. Success Simplified / 





PT HQ: PTETSL, Narayan Kothi, Race Course Road, Indore 452003 Ph: 0731-5002866, 5002855 Fax: 5003844 Email: pthq@ptindia.com www.ptindia.com 


PT was established on 10th of July 1993. In its 10 years of existence, it has redefined the way in which this industry works. Professionalism, 
cutting edge management techniques, and state of the art internal training programs make us one of the most well-managed institutes of India. 
The PT Group turnover is more than Rs 15 crores annually, and is growing rapidly. 
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Interview with STEVE MILLS 


SR. VP & Group Executive (Software Group)/ IBM 


TEVE WHO? HIS NAME MIGHT NOT 

ring a bell, but be is the most imp- 

ortant software guy you never 

heard of. If the division he runs 
were to be an independent company it 
would be the second largest software 
company in the world after Microsoft. He 
was selling computers when Bill Gates 
was still at Harvard and employs the 
largest selling force in software. 

Meet 52-year-old Steven Alan Mills, 
Senior Vice President and Group Execu- 
tive, Software Group, IBM. Mills, a 29- 
year-old veteran of IBM, runs its $14-bil- 
lion software division. (To get a perspec- 
tive, Mills’ software division is nearly 20 
times the size of Infosys). 

Eleven out of those 14 billion dollars 
come from Middleware, which forms the 
guts of ‘corporate computing’. (Middle- 
ware is the software that sits between 
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the operating system, which talks to the 
machine and applications, which talk to 
the end user. Incidentally, IBM is not pres- 
ent in the applications software segment). 
Predictably, Steve’s second moniker is 
“King of Middleware”. 

Almost everyone knows about the suc- 
cess of IBM’s services strategy. The services 
segment kicked in 45 per cent of the 
overall revenue and 32 per cent of the 
profits; Mills’ software division accounts 
for a mere 16 per cent of the turnover, but 
contributes 37 per cent of the company’s 
profits. Simply put, the man runs the 
most profitable division of the $81 billion 
company. BT's Venkatesha Babu met 
with Mills during the latter’s recent visit 
to India. Excerpts from the interview: 


What is IBM's software strategy? 
IBM's software division is focused on two 
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areas: middleware technology and op- 
erating systems. We have operating 
systems that are specific to our hard- 
ware platforms. 

It is in Middleware, which sits un- 
der the application and on top of the 
hardware and operating system, that 
we are the largest player. Middleware 
manages the computing environment. 
It provides scalability and robustness 
for individual applications; it provides 
integration across applications. Middle- 
ware is important because businesses 
are thinking more about how they conn- 
ect horizontally—to customers, em- 
ployees, and suppliers. We ensure that 
these are done in a seamless fashion 
through our technologies. 

Software defines a customer’s environ- 
ment and, therefore, it is strategically 
important. We increasingly find that 
when we get our leg into the customer’s 
door through selling our software, we 
sell more hardware, more services and 
ensure repeat business. 


The competition claims that software, for 
IBM, is just an engine for the company’s 
services business... 
One expects competitors to say nasty 
things about you (laughs). Otherwise, 
they would not be our competitors; they 
would be our partners, right? It is the 
way the world works. They say these thi- 
ngs to get an advantage in the market- 
place. The reality is that over the last 
eight years we have built the world’s 
largest software sales force. This is big- 
ger than Oracle’s, bigger than Micro- 
soft’s. We would not have that big a 
sales force if we did not believe soft- 
ware was one of our core businesses. 
Services is a separate business. Obvi- 
ously, as we are part of a single comp- 
any we help each other out. But to 
believe that we are in software to sell 
our services is really kind of silly. 


A raft of acquisitions in the last year— 
seven in all including that of Rational, 
Trellisoft, MetaMerge, Holosfx, and Access 
360—has fuelled growth in the software 
division. Will this trend continue? 

First, let me say that more of our 





2 aw th has come organically than 


^ through acquisitions. But acquisi- 


tions have played an important role 


.. in building the business in terms of 


acquiring both technology skills and 
customers. (But) Actually we do 
more partnering than buying. We 
cannot buy everybody. We are se- 
lective in our acquisitions based on 
technology and cultural fit. Yes, we 
did more than the usual number 








B A last year. We have not announced 
- any in 2003, but it is a part of our 
. strategy to keep scanning the market 





"A place for good acquisitions. 


The idea of an acquisition should 
be to get more growth than before 
for those units also. For instance, 
Rational (a seller of development 
tools) has been growing at a much 
faster clip after the acquisition by 
IBM. I want to make acquisitions 
that are complementary and drive 
organic growth in the long run. 


Fine, IBM's software is a natural fit 
for large corporations, but what are 


- you doing to address mid-sized and " 
address the entire spectrum. Go to 


small enterprises? 
. Our software is not designed uni- 
. quely for large business. Of course, 





(owe have been very successful in sell- 


ing our software to large businesses. 


~~ But its packaging, pricing, integra- 


B tion and usability allows the soft- 
ware to be used by mid-sized com- 


E panies too. We are not focused on 


. very small businesses. As a rule of 


thumb, companies that have 100 


employees or more would be a logi- 
cal target for the kind of sophis- 
ticated software we make and sell. 
In fact, our mid-market growth 
rates are faster than our high-end 
growth rates. We have specific pack- 
aging and pricing initiatives to ad- 
dress the mid-market segment. In 
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fact, price has never been the issue. 
For instance, our Websphere *Exp- 
ress’ programme's (Websphere is 
an application server programme 
that shuttles data between business 
applications and the web) prices 
have. been equal to or lower than 
Microsoft’s software. 

In fact, IBM sells more middle- 
ware software based on Microsoft's 
platform than even Microsoft does. 


| is d pa ri of our strate gy | 0 (Gep 
ie idea is to get more growth | 


-Almost $2.5 billion of last year's 


revenues came from software sold 
on Windows. We are not anti- Win- 
dows. We do compete with Micro- 
soft for the stack above Windows, 
but the Windows environment is 
just a part of the picture that is our 
larger strategy. 


Microsoft is making an aggressive play 
in the enterprise software market, levera- 
ging its operating system software stren- 
gths. How do you perceive this threat? 
Microsoft's business is heavily dom- 
inated by Windows and Office app- 
lications. Microsoft is more of a 
mid-market player, whereas we 


any customer today. His mission 
critical applications will be running 
on mainframes; you will find them 
running on large Unix processors. 
You will not find them running on 
Windows. Our portfolio is quite 
wide. Websphere, for instance, is for 
commerce capabilities; DB2 1s our 
database application; Tivoli is for 
network management; Lotus is for 
collaboration; and Rational for 
development tools. We believe that 
we have the largest software port- 
folio in the marketplace today. 
Microsoft, of course, talks about 
addressing the requirements of 
medium- and large-businesses, but 


right now it does not have the ability 


to satisfy many of the requirements, 
robustness and scalability required © 
by them. Microsoft i is a one-plat- — 
form company.” 


IBM is famous for its buszwords. Tell us 
what the newest set, autonomic com- 
puting, grid computing and on-demand l 
computing me Bad. 7 | | 
First, let me deal with 


It is a statement of busines m is pan 
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also consultative capabilities. | 
One of the interesting aspects. 
of on-demand is that as businesses 
connect better and leverage open 
standards and. become. seamless . 
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their skills. A significant portion of 
their revenue comes from technolo- 
gies in and around IBM products. 


What is the latest chapter on Linux 
(IBM has just announced that it is 
planning to set up a Linux develop- 
ment centre in Karnataka)? 

The Linux thrust is not new for 
IBM. Our activities date back to 
1998. We are interested in this pri- 


scanning the market for acquisitions. 
the acquired unit as well" 


about work and process flow, opti- 
ons open up for substituting in-ho- 
use services with outsourced services. 
This well-executed flow enables you 
to connect to a process outsourcer 
who has superior skills, economies 
of scale and efficiency in execution. 
This is what India is leveraging in 
terms of its outsourcing abilities. 
Business process outsourcing would 
not have been possible without good 
connection and integration. 


Since $11 billion out of the $14 billion 
revenues of the software division comes 
from middleware, how do you see the 
market evolving here. Who is your big- 
gest competitor? Sun, Microsoft, Oracle? 
If one were to divide the software 
market in a simplistic way, it would 
be os, Applications and Middle- 
ware. The Applications part of the 
market is the largest piece and we 
are not present there. The very fact 
that we are such a large player des- 
pite that should give you an idea of 
how big we are in the other two. 
In Middleware, which is the big- 
gest chunk of our business, we are 
the largest followed by Oracle and 
then Microsoft. There is no one 
single company which is our main 
threat, and there are lots of players 
in different segments of the market. 
We battle with Microsoft in the 
messaging and collaboration software 


market, with Oracle in Database, 
with BMC and CA in network and 
systems management, and with BEA 
in the application server market. 
Our primary focus is on the cus- 
tomer and not on the competition. 
We believe that if we deliver super- 
ior capability and customer satisfac- 
tion, the customer will keep buying 
from us. The way to beat competi- 
tion is to win the customer. Our view 
is that we win if the customer wins. 


What is Big Blue doing to win the bat- 
tle for the minds of software developers 
in India (India has 8 per cent of the glo- 
bal software development community)? 
You win the hearts and minds of 
developers by winning the hearts 
and minds of business people and 
the companies that they lead. If you 
are an Indian software company 
providing services abroad, your first 
concern is to know whether you 
have the skills to execute the con- 
tract on the systems and platforms 
being used by the customer. Prefer- 
ences of buyers of technology thus 
play a great role. Our aim is to 
influence them and be a market 
maker. We feel that through our 
partners we will be able to woo the 
Indian developer community. 

We have relationships with the 
major integrators here—be it TCS, 
Infosys or Wipro. We help them build 


marily because of flexibility and 
open architecture. Linux allows cus- 
tomers to start small and then scale 
up allowing flexibility and porta- 
bility. It provides portability and 
freedom of movement and action to 
customers. This helps customers, 
as they are not locked into one sys- 
tem. Microsoft wants application 
to be locked into Windows. Oracle 
feels the same for its database. This 
provides customers with choice and 
the fact that Linux is extremely sta- 
ble and can run mission critical ap- 
plications. For instance, NYSE runs 
on Linux servers. What could be 
more critical? (Smiles). 


What is the IBM India software centre 
working on? 

The software lab in India is unique 
as it covers all the five brands that 
IBM has in the software division. 
We are building expertise here in ar- 
eas like electronic data interchange 
and networks popular in the retail 
industry. India forms a very impor- 
tant link both as a market and a 
resource base for IBM globally. This 
is not just a statement. The fact 
that Sam (Palmisano) was here; 
(the fact that) I am here, under- 
scores the fact. That India is a fast 
growing economy in a very difficult 
period makes it all the more at- 
tractive for us to be here. Œ 
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ELHI IN SUMMER MAY NOT BE THE MOST 
ideal holiday destination, but try telling 
that to Meleveetil Damodaran, who com- 
pletes two years as Chairman of the Unit 
: V Trust of India a fortnight from now. In 

the last” 715 days, Damodaran has transformed an 
organisation that seemed to have no hope in hell of 





^. survival into not just a performer but one that's now 


. ready to make the shift into growth mode. So a short 
. . retreat—just four days, and the first one in two years— 
-> in the (yawn) capital will do just fine for the 56-year-old 


= i Chairman, who settled for what he calls a "busman's 
— . holiday, now that the crisis is over’ 


Of course, a break in Delhi can't be just that. 
Damodaran found time to squeeze in a Eno of 
meetings. More importantly, the Chairman was also 
(C. penning a proposal to be made to North Block (the seat 
of the finance ministry) on the alternative uses of the 
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Fund managers would get in at 10 a.m. 
and often, lose the opportunities in the 


~ : lis s successor will now have the slightly easier task—not by much, though- 
o of putting the mutual fund in growth mode. BY ROSHNI JAYAKAR 







ns we want to signal to the daret that r TTL will | 
be selling the equity. T he market knows. tic US 64 
equity portfolio and though we haven’ t sold i it, y there i iS 
an overhang over the market." “ae 

Only last fortnight, Damodaran’ 8 hienarcund touch g 
was once again in ample. evidence when UTI MF. 





SEBI-compliant asset management sampan wit oe Sale 


nate funds—mopped up Rs 1 000. crore. swith ie | 


scheme, a liquid fund. In just two days. That's not 
the only initiative flagged off from the Trust’s new head- — 


quarters, UTI Towers, a seven-storied edifice in the « 
Bandra-Kurla complex, Mumbai’s new business district. pet 
In February, the restructuring of UTI was almost com- — 


plete with the Trust being bifurcated ... 
into two separate entities, UTH and UTI À 5 
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UTI Chairman M. Damodaran: The fire-fighter 


Mutual Fund. Uri-1, as a special unit with all the 
guaranteed return schemes, has an outstanding cor- 
pus of Rs 19,200 crore and 18 schemes. The problem 
scheme—US 64—was laid to rest on May 31, with 
the units converted into 6.75 per cent tax-free bonds. 

Mending the tattered reputation of the Trust would 
have been tough for any one, including a seasoned 
fire-fighter like Damodaran (See The Goal-Keeper At 
UTI). Two years ago, not only was UTIs portfolio of 
investments far from healthy, the stockmarkets were 
headed south, the CBI was investigating some of the 
Trust's investment decisions and the US-64 scheme's 
woes were at its peak. So what did Damodaran do? “In 
a difficult situation, the chairman’s job is to create an 
environment where others can perform. It is not to do 





VAGNVd AVÍNVS 


Q&A 
"WE ARE RAISING THE BAR" 


E HAS LIVED UP TO HIS REPUTATION AS A 

fire-fighter by pretty much setting UTl's house 
in order. During one of his first breaks in the last 
two years, "since there is no crisis now", as he puts 
it, UTI Chairman M. Damodaran, was his usual 
cool collected self, as he talked to BT’s Roshni 
Jayakar about the restructured UTI and the road 
ahead. Excerpts from the interview: 


Q. You seem to have succeeded in getting UTI out of 
the mess. Is your job complete? 

A. No job is ever complete. As you keep doing 
tasks, you discover more needs to be done. 
New tasks emerge out of what you have done. 
Even organisations tend to get ambitious over 
time. First you want to survive. Then you want 
to prosper and flourish. I think we have sorted 
the problem of survival. But being a leader, 
it’s not good enough to just do reasonably well. 
We are setting the bar higher. We need to add- 
ress a large number of issues including the 
growing of assets under management. UTI MF's 
assets will double in a year. 


Now when you look back, what was your major 
challenge? 

It was containing the problem schemes in one unit 
so as to allow other unit to grow. The purpose of 
carving out UTI MF from UTI was to ensure that 
these schemes were not adversely affected by 
negative association. Some of the investors are still 
not clear about the division... there are those 
who still think we are an undivided uri. The 
process of communication will take a while. 


What happens to the equity portfolio of US 64, 
now that the units have been converted into bonds? 
With more than 80 per cent of the investors 
opting for bonds, we did not liquidate the equity 
portfolio of US 64. The normal thing would be 
to sell che Rs 6,000-crore equity portfolio over 
time and return the money to the government, 
since the government has issued 6.75 per cent 
bonds. We are working on several models and 
making a presentation to the ministry soon. 

One option is UTI-I will manage the assets so 
as to service the 6.75 per cent bonds. The second 
could be to convert the equity into a corpus 
of a new fund and manage it for the government. 
We are devising schemes whereby once the pol- 
icy decision is taken, we will signal the market 
that we are not going to sell the equity. 
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others’ job.” Damodaran’s task was to generate positive 
results with the existing talent. And he did succeed. 


Growing Of Assets 

Till three years ago UTI never felt the need to market 
itself. Every year the monopolistic Trust would launch 
a few monthly income plans, besides the ritualistic US 64 
unit sales during July. Now the Trust has to market its- 
elf. The plan for UTI MF is to double the assets under 
management in a year’s time to Rs 30,000 crore. 

The gameplan is simple, at least on paper: Launch 
enough products to cater to the various groups. After 
the roaring success of the liquid plan, on the cards next 
is Sunder, an exchange-traded fund, based on the 
National Stock Exchange’s Nifty index of 50 shares. 
Says Dhirendra Kumar, CEO, Value Research: “Whilst 
earlier UTI’s somnolent marketing department was just 
doing the easiest job—promising returns and raking in 
cash, which finally was instrumental for the deep hole 
(the Trust found itself in) a few years later—now it has 
to produce what the market wants." Along with new 
products, UTI MF is also rejuvenating its marketing and 
distribution set-up. 

It was the presence of several poor and questionable 
stocks in the portfolio of Us 64 and in those of other 
schemes that eroded the value of the funds’ investments. 
Today, the philosophy is to have as many as stocks as 
can be monitored daily. 

Another fundamental change is that the Chairman 
no longer green-signals investment decisions. The fund 
managers are now squarely responsible for their finds. 

Last August UTI MF put in place a Front Office 
System. The front office system handles the flow of 
structured information and runs on the PCs of all 
those individuals who are part of the fund manage- 
ment structure. 

The system automates the core functions and ensures 
compliance with regulatory requirements. When an UTI 
fund manager wants to buy or sell, he logs on and places 
the order. The system checks the transaction for any vio- 
lation before putting it through. Moreover, integrated 
into the system is the broker selection mechanism. The 
system operates by ranking each broker on a quality 


scale and on how much business Urt has given him or her. 


Future Of UTI-1 

This unit has Rs 19,200 crore assets under management, 
including equity of Rs 2,800 crore, the rest being debt. 
Now that US 64 ceases to exit, one option is to convert 
the equity into a corpus of a new fund and manage the 
assets for the government, as in the case of Special Unit 
Scheme 99 (sus 99). In fact, sus 99 has been appreciating 
in value with its NAV more than doubling from 
Rs 45.96 per unit of Rs 100 in June 1999 to Rs 112.70 
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THE GOAL KEEPER AT UTi 


AE IN THE EVENING OF SATURDAY, JULY M, - 

—2001, as Meleveetil Damodaran - 
was trying to get into his car, juggling his | : 
mobile and an umbrella in pouring rain, - 
he received a call that would make him - 
the Chairman of India's largest—and - 
most troubled—mutual fund. The 1971 | 
batch 1As officer is the first bureaucrat to am 
head uri. His cv has what it takes to tide over crises. His : 
last assignment before uri was with the Reserve Bank as 
an officer on special duty for restructuring three banks, - 
namely uco Bank, usi, and Indian Bank; and a little over 
a decade ago, when insurgency was a way of life in the 
north-eastern state of Tripura, it was Damodaran, - 
then Chief Secretary of the state, who saw things | 
through. Bringing uti out of the mess called for all his | 
political, managerial, and financial skills. Initially, a lot - 
of time was involved in putting out the fire, meeting with - 
people in small groups, continuously liaisioning with the 
government, especially to get funds to meet redemp- 
tions. Now that the fund is structurally sesi compliant, 
there are new responsibilities and more of Damodaran's 
time is spent on working out new marketing strategies 
or hearing out presentations by fund managers. ——  — 

Says Damodaran: "| have had interesting jobs...since 
the beginning of my career; | have been lucky. Initially, | 
did some things by instinct, some by reason." Damodaran - 
is a sports lover too. He often draws analogies with - 
games like cricket. What's more, he is writing a book on - 
the football's greatest goalkeepers. Ask him if a fire- - 
fighter's job is rewarding, he replies rather predictably: “| 
don't think one should do any work expecting rewards." — 
Hopefully, the powers-that-be won't take that too seriously 
when considering his next posting. = 


as on June 20, 2003. Four long-term assured return 
schemes will close by end of this year, as they do not 
make commercial sense, while the five-year monthly 
income plans that go beyond March 2004 are can- 
didates for premature closure. Once that is done 
the only scheme left with UTI-I is sus 99, where the 
government is the only investor. 

Clearly, UTI is in a much better shape than it was 
three years ago. The task for the finance ministry is to 
find somebody able enough to fill Damodaran's shoes 
particularly in the light of the FM's statement in 
Parliament that UTI won't be privatised at least for the 
next five years. UTI itself has got in Hewitt Associates 
to identify a group of general managers who will be 
put on the fast track system. Says Damodaran: “Our 
expectation is one of the three-to-four who will 
come through the grind will be tomorrow's CEO." 
Damodaran will move on, but for the reborn UTI 
the long haul has only just begun. 


Dear Valued Reader, 


Business Today wants to hear from you! We need your help to ensure that Business Today, india's No. 1 Business Magazine, 
‘continues to be the best in the country. We have always been committed to bringing the best in business journalism to you. It is our 
constant endeavour to evolve to suit the need of the time and the requirement of our readers. 

Please find given below a questionnaire which is designed to help us know you, your opinions and your expectations better, 
We would greatly appreciate it if you could spare a few minutes of your valuable time to fill in the questionnaire. It gives you the 
chance to tell us what you like and what you don't and helps us to bring to you a magazine catering to your business needs. Your 
Teplies will be treated in the strictest confidence. 

Thank you in advance for sharing your thoughts. We will pay close attention to your responses in an effort to ensue that the 
issues of Business Today fulfill your expectations. 
-> We look forward to hearing from you. 
Thanks & Regards 












Ashish Ba d 
Executive Director & Publisher 


(Please tick against appropríate box) 
Asout You 
Name 








Residential Address 





Pin Code 





City 





Tel No. (Residence) i (Office) 


Age: | [| Years Gender (code) 


EDUCATION 









Undergraduate / Student 
Graduate / Post graduate - General 
Graduate / Post graduate - Professional 









OCCUPATION. 
3usinessman/Industrialist with 

- 1- 10 employees 

- 10+ employees 





MoNrHLY Hous 
(Total income of all household members, from all 
different sources) 





Up-to Rs.10,000 id 
self Employed Professional 





| Rs. 10,001 - Rs.25,000 bend 
Jfficer/Executive 
- Junior level 
. Senior / Middle levei 


1 
Rs. 25.001 - Rs.100000 t Ld 


EN 


Rs. 1,00,001 and above — = 
Which of the following best describes your job 
title, position or rank in your principal 
occupation? (Check one only) 
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Which of the following best describes your | MEM EM [| 
ob function? | CEO/Chairman/President/Managing Director Lm 
VP/General Manager/Director |_| 


3eneral Management 
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| 
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| CEO/freasurer/Company Secretary/Controller 
»ales/Marketing/Advertising EE 
E Owner/Partner be 
-inance/Accounts 


m Manager/Department head ed 





| Executive/Supervisor/Officer -— 
1 & Software Development u | 
t Government official — 

[TM 
Professional E 


Others (please specify) | | 
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ABOUT Your OWNERSHIP AND [T noN Pa 


Do you own the following :- (You can mark more than one box) 





INTENTION TO BUY 
Currently Owned in next 12 months A M Not Decided 
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Flat screen Television 
Digital Camera 
Digital Video Camera 
Desktop computer 
Laptop / Notebook 
DVD Player 

Broad Band/internet Access 
Car 

AC 

House 

Gold Credit Card 


Home Theatre 


a 


_ Are you a member of the following:- 
a)Frequent Flyer Programme 





Which of the following products and services are you 
involved in recommending, or approving the purchase 
lease of at work? (You can mark more than one box) 








Domestic 
Sahara [] Computers / IT/ Hardware 
Indian Airlines z Internet / software services 
Jet s o, 
EER ON, PREO equipment | 
Pls. Specify Other office equipment - fax, photocopier machines 
b)Club Membership E Company cars etc 
c)Hotel frequent traveler club Company Banking / financial services / investment banking 
Domestic : " Consulting services : 
Taj Group : 
Sheraton Group [] p iod d | 
Oberoi Group [] Air forwarding / freight / courier companies 
International Company travel / hotel airlines etc 


Pis Specify 


a SECTION - A-F on Business Macazine READERS 














Which of the following publications do you read regularly? 





[] Business Today [] The Economist [] Business Standard 
[] Business india [] Harvard Business Review [] Hindu Business Line 
[] Business World [] Fortune International [] Financial Express 
[] Outlook [] india Today [] Economic Times 
We would like to know how you perceive different business magazines. Please check whatever applies most 
Business Today Business India Business Wi 
it is a magazine for the CEOs L] [] E 
A strategies magazine L] L] O 
A magazine that helps build business vision L] B E 
A magazine for middle & senior managers LJ a LJ 
.. A management & marketing magazine E E E 
- An ideas magazine a L LJ 
A business news-magazine CI E [] 
... Amagazine of the new economy a L] ES 
~A magazine for managing your tomorrow LJ L] [J 












"How many times fave youl 1 picked | up an issue ot the following magazinos in the last Lone year? vw | 
i Business Today Business India Business Worl 
. Occasionally (e.g while travelling) = C _ 

Need-based ( for specific cover story / article) L] 
| Only special issues E 
: . Regularly L 
For how long i.e. for what duration do you read an issue of Business Today? 
3 Less than 30 minutes 
31-60 minutes | E 
as 3 hours E 
‘More than 3 hours | Ej 


: cluding yourself, how many people read your copy of BUSINESS TODAY at home or elsewhere? di 
mem oer oo e uu E e ipie 


LILIL] 
LiLJT EI 

























Which BT Special issues have you read and how do you feel about them? | ae 
r Found. Not i saved "Edi 
2s Interesting Interested the issue. a 
.. Anniversary Issue 
Best Banks C 
-. Best B-schools a 
India's biggest Wealth Creators [] 
[] 
L] 
(J 






= Best States to invest in 
. Best Employers in India 
BESO 


Se ae See 


Please rate the parameters listed below for Business Today. 
, RANKING. 








Did not likeit — Liked it somewhat, Liked it Liked it 
<  .eeds improvement . a lot 





Depth of Coverage E 
Topical 

| Readability 

| Variety of articles 

_ | Presentation/layouts 
Value for money 
‘How frequently do you read these regular BUSINESS TODAY sections? | 
Often Occasionally Rarely 









LILIE LIES TJ 
Shee eee 






< Letters to the Editor 
ns BT Index Page 
BT Editorial 
. BT Trends 
.— Cover Story 
BT Columns: 

Success Secrets 
(by Marck Mc Cormack) 
Notes from the trough 
(by Mahesh Murthy) 
Kiran's Korner 

(by Kiran Karnik) 


E 










LIE E OOO Tn 
OG XX D SL SIODOD 
Oooo gaggüu Orco 


T Personal Finance 









X. Case Game 
Case Solutions 
Bookend 


Jobs Today 
Heip Tarun 
BT Back of the Book 


BT After Hours 

BT People 

BT Leadership Secrets 
BT impact Features 


i$. Given below are topics covered by Business magazines. What coverage interests you and how would you: rate 
. BUSINESS TODAY's coverage of the same? 


oooom nona. 
Dagag) non. 
LO poom ooo 

|Ngnago 0000 








Topics Level of interest Coverage in BUSINESS TODAY 
High Medium Low Too Little - Justright - . Too much 

Economy & Policy [] a C] [] a a 
Corporate & industry news 

about India & [] [] L] & C] 
International Business News [] [] [] G [] E 
Business Management [] a [] a [] a 
Banking & Finance [] a L] a [] C 
Personal Finance ES a C] a C] E 
Stock Market & Investments [] z C] a "m a 
infotech [] [] = L1 [] [ ] 
Internet & the web [] L] [ ] [i a E 
Case Studies & solutions [] Z a [] Lj E 
Book reviews a E L] E E Ld 
Biotech E] 48 m [] [] 





1 From where do you get your copy of these magazine 
: Business Today Business India Business World 
Newsstands 
Newspaper boy delivery 
Subscription 
Others (complimentary, library etc) 
| Do not read 

What prompts you to buy Business Today 
"T" Cover Story 


AGERA A 
CAE 





Buy while traveling 
Regular reader 
Other (Pls. specify) 
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" NTEREST RATES ARE OF CONSIDERABLE INTEREST TO 
| businesspersons. Hardly a week goes by when 
A. some chamber of commerce or industry association 


Bank of India to bring down interest rates to spur in- 
vestments for industrial growth. Industrialists in this 
country—like their counterparts elsewhere—obvi- 
ously want to lower borrowing costs. 
: Yet, in the past, for many promoters, interest 
ates had not mattered much simply because there 
yas little or no inclination on their part to repay 
term loans borrowed from financial institutions or 
working capital loans obtained from commercial 
anks, most of them in the public sector. Otherwise 
ndia's financial system would not at present be 
reaking. on account of the overload of more than 
Rs 80,000 crore worth of non-performing assets— 
a euphemism for loans not repaid. 
-.— Compared to developed countries, a developing 
; „country like India would inevitably have relatively 
igher costs of capital (represented by interest rates), 
h is scarce in relation to labour (the costs being 
wage rates), which is available in plenty. This logically 
. results in local industry being at a competitive disad- 
-vantage vis-à-vis businesses abroad. 








tively low levels, almost all interest rates in India 
have eased steadily and are currently at their lowest lev- 
: els in nominal terms over the last three decades. 
e Yet despite the ‘soft’ interest rate regime of the RBI, 
investments do not appear to be picking up. If one 
-. compares the April to December period in 2002 with 
-. the corresponding period in 2001, sanctions and dis- 
o bursements by all-India financial institutions came 
- down by roughly 50 per cent. 
—— There is no indication that the investment climate 
- in the country has improved thereafter despite the 
egular softening of interest rates. Why? Interest 
ites are only one among the many factors that 
ence investments. | 
'the then Finance Minister Yashwant Sinha 
ared officially administered interest rates on small 
ings schemes in the Union budget for 2002-03, 


LEFT ANGLE @ Paranjoy Guha Thakurta 


There's more than one catch to government's policy of lowering interest rates. & 


does not urge the Union government and the Reserve 


a lowering of the interest rate on deposits from a. 


Nevertheless, with inflation running at compara- | 


and pensioners happy. f 



























there was a big hue and cry from sections of the mid- 
dle class, especially senior citizens, who were hurt by E 
the fall in their interest earnings. The then Vice — 
President of the Bharatiya Janata Party, Sahib Singh TR 
Verma, publicly blamed Sinha's low interest regime 
for having antagonised the middle class after the - 
party lost the municipal elections in Delhi. 

: Verma as Union Labour Minister has now gone 
and cocked a snook at Jaswant Singh, Sinha’s succes- 
sor. The board of trustees of the Employees’ Provi- 
dent Fund Organisation (EPFO) had staunchly resisted 


level of 9.5 per cent per annum to 8 per cent, —— 
The Epro currently has over 30 million industrial .—— 
workers as its members. Now even if it may have 
made good economic sense to the Finance Ministry to 
cut the interest rate on such deposits, Verma did not 
wish to displease trade unions, 
As much as 80 per cent of the te 
EPFO—a staggering s sum ok over | Í 





around 8 per cent. The difference of 1.5 perc 

between what is earned. by the EPFO and wha 
out to workers clearly means that this is a bubble 
that could burst « at ay time in the | f future. E 









the EPFO. This, i in effet; meant hát. the : nnual rate of 
interest would remain at 9.5 per cent this fiscal year. 

The government's dilemma is evident. You can- 
not hope to cut interest rates to please the well- 
heeled and also hope to keep blue-collar workers 








Ra Ra a aaa il aE AEA AAA EE RET 


The author is Director, School of Convergence at IMi, New Delhi, and a 
journalist. He can be contacted at paranjoy yahoo.com. 
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It’s not just prices, trading volumes are shooting up. But which are the stocks that are 
leading the current rally—and how can they make you money? BY NARENDRA NATHAN 
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p subtle shift. The old pat- 
tern of the top few 
~~ stocks clocking a dispro- 
^. 'portionate share of the 
^ volumes seems to be 





.. company's scrip have 
.— come down to Rs 2,018. 
"crore now from Rs. 












HAT DID IT? CORPORATE 
results? The monsoon? Reas- 
surance from US. markets? 
Rekindled Fi interest? The 
Maruti IPO? Whatever it was, 
| | the May-to- -June- transfórmia- 
on oí iaa sentiment is quite a story, by any 
| eckoning. From gloom to boom in just a few weeks. 
At the time of writing, India’s benchmark index, the 
SE Sensex, has already rallied by more than 600 
oints from its recent bottom of 2,904. 
. The deluge of Fil inflows has, without doubt, 
been a major factor. May and June (till the 25th) 
have clocked a net rit inflow of Rs 5,807 crore. To 
put that in perspective, this figure is well above 
the Rs 3,678 crore clocked iue: the entire cal- 
. endar year of 2002. 
. And it is not just prices that are shooting up. 
. Trading volumes are turning frenzied too. The com- 
bined daily volume on the BsE and NSE is now placed 
above Rs 4,000 crore, a good deal more than the Rs 
-2,500 crore-odd two months back. And as with all 
















-.—- strong rallies, most of the action is concentrated 
.. in a handful of rip-roarers, led at the top of the 


p table by Infosys (See Fancied Stocks, based on BSE 
volumes traded in May 2003, in Rs crore). 


Roaring Volumes : 
The top of the chart of 
high-volume stocks is | 
dominated by big com- — 
panies, as one would ex- 
pect. But. take a closer 
look, and you'll see a 


FANCIED STOCKS 
: -May-03- FARK ooo 
2017. e E | 








— changing. 

- Though Infosys has 
retained its top status as 
the most heavily traded 
stock, volumes in the 


—. 5,800 crore three years 
¿© back. Meanwhile, the 
i Yo 20 stock's volume 
vis around 10 per 
f the No 1's vol- 
me, up from around 5 
pe r cent three yea back. 








BSE volumes traded in May in Rs crore 





COMPANY 
-Infosys Tech 


-Satyam Computer 


Reliance Industries | 


5 Polaris Software 
Tata Engineering 


Bank of India 





That may, of course, be a reflection of the end of 
Dalal Street’s technology obsession. The change in 
sectoral preferences is clear from the rest of the 
data as well. During the boom days of 1999 and 
2000, any ‘old economy’ stock in the top 20 list 
stood out like a sore thumb. 

There were, in fact, only five: Reliance, ITC, L&T, 


Hindustan Lever and spi. Since then, the software. e | 
bias has vanished. Though several tech stocks are still 


at the top, scrips such as Silverline (No 7 in 2000, bat 
No 111 now) and sst (No 8 in 2000 bu: | 
now) have gone from the top 20. Explain 
Subramaniam, Head (Equity Funds), Kotak N ao 
Mutual Fund, “After the iT disappointment i in | April, ~ 
investors have started looking seriously at other 
sectors. Two factors led to this. First, the funda- 
mentals of other sectors are improving fast. Second, 
as these sectors were ignored for several years, the 
valuations have become compelling. The current 
rally will be lead by these stocks." 





Retail Relevance 

And now the crucial. question: what does the change 
in the Top 20 mean for investors? Should a retail in- 
vestor alter his portfolio. to mirror the new list of 
fancied stocks? To help make a decision, BT has cre- 





ated a ‘volume topper index’ to examine how such ——— 


investor behaviour 
would have paid off in 
the past five years (five 
because that span cov- 
ers an entire boom-bust 


Rank. |. May-X 
Stet ASI an tig t e te ape: the 





culated on the assump- 
tion that the Fancied 


portfolio to the new top- 
pers every year. 

This investment strate 
egy, will work well in a 





disastrous in À 
market. it um ies. both 
the gains and the losses. 
The reason is simple: the 
fancied stocks are the 
ones that lead the entire 
market's direction, so 
they rise more than the 
average, and fall more 
as well. 

Anyhow, that is suf- 








-— 
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Source: CMIE 
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. cycle). This index is cal- “ 


Stock investor shifts his. E 










| create an investment 
ln the pcd market 8 
^ direction, it could play 


~ Concentrate on Fancied 




















OLD IS GOLD 
COMPANY — sns 
Bank Of Baroda 


i Rae information to 





"Strategy: So long as 








out well for you. 
Stocks in an upturn, but 
_. bail out when the going 

gets tough. Remember, 
hese stocks do well in 
-broad bull rallies. Beware 
the smaller rallies that — ^ 
ccur in an. otherwise 
 Ssideways-moving market. 
Says Manish Chokhani, Director, Enam Securities, 





- PE: Price-earnings ratio 


... “The valuations now are really attractive, and P/E of 
à - Sensex. (based on prospective earnings) is now placed 
-© at just 12. Even if the discounting factor remains at 


. . the current level, the earnings growth itself can push 
- "the Sensex to the 4,000 level by 2004. Even a small 


Pos improvement in the discounting factor (that is, P/E go- 


E ing up to 14) can push the Sensex to the 4,800 


.. level. So if the monsoon turns out to be ‘normal’, and 


... no major political upheavals happen, the Sensex 
-should range between 4,000 and 4,800 during 2004." 


Technical Tracking . 
. The technical stockmarket charts—that plot moving- 
average trends—seem to corroborate the bull-mar- 


`= cket story. Elaborates C.K. Narayan, a technical an- 


- .. alyst at ICICI Securities, “The recent bottom (2,904 
| an April 2003) is higher than the previous bottom 
(2 828 i in October 2002). And the Sensex has already 


E gone above the recent top (3,417 in January 2003). 


_ That means the Sensex has already made a ‘higher- 
. "bottom, higher-top pattern’, and this signals that the 
| market is poised for a medium-term rally. The 





du a loue: ir indart: o- Sensex 
*p "Price. index of the tp: 20 tihi ume stocks taken as a composite 
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P/8: Price to book ratio 
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s sectoral How Since the 


Sir: 








the IT aie po | 





Source: CME 


now. So IT companies. will generate. only trading. Tg 
interest now," says Sachin Sawrikar, Fund Manager, = 
sB! Mutual Fund. Software stocks. are. wail to de ^. 
liver fat returns. — 





Some Picks | 

nies? They. are now in puts Gee C ros is Gol, 
thanks in part to the low valuations caused by years 
of neglect. Five of these are PSU stocks. The others are 
time-tested players. such as Reliance, Telco, Tata 
Steel, HDFC and irc. Of these, Reliance is likely to 
lead the current market rally, priced: Caria di as 
it is—at a P/E ratio of 10.89. 

If Reliance’s plans of taking over HPCL come 
through, it will become the second-largest fuel retai- 
ler in India. Tata Engineering and Tata Steel could 
perform. well, too. “Tata Engineering’ s main growth 
now is expected to be from the passenger car busi- _ 
ness. As per the current indications, it is doing well. 
during the month of June. Both Indica and Indigo 
should grow by 20 per cent, ib apa 
Gorakshaker, Senior Analyst ; at Em ü m 






! 64.90 
^. 20/6/03 
Source: CMIE 





 ginsare under pressure, —— 
-they are out of favour 
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Fat Indo-American Schoo! of 
Business, MBA is not considered a | 
course that can be arranged in the — 
classrooms for you. I is envisaged asa — | 
voyage through exhaustively created 
learning situations. Leading to varied | 
and interesting experiences, discoveries — 1 
that transform you into a well-rounded 
professional, a Global-MBA. T 
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Whatever might be your goal. Proceeding 
to a higher professional qualification as {- 
afresh graduate. Accelerating your career — | 
progression as a working executive. Or — E 
Y E surpassing your father's achievement in 
a coed aan = oom any line of business. As a Global-MBA, : 
o o X | you are assured to go places. E 


The salient features of G-MBA : : 


Ro z azo a uL. e 5090 professional managers working in 
-o diverse industries form the core faculty. — 
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AS 














B Theoretical and practical input 1 

throughout the duration of the course, 
Re conducted one month each at various © 
T business capitals - Delhi, Mumbai, 
Kolkata, Ahmedabad, Bangalore, Chennai — f. 


and Hyderabad. 

















VA HEN IMS 
VES 





@ Students evolve into giabal managers : 
through real time experience, an unheard 


of concept in any business school. : 


3: 





3 


y^ 


Specialisation in three disciplines - {f 
Marketing, Human Resources and : 
Finance. 1 








an 


p fs o | |  @ Internship for one full year with three 
ee Ss different companies. ` | 





Ad 








| The course forthe future needs: | — 





in the words of a renowned academician, 
C x og "Global-MBA of IASB is designed to go beyond 
~ E E SE the scope of academics, and aims at tota] | 
evolution, which, i believe wil trigger | 


j l l Tevolunonary changes in the lives of generations — 
|. «4 Placements: At IASB we meticulously take care of every minute to come as the entire learning is through | 














detail in quality systems which ensure delivery of the design to unleash experience € exposure. in essence G-MBA isa | 


E the infinite human potential. This system sets a new paradigm that long awaited program addressing the present | 


guarantees you global placements i needs and factoring the needs of foreseeable | 
future 
- Dr. Gopal Krishna Reddy 

















Former Vice-Chancellor of Andhra University : 
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Ee | AE DR TIT INDO-AMERICAN SCHOOL OF BUSINESS | — 
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PSU STOCKS 


"HAT PSU STOCKS COULD GEN- 
. A. ERATE so much interest has 
: > as a surprise to many. From 
. the banking sector alone, four PSU 
J stocks are in the Top 20, ranked 
- by volume traded. “Yes, there is a 
_ very clear shift to these counters,” 
. confirms ICICI Securities’ C.K. 
. Narayan, “and that is why the 
-volumes are high here. The 
_ traders as well as institutional in- 
. vestors are participating in the 
. current upmove." The Securitisa- 
. tion Act has played a large role in 
- the banking action, for sure. But 
even otherwise, there's an effi- 
. ciency story to be told too. 
To top it all, public sector 
. banks have the cushion of un- 
_ booked profits on their gilt port- 
- folios. “The dividend yields of 
. these bank stocks are close to their 
_ fixed deposit rates of 6 per cent, 
and that is why even after the re- 
cent surge, the valuations are still 
- cheap," argues Enam's Manish 
- Chokhani. India's biggest bank, 
SBI, is particularly attractive. “This 
__ is because it is much stronger, and 
_ is not affected by the uncertainties 
. regarding return of capital,” says 
Parag Parikh’s Rajeev Thakkar, 
. referring to the recent brouhaha 
| ig PSU -— returning some e of 





IINVASOO HSIWN 


ONGC rig at Bombay High: Hopes of speedy privatisation of the oil PSUs 
have been revived by the recent success of the Maruti IPO 


their capital to the government. 

Another action zone is that of 
PSU oil companies. Even illiquid 
counters are perking up. The GAIL 
counter, for example, has shown a 
jump in the number of shares 
traded recently—from around 
10,000 a day three months back to 
above 1 million now. “The recent 
developments are positive for oil 
sector stocks. ONGC is now get- 
ting aggressively into exploration 
abroad. It is also getting into re- 
fining. HPCL and BPCL have bene- 
fited immensely from the disman- 
tling of the administered price 
mechanism,” explains Kotak 
Mahindra MF's Vetri M. Subra- 
maniam. 

A word of caution. PSU stocks 
are highly sensitive to privatisa- 


tion news. The recent Maruti 


IPO has revived market hopes of 
the speedy privatisation of oil 
PSUS, but that does not mean that 
the uncertainties have reduced 
significantly. Any backtracking 
by the government could send 
these stocks crashing. : 
It might be safer for long-term 


investors to invest in stocks that 


are strong on their fundamentals, 
regardless of other news. BHEL, - 
for example. *BHEL is an inter- 

nationally competitive player with 
a very strong order book posi- 
tion. Though its valuation has 
improved from five-to-six times to 
around 10 times (based on 


prospective P/E), it is still attrac- 


tive,” says Srinivas Rao Ravuri, an 
analyst at Edelweiss cu 


dt iight be safer for long-term investors to invest in stocks that 
are strong on their fundamentals, regardless of other news - 


Stock Brokers. As for Tata Steel, *Though the 
higher demand from auto sector will help Tata 
Steel, the commodity nature of the business is still a 
concern," Gorakshaker adds. 

HDFC continues to show promise, given the grow- 
ing accessibility of a mortgage home to larger num- 
bers. *Because of this, even after the competition 
from banks, HDFC will be able to grow at more 
than 20 per cent,” says Rajeev Thakkar, Head of 
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Research at Parag Parikh Financial Advisory Services. 
Then there's rrc, which is betting aggressively on agri- 
cultural and marine exports to offset the anaemic to- 
bacco business. *Within the next five years, ITC's 
non-tobacco business will reach around 45 per cent," 
estimates Harrish Zaveri, Analyst at Edelweiss Capital. 

Those are some indiviual stock picks. But on the 
whole, remember that investing in ‘fancied stocks’ can 
pay off—if you play the market well. 

























BAS was telling r me thar the eed is suddenly better 
"d f there, A few films such as Bhoot and Chalte 





cin innit E to Here again. | M Money is slowly coming out 
< again. People are funding films again—albeit very slowly. 
- He said the drought of the last few years was the 
worst he had seen in his 50-odd years in the business. 
.. And we both were not sure how long this turnaround 
would last. We spoke about growing corporatisation— 
and of getting more professional funding into films and 

greed that it was still far off. | 
zo VE had spoken on these issues at an industry confe- 
E rence called FRAMES, where my disappointing conc- 
` lusion was that any sensible investor would stay far 
- away from the industry. This isn't because the indus- 
try has di rt y money in it—that it does—but because it 
simply isn't structured for an investor to get fair returns. 
1e first thing to realise about our film business is 












E producers or directors. They are the distributors. 
lere's what typically happens: producers put to- 
short-term borrowed funds, then directors and 
ake a film. They immediately turn around and 
—sellit to tt e distributors. So all the money to be made 
2x be the ‘promoters’ happens before the film is released. 
. - True investors don't like this. 
< => Distributors take the risk if the film flops and 
reward if it succeeds. If they don’t buy a film, 
it dies in the film can. In effect, distributors de- 
~ termine what types of films get made. Distributors 
have built their own thumb-rules over time. A 
Shah Rukh film is worth paying Rs X for, a Salman 
film X Rahman’ s music is worth Z and so on. A 
vi sexy ‘item number’ adds a little more. 

"^. 7. So, sadly, this is how films get announced. A pro- 
ducer understands the formula, signs up a few dis- 
n tributor-friendly stars and music directors and says 
he’ s making a film. Nobody really cares about the 
ory, plot, characterisation. It’s just film-making by 
Songs are shot in different locales and stages 
; around the world. The ensuing hotch- 
ien launched into theaters. 
ly non-cooperator i in this chain, of late, 
















NOTES FROM THE TROUGH 


— ey needs now is a new kind of formula film. 


“has been the audiente, that has been stayir 


wants films that are "zara bat ke. 


that: ihe true risk-takers or entrepreneurs are not the 
- bought by distributors is an 


wih 







B Mahesh Murthy 





droves. With the exception of Raaz, r 
posedly broken even in the last few yea 
Devdas or Saathiya, which highlights a dif 
| em—large-scale | ying about performance | 
All aspiring film-makers tell me that hea 
Ey veryon 
great story she wants to shoot. I can't agree m 
the hurdle is distribution—if the film doe 
picked up at all, the effort goes to zero—and 
me, I’ve seen enough good films lying in cans that 
haven't made it to the screens at all. = — — 
There are a couple of ways out. One IT 
your dues and build yourself a stat te: in er redi 























willing to bi TY you produ uce. One AN 
mastered this—Ram Gopal Varma. | sat whatif ^ 
you're not Ramu yet? — 
The second way I've been 
forget about the Indian terrest 


Look overseas. Virtually Ta 
released | in the Us--even: d 








look at some sort a an ashe et 
$400,000 for a half-decent film. —— 
Which beings us to the jon A 













loud ‘Yes’. We can: lied. to prox odu 
tent film with Arri cameras, Kodak st 
and great actors from NSD for less tha 
of Rs. 2 crore. You can’t do this el 
|. Of course, Foi need to have ag 







neur should have Fu anyway. puris ds ribu 
will also come around, once they. realise that the old | 
formula isn't working any more. BE "x 





companies. You can fi reach him at ToheshGoassonfund. om; C B 


JULY 20 2003 BUSINESS TODAY TO] 





bt managing 


JUGGLING 








Also in this section 


104 At Work 


oe ux Case Game 


110 Case Solutions — | Case Solutions 


112 Bookend 





Nightmares 


Presenting, a day in the life of an HR honcho at a 
business process outsourcing unit—a leader who guides 
his team on an unenviably sticky wicket. sy T.r. vivex 


“IV. VIP 


B 12:30 


quum of the HR vp 
put their heads together 


die. oon 
HEN YOU ARE IN THE BUSINESS OF 
managing a 3,700-strong, young, 
ambitious and essentially noctur- 
nal workforce, there’s always some- 
thing somewhere that can go wrong. 
So, a smile plastered on to your face 24/7 helps. 
Aniruddha Limaye, the 48-year-old, short and bald- 
ing Vice President, Corporate HR and Training at the 
Gurgaon-based BPO biggie Daksh, perhaps knows 
the value of that smile better than most. 





Early Bouncers 

For Limaye, a filmmaker-turned-exec, marathon 
meetings and endless cups of Georgia coffee are a way 
of life when he is not travelling (something that he 
now does very often since Daksh has set up a new 
centre at Mumbai). This Monday is particularly hec- 
tic as the HR council, comprising the HR directors of 
all business units at Daksh, is meeting to chalk out a 
new financial incentive programme for the call 
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Making the newcomers 
feel at home 


Keeping an eye on the real 
action on the calling floor 


15. 45 





centre executives and team leaders. Like most pres- 
ent day execs, Limaye has a penchant for heading 
towards the whiteboard. And since it's the end of the 
month, he's also signing a fat book of salary cheques 
in between. The discussion in the rather small confe- 
rence room is heated and despite his elaborate expla- 
nations scribbled on the board, the council is still 
undecided on the new incentive structure. There 
will have to be another session. 

The meeting carries on but Limaye shuttles across to 
a bigger room with a bigger audience at Daksh's 
labyrinthine 1 lakh square feet corporate office. Here he 
is addressing a bunch of 50-odd new recruits. Most of 
these new recruits are freshly-minted graduates who 
seem pleasantly surprised to have the top HR man 
speak to them. The big-picture man that he is, Limaye 
gives the attentive group a broad overview of the fi- 
nancial services project that it will soon start work on. 

In an industry where the attrition rate is as high as 
40 per cent, retaining employees is a tough task. And 


with Delhi and NCR being the call centre capital of 
India, job openings are aplenty. Sometimes the prospect 
of earning a few hundred rupees more could trigger the 
young employees to switch over to a rival call centre. 
"The MNC captive call centres offer a better brand im- 
age for them. But we have to keep reminding them that 
aspiring for something prematurely can be disas- 
trous," says Limaye. He has managed to keep the 
attrition rate a lowly 25 per cent. 

Open communication channels with the impres- 
sionable and just-out-of-college agents is also something 
that's high priority for Limaye and his HR team. When 
the news about the controversial New Jersey law that 
seeks to limit the extent of outsourcing from the US 
broke out last month, Limaye and CEO Sanjeev Aggarwal 
immediately held meetings with all the employees to al- 
lay fears and explained how the proposed law deals only 
with work outsourced from US government agencies, 
which forms only a small portion of the worldwide Bro 
revenues. Each quarter there is an open meeting with 


15:20 


14-00 Time for a quic 

the cafeteria 
all the employees where the company appraises them 
about the company’s performance and the outlook 
for the next quarter. Grievances of any sort can be aired 
in the presence of the top bosses. 


The Slog's Always On 
The HR department's schedule is exacting. Limaye 
himself works 14 hours a day. Once every fortnight he 
stays back till four in the morning, when the operators 
of the late-night economy are at their busiest, to keep 
in touch with the action on the calling floor. At Daksh 
night shifts that begin at 9 PM and go on till 5 AM have 
at least 1,000 agents working and require humongous 
logistical support in the form of transportation and 
food—close to 450 Qualis Muvs to ferry people and a 
1,000 meals. ^Even though it's a well-oiled system, there 
can be an odd vehicle breakdown and delay that can 
make parents anxious," says Limaye. 

BPO companies today are a great new source of 
opportunity for nearly two lakh graduates mostly from 





Lending a patient ear to 
an irate employee 


non-professional educational streams and the number 
is projected to touch a million by 2007. But a combi- 
nation of factors like working late hours and the mec- 
hanical act of attending a couple of hundred calls a 
night and speaking with an accent can make the job too 
boring too soon. And a few rude calls could be a 
confidence crushing experience. Keeping the hordes of 
restless youngsters happy at work is perhaps the 
biggest challenge for HR execs like Limaye in the BPO 
business. “An informal, enabling and fun work culture 
is a must at call centres," he says. Ergo, the calling floor 
at Daksh is jazzed up using soccer star jerseys and other 
footballing paraphernalia. There are monitors placed 
at each bay that flash current happenings, sports and 
weather updates from various parts of the US. That's 
to make sure the agents attending customer calls 
aren't found wanting if a caller decides to get a little 
chatty and starts talking about the inclement weather 
in Miami or the latest NBA scores. 

While walking through the calling floor, on his 


E 


next MEIN 





It has been a hectic day, 
but it's not over yet. 


way to the cafeteria for a quick bite at around 2 PM, 
Limaye stops to watch the agents in action. Satisfied, he 
moves on after a quick pep-talk. 

BPO companies are often plagued by indiscipline 
and absenteeism especially during the weekends, 
thanks to the relatively immature workforce. “The best 
way to deal with this is to show them hard data. I try 
to create a sense of accountability by showing them 
how their conduct has let down an entire team," 
Limaye explains. Instances of office romance and 
members of the same team getting married is a com- 
mon occurance at Daksh. ^We have a code of conduct 
in place and the persons in question are asked not to 
make their feelings too obvious," he says. 

By the time is six in the evening, Limaye is through 
with another meeting decides the agenda for a confe- 
rence call with an overseas client later in the night. 
There's just enough time for Limaye take a deep 
breath, but the smile isn't too far away from his lips. 
Remember? BPO means 24/7. Ef 
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The steel giant plans to beat the 
commodity cycle by focusing on 


brands and higher-value steel. 


BY DEBOJYOTI CHATTERJEE 


T'S A DAY AFTER TATA STEEL 
has announced its best-ever 
results—bottomline up a stun- 
ning 500 per cent—but its 
Managing Director of 24 months, 
B. Muthuraman, is as stoic as the 
product his company makes. “The 
results are very good, but the 
company has a long way to go if 
it is to sustain its performance 
even when the market conditions 
are not as good it is now," ex- 
plains the 59-year-old. 
Self-deprecating? Well, realism 
is more like it. After all, prices of 


104 BUSINESS TODAY JULY 20 2003 


steel have been on a roll since April 
2002. with prices of HR coils ris- 
ing from Rs 11,500 per tonne to 
Rs 19,500 per tonne currently. 
The going has been so good for 
steelmakers that even debt-ridden 
public sector giant, Steel Authority 
of India, reduced its net loss from 
Rs 1,706 crore to Rs 304 crore. 
But industry analysts expect prices 
to settle down in the second half of 
next year. Exports, which surged a 
million tonnes last year to touch 
3.7 mt, are expected to decline due 
to lower global demand and trade 





restrictions. That means Muthura- 
man, who joined Tata Steel as a 
graduate trainee in 1966, will be 
back grappling with the industry's 
worst enemy: business cyclicality. 


Muthuraman knows as much and 
that's why instead of celebrating 
his company's record perform- 
ance, he's already looking ahead. 
His single-point agenda is to figure 
out how to beat the commodity 
cycle. And going by Tata Steel’s 
new initiatives over the last four 


years, the right-handed batsman 
and former captain of irr Madras’ 
cricket team may already have 
found the answer. 

(After he was named to suc- 
ceed J.]. Irani, Muthuraman was 
playing a management cricket 
match when, in a moment of in- 
spiration, he dived across to take a 
catch off his own bowling and 
nearly fractured a finger. Irani’s 
last piece of advice to his successor: 
"Muthu, now that you are the 
Managing Director of Tata Steel, 
stop diving across cricket pitches." 


B. Muthuraman, MD, Tata Steel: 
Breaking through the commodity cycle 





THE BRAND PUSH 


The share of branded products in overall sales is growing. 








4000 4 34 
| 
| 28 
3,000 ] jl 
2000 -7 14 2 
11 
| 9 
1,000 + 
| 
iEn ie TQ TUM " 
FY 1996 FY 2001 FY 2003 FY 2004* FY 2005* 
Turnover in Rs crore W Branded products as a percentage of steel sales 


*Projected 


i 


H 


Humming to a new tune: Tata Steel's cold-rolled steel plant in Jamshedpur 


Muthuraman seems to have heeded 
his advice. He now spends more 
time on the golfing greens, sharp- 
ening his 14-handicap game.) 
Drive through the company's 
4-million-tonne-per-annum (TPA) 
facility at Jamshedpur and you can 
feel the steel giant humming to a 
different tune. No longer is the 
buzz about tonnage and spot prices. 
Instead, talks of customer value 
management (CRV) and retail value 
management (RVM), and branding 
make up the conversations in 
shopfloor offices. Walk down the 
corridors of the main works build- 
ing and you are accosted by green 
belts and black belts from the Aspire 
programme, which combines prin- 
ciples from TPM, TQM, and Six 
Sigma. Says Muthuraman: “It’s an 
institution that is breaking the com- 
modity cycle and redefining itself as 
an industrial FMCG company." 
Not surprisingly, then, Tata 
Steel's strategy to beat the com- 
modity cycle is not unlike an 
FMCG’s. It involves two things: One, 
branding and, two, gearing the 
product mix towards higher value. 
Over the last four years, the com- 
pany has launched a slew of 


106 BUSINESS TODAY JULY 20 2003 


branded steel products, primarily 
for the retail consumer such as the 
construction steel brand Tata 
Tiscon, the galvanised sheets brand 
Tata Shaktee and in the tubes seg- 
ment Tata Tubes. 

The strategy is already work- 
ing. The share of branded flat prod- 
ucts, Tata Shaktee GC and Tata 
Steelium CR, in the overall segment 
has risen from 6 per cent. In long 
products, almost a fifth of the sales 
come from branded products. And 
overall, a good 14 per cent of steel 
sold is branded. Says Kabir Seth, chief 
of brand and corporate marketing: 





“What is important is that we are 
now being able to clearly build 
brands and go for capturing mind- 
and heart share of our customers.” 
By the end of fiscal 2004, the share 
of branded steel is projected to 
double to 28 per cent, and the year 
after that to 34 per cent. 
Branding, however, is only part 
of the strategy. A bigger thrust, 
which is more important from the 
customer point of view, is on crea- 
ting a better product mix. What 
does it entail? Essentially three 
things: identifying key opportunities 
and segments, growing in high 


THE BRANDING PROCESS 
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. The Case Of The 
. Impeccable Shirt 


Should Rann Readymades recraft its key brand’s image? D. Mehta of Arvind Brands, 








n A. Nanda of Alok Nanda Associates and Kalyanmoy Chatterjee of TNS-Mode discuss. 

P" 

| MPOSSIBLE TO BE IMPECCABLY DRESSED ALL THE TIME? “It’s all fact," said Nath, “all fact.” 

I” No problem, Whizz will take care. It was a "Yes, I know. I’ve got it all in my head. I’ve been on 

h brand of formal office shirts that had entered the this brand! for 10 years. Up the crest, down the trough. 

Indian market a decade ago. A century-old American The rise/ the fall. And now the rise again." 

brand, it was licenced to Rann Readymades, a sub- “Yesf but still, these sales details—showroom by 
sidiary of a textile manufacturer that had set up showsoom—tell quite a vivid story of what went 
India's first iso 9002 plant for shirts. wronfg in that 1998-99 and later phase, when excise 


The shirt brand had entered India as an Am 
brand, complete with readymade | 
heritage: how its collars set the 






erican  kickfed in and we fell into the discount trap trying to 
j > È ^ beat the market recession. 
You'll be surprised by the shift 



































F 


^ 


a -standard for sophistication, tales — MEM - | "E in the base of Whizz wearers. 
" of marriage proposals received — Py E | A A! Good that we've refocused 
: by the imaginary Whizz Man, ~ E E 1 our retail strategy now. — 
how the shirt entered the ` E a Whizz had started with 
White House wardrobe... all ^. ; "EE India’s swankiest shirt show- 


B. rooms on the mall streets of 
Indian metros, but the dis- 
count phase had severely in- 
jured their prestige. In the 
past two years, however, 
* Rann had returned to its 
| premium underpinnings. 
| The shops frequented by 
| bargain-hunters had been 


very Boston snobset-ish, all 
very impressive. 

And Whizz had come, 
as most American brands 
do, with strict guidelines 
on its character and beha- 
viour in this “new mar- 
ket” (to Whizz). It had 


come with clear n 












negotiable global nor closed, new fancier ones 
| - on formal attire. Priced B opened, and the in-store 
| the very top of the | merchandising contempo- 


sed to suit new techniques 
Bias ‘colour blocking’. 
; deed, colourful shirts 
"had been added on, as part 
P Of the semi-casual Spellbound 
Ecollection, launched to give 
T Whizz complete domination of 
| the perfectionist male's wardrobe. 
fact, the entire product portfolio 
* i been recrafted, of late. 
lac be limited series Dali collection. 
Ti aly for a couple of months anc 


the brand wa 
sharply, one—ey 
at the globe-trotting Indian 
business perfectionist. ^ 
“Phew,” said Vijay Nath, 
chief of Rann Readymades, “it’s 
been quite a decade, hasn’t it?” 
Rajesh Rastogi, head of busi- 
ness, Whizz, did not respond, He 
just flung a dossier onto Nath’ss_ 
desk like a frisbee. “Hear that?” he | 


muttered, “I heard it whizz.” 
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value segments such as auto skins 
and white goods sheets to pre-empt 
competitors, and getting out of the 
spot market in favour of long- and 
medium-term contracts. 

The rationale, as the company's 
Deputy Managing Director Tridi- 
besh Mukherjee explains, is straight- 
forward. Long-term contracts al- 
low 'relationship pricing" and, 
therefore, are less vulnerable to 
market vagaries. The first signs of 
success came when spot prices dec- 
lined in March and April this year 
and yet Tata Steel was able to get 
better realisation for its products 
than it did the previous two months, 
when spot prices were higher. 

Today, Tata Steel is the 
only Indian steelmaker that 
makes carbon wire rods, 
and steel for automobile 
and white goods. And the 
goal is to increase cold- 
rolled steel sales to auto- 
market from 30 to 39 per 
cent and to white goods 
from 13 to 40 per cent. 
"We want to achieve 
strategic supplier status and 
partner with major custo- 
mers in auto and white 
goods," says Muthuraman. 
Adds Mukherjee: *That 
means a large segment of 
our B2B business is with 
clients who look long term and 
work on an agreed price mecha- 

nism.” In the retail segment, the 
company is stressing on brands and 
distribution to create loyal customers. 















Back To Basics 
For a steel company, making the 
transition from commodity to 
brands wasn't easy, though. As a 
first step, it focused on channe 
management and putting togethe 
feasibility reports from as early on a: 
1999. Once the exercise seeme 
a branding taskforce was « 
up in the MD's office ir 
2000. By April, there was ; dy 
Bed brand management dep 


TURNOVER 
Figures in Rs crore 


and the first brand Shaktee was 
launched. By 2002, a brand pro- 
tection group was put in place and 
another brand (Tata Pipes) 
launched. And in February this year, 
Steelium—a cold-rolled sheets 
brand—was introduced. 

The company also realised early 
on that mere branding would not go 
any significant distance, unless it 
was accompanied by meaningful 
changes in customer experience. 
To do that, it launched customer 
value management and retail value 
management programmes, which 
bring the customer directly in con- 
tact with the company instead of the 
distributor. For example, when a 


RIDING THE BOOM 


Strong domestic And overseas sales have boosted the bottomline. 
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contribute to solve a problem. 
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channel, the 
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ats modifications in 
Fs, it is often the people 
5pfloor who get in on the 
s Mukherjee: “We have 
letely debunked the top-down 
P del and it is now a knowledge- 
yased initiative where anyone can 


On the retail front, the com- 
is setting up a dedicated 
first of its kind in 


also replace one of its blast fur- 
naces to ensure better production. 

But should a company rated by 
World Steel Dynamics as the third 
best in the world after Nucor and 
Posco, really worry? The men in 
Tata Steel would rather that they 
do. ^We know we have a long way 
to go and to travel that road, har- 
vesting and managing knowledge 
will be the key," says Mukherjee. 
And that is the priority within the 
company right now. New ventures 
in ferro chrome in South Africa, 
boosting chrome exports from 
India and a titania project in Tamil 
Nadu along with a one million 
tonne steel expansion project are on 
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m FY 2001 m FY 2002 


the anvil. *Chrome is a special fo- 
cus area and our South Africa ven- 
ture will clearly mark a new be- 
ginning for us," says A.N. Singh, 
Deputy Managing Director. 

But more than all these ventures 
what the company wants to imp- 
rove is business processes. “We und- 
erstand that this is going to be the 
key to success in the next 10 years if 
we are to remain EVA positive on à 
sustainable basis," says Narendra 








the country. The idea is to get 
customers to ask for steel by brand 
name rather than category. In fact, 
so enthused is the company by 
the response to Tiscon and 
Shaktee, that it is planning to add 
4 new bar mill in Jamshedpur an 


Sharan, Chief of Business Practices. 
No doubt, financial health is impo- 
rtant. But as the 93-year-old com- 
pany is learning, surviving the next 
100 is definitely going to take a 


d whole lot more. 
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cially coated fabric—a raincoat.” On the comfort pa- 


terms—with the unveiling of its Flex collection, with its 
Lycra-fitting appeal to the fitness-driven yuppie, the en- 
 ergetic busybody who valued freedom of movement but 
t the cost of being forced to conceal his torso. 
1, 2002-03 had marked a re- 
: “The sales trend is heartening,” 
said Nath, “but Rajesh, we're a little 
on time here. I want the angle of 
praph’s incline to be steeper. I don't 
^ ^vwant Whizz to ascend, I want it to 
shoot. I want to get within a million 
__~ shirts by next fiscal. For that, we have to 
.—. get our targets into even sharper fo- 
cus, We've done a good job collection 
by collection, we know exactly who 
© we are talking to. But what about brand Whizz per se?” 
“What about it?" asked Rastogi, "We re getting 
decent response to the current campaign." 
"Yes we are," admitted Nath, eyeing the survey 














E dossier again, “But the results of the current per-. 


-= ception survey are hardly cause for whoops of joy. 
. Rival brands such as Le Orleans and Morrison have 
-. enhanced their prestige tremendously at our cost dur- 

ing the slack phase. That we still own upper-end as- 

sociations of ‘integrity’, ‘etiquette’ and ‘business 
sense’ is just a consolation, to my mind.” 

“I guess those ‘voice of authority’ launch ads stuck,” 
mused oe 









à rrect ‘cuff. length: 2” asked Nath, in mock igno- 
rance, referring to the launch messages that had 
made a dot of Huet pono on dress code. 










Send BTCS followed by your comment (not exceeding 160 
aracters) to the number 2424. 






"Note: Not available with all cellular operators. Regular SMS charges apply. 





rate e slceve-tag literature, had been 
se .. evolved. We wouldn't dare talk of dress etiquette 
nical breakthroughs had done the trick. Whizz tad 





wowed the dices consumer with its Rs l SA 0 Bs 

hirts, for < about what cannot be changed and what must be 
ery changed. The brand has not changed, and it’s the 
| same person we're talking to. Just that this person 
-has evolved, having travelled across the world and 







o cular Ea at the fibre stage. The cotton re- C 
s its breathability and natural hand-feel. Our com: s 
petitors might claim to match the innovation, but 
what they're really selling is a shirt made of arüfi- x 
end of the spectrum. In office after office, whites a Lo 
rameter, Whizz had scored another success—in niche ^ pale blues aren't even the norm anymore. All it took was 


cone powerful ‘friday dressing’ brand, a dotcom wave, 


"The challenge 

for the company 
is to reconcile the f 
brand's rule-oriented] 


heritage with 

contemporary 
top-end market 
motivations” 





f Is there a management genius latent in you? Take a crack at the thirtieth Interactive BT Case Game. 
Should Rann Readymades go in for a brand overhaul? 
* Send “BTCS Y” if yes is your answer, to the number 2424 on your mobile. 

|. F Send “BTCS N” if no is your answer, to the number 2424 on your mobile. 


0 know the final poll results send “BICS F"to the number 2424 after July 20, 2003 








"Yeah, I know what you mean. The market has 





























anymore,” said Rastogi. 
“Precisely,” said Nath, “We need to be clear 


Sharpened his sense of fashion.” ME 
“Well, let's face it,” continued Rastogi, “the markets. _ 
perception of officewear has shifted towards the casi l 


and wham—Whizz got repositioned. Yuppies started 
seeing Whizz as some stiff-collared rule-maker hellbent 
on covering the walls with hang-ups.” 

“Two points,” ' said Nath, “one, 
you're exaggerating the casual Waves — 
Two, dotcom mania is over. Collars ` 
have stiffened. But yes, Pm not sure if. - 
our response of launching. bol 
colours has been such a wise ide 
dissonance is apparent. Dress. 
cability and casualness send. 
ing signals. The brand ne 
cohesive story to tell, 

“In that case, we: 
licencee to do some Indian | ; 
shrugged Rastogi, “real Indian. 
means none of that one-eyed sharpsh 
need depth-of field vision, bot a i eye 













“Bair enough,” aid Nath, “The culleng: i is to: 
oncile the brand’s rule-oriented visions Ren with c 






promise any ren Of pet compuhich 
"Well, the Lycra-fit idea is a starting point, 
Do you think we can stretch it to a more gener 
brand positioning idea?" She 
Seed are Nath and Kasicui wasting 
their effort? 
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ANN READYMADES' APPROACH SEEMS TO BE 
" impulsive and lacking in long-term vision. Trying 
b.to beat the market recession through discounts, 
mpts to cash in on the semi-casuals trend, or even 
. introducing lycra-fittings aimed at yuppie fitness freaks 
^ has only served to confuse the customers even more, di- 
luting, in turn, the core Whizz i image. 
Letus analyse the issue keeping Rann's end-goals in 
i mind. “A million shirts by the next fiscal" and “a 
steeper: growth” are among the company’s stated 
objectives. Given this, focusing only on the top end of 
the market (the globe- -trotting Indian business perfec- 
tionist) is not exactly a wise decision. Rann would 
stand a better chance of meeting its targets if it broad- 
ened its focus to include a wider swathe of the market, 
Widening the target group would also mean looking 
at different need segments. A 


"Rann would comprehensive understanding 
stand a better of the distinct need groups 
chance of meeting would be necessary. From 
its targets if it Vijay Nath's experience, apart 
broadened its from the "stiff collar formal 
focus to include white" need, there seem to 
a wider swathe of exist "bold colour semi-cas- 


ual" and “fitness-driven yup- 
pie" segments as well. 
The "stiff collar formal white" segment is looking for 

_ exclusivity, and superiority. This segment comprises 
people who want to stand out from the crowd. The 
p product, price, positioning, retailing need to be tailored 
-. to suit the needs of this segment. An exclusive outlet with 
= the right ambience would be a step in the right direction. 
~~ On the other hand, the fitness-driven segment 
.. attaches more importance to product attributes 

: as. freedom of movement. The products that 
the « ompany puts out in this segment should exude 
energy and fitness. Lycra-based offerings would go 

| well with this segment; 
^ “Bo old coloured semi-casual” shirts are something that 
i wem more sociable and fashion conscious customers 
.. Will take to. This segment has a preference for products 
2M that are in line with the newest fashions. 


the market" 
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nents she 
than the major ones mentioned above. Tango 
point of any branding strategy should be a thorough 
investigation of the different need segments in the 
market. The next step is to design appropriate Po 
for these segments. Today, the company’s Dali collec- 
tion, the Spellbound collection and the Flex collection. - 
are catering to needs of different segments, though 
they come under the same mother brand Whizz. 

It makes sense for a company like Rann to have a 
diverse range of sub-brands under the Whizz umbrella |. 


There are many more consumer r segi 








name since its products have to satisfy different, often 4 
contradictory, consumer needs. 

For sustainable growth, a multi-brand. strategy with 
focused positioning would be a safer bet than putting - 
all its eggs in one basket proverbially. After all, fads 
come and go, but brands are there to stay. 





ALOK NANDA 
| Managing Director, 
| Alok Nanda and Company ampum anons 
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EFORE WE DECIDE TO PRAISE. OR. RUN DOWN NATH” 

and Rastogi, it is necessary to understand he 

shirtings market in India. In recent years, the 
market has developed several - 
segments, the major ones being - Evene loves a 
that of the casual shirt, the g | 
dress shirt, the party shirt, and m 
the formal shirt. It makes sense. -4 reo 
for a shirt-maker like Rann tell the worl 





Readymades to avail itself of — what it stood for. d 
the opportunities that such a_ This is an 
trend presents, and claim a- etiquette brand" 


bigger share of the country" s 
wardrobe. Failing this, it is likely to remain a niche . 
player in the formal shirtings segment, and permape over 
time, lose its edge there as well. : 
These Bee are ne driven z a fundan 









or her sneak experience, ee has. bee E 
proliferation of multi-brand outlets ac 
This has major m fot the: sh 





equately "— in ae vital retail space. Those 
tha ied to make i it P in this pana are g likey to 


























entire range ula a compa ) roc duas. increasing the 
ility of a purchase on 
necessary for companies to re-invent their 
howrooms', partly if not entirely. The 
veakness of these ‘flagship stores’ in re- 

ttention has led to a bazaar-like at- 


collections being launched thick and 
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is kind of market pressure. 
main focused on a pure formal 
nat would be ignoring the reali- 
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E piece or di Boc So Whizz should Maid for“ cor- 
|. rectness’ of dress, no matter what the occasion. 

TA Nath and Rastogi have their work cut out for 
them: everyone loves a good story. For many years, 
lici forgot to tell the world what it stood for. What 
eeds to do is communicate its story in mass media 
E along with its new product offerings. But even more so 
in the retail environment. T 












[ DARSHAN MEHTA 


President, 
Arvind Brands 
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HE CHALLENGE FOR WHIZZ IS NOT UNIQUE. EVERY 
i mcd international fashion brand is always try- 
- ingto discover the ‘golden mean’ where it pre- 
serves its brand heritage on one hand, and yet re- 
mains contemporary in an ever-evolving fashion land- 
scape. However, like all complex brand challenges, 
the solution lies in attacking the problem in a multi- 
2d fashion, because no single solution could 

st. ‘My recommendation? 
rong brand sub-segmentation, keeping the 
mother. brand i intact. This could be done at every level 
(communication, merchandising material and also the 












ripheral evolving audience. 
or her part. This has. also = 
driven clientele, W 


newer trends in the country, rather t 


inless and Flex collections are a re- 


1 r iiri how we pus 


passion. Whizz would never always lead and 
create fashion trends through never follow. The 
loudness in its styles and brand shot ild 
colours. However, it would innovate and drive 


c dae every "T es f e erie has i its own iu tiis | 


store level). Internationally, a good example of the 
skillful handling of a similar challenge through such a 
solution is Ralph Lauren. Over the years, while Ralph 
Lauren has kept its strong brand franchise to its core dis- 
cerning audience intact, it has created strong sub- 

brands such as Chapps by Ralph Lauren, Polo by 
Ralph Lauren and Ralph, to cater to the necds of a pe- 





in an attempt to remain desirable to a fashion- | 
Whizz should always lead and never, - 
never follow. The brand should innovate 














strong international analogy is Tho 

Even within the fashion arena, a bi 
should keep in mind its roots. 
There is fashion and there is 





“Whizz should 





seek to become more trendy 
through relatively muted and 
deep-rooted fashion in fabric 
and silhouettes. 

Whizz should widen and deepen its merchandise 
range in two areas. It was hitherto not present in, for in- 
stance: knitwear, blazers, jackets, suits, winterwear, 
men's grooming accessories, and so on. This would cre- 
ate an aura of contemporariness around the brand. 

The right balance between the brand's American 
heritage and a very modern and urban outlook can. 
be achieved through an appropriate evolution i in the 
brand articulation: This can be done in terms 
brand’s logo on one hand, and the-loo 
on the other (exclusive stores being 3l ) 
cations of the or 


newer trends in the 
country, rather 


than emulate" 















whole e generation bici grew up any WE H .$ $n ith as 
a habit. On the dd iie there 3 was i à y junger 


of these stores as it duddy. 3 W.H. Smith 
want to lose its core aging audience by adden 
creating a brand which these people did not identify 
with. Yet, it wanted to lure the younger age group. It 
wanted both father and son. So W.H. Smith em- 
barked on a brand change programme, which was 
carried out in three phases over five years. The results 
are for all of us to see today, and also emulate. 

Lastly, any brand, especially a brand in the market 
space of fashion, cannot be everything to everyone, and 
Whizz must realise this. There would definitely be 
people who just do not deserve a Whizz! £8 
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Tomes on Carly 
Fiorina's victory 
at HP shareholder 
value, common 





sense advertising 


and covert 


communication. 





By George Anders 


Portfolio 
PP: 248 
Price: Rs 1,240.02 
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IMON SAYS ABOUT-TURN; SILICON 

Valley says “Oh yeah?" If this 

sounds like business as usual in 
the ‘land of the free’, or in the land of 
the e-revolution, stop right there. 
George Anders, an editor at Fast Com- 
pany, could change your mind about 
the Valley’s famed chutzpah with this 
engaging but erratically-worded acc- 
ount of the 2001 struggle (not “cru- 
sade”) that Carly Fiorina, chief of 
Hewlett-Packard (HP), “the outsider”, 
found herself leading against the 
claimants of Bill Hewlett and Dave 
Packard's legacy. 

Anders does a vivid job of character 
build-up. That too, without getting 
over-awed by the garage startup tale of 
HP, a 1937 creation of 'tough love' 
Dave, who bent oscillators out of shape 
in fury and served people steak on pic- 
nics, and ‘passionate’ Bill, who used 


2003 


HP's Carly Fiorina: Still ain't over till it'S over 





post-war idealism to foster a 'contri- 
bution' culture of hierarchy-free infor- 
mality. This was “The HP Way’, defiantly 
oblivious to Wall Street. Profit? Merely 
a means to an end. “The objective that 
makes all other objectives possible," 
in Dave's words. 

Yet, by the time Carly was brought 
in (mid-1999), HP had turned into a 
boring professionally-run manufacturer 
of grey boxes (PCs and printers mainly), 
internet-lost and bumbling. Hints of 
maverick HP-man Dick Hackborn's 
mentorship save Carly an embarrass- 
ingly hagiographic portrayal. But she 
still gets catapulted into reader mind- 
space as a heroic figure—by her Anti- 
gone-like passion, medieval history deg- 
ree, birdfeeding home-life, love of jazz 
and zest for high drama. “Our balls 
are as big as anyone’s,” she once told an 
audience, flinging off her suit jacket to 






























reveal a socks-stuffed bulge. This is 
the lady from AT&T who foresaw 
PCs as tools for a communication 
revolution. Just the person, you'd 
imagine, to revive HP's spirit of inno- 
vation. “This is the workshop of 
radicals," she said in her first cor- 
porate ad, featuring the old garage, 
“The original startup will act like 
one again. Watch!" 

Some cheered. Others cringed. 
Carly first ran into resistance while 
trying to restructure the multi-divi- 
sion HP to reflect market realities 
(front end to engage customers and 
back end to invent stuff), But for all 
her garage-cosiness, this was still 
“Bill and Dave's company "—trans- 
fixed by The HP Way and suspicious 
of intrusion. Rather than get squas- 
hed by the irony, on Tuesday the 
4th of September 2001, the ‘usurper’ 
took the biggest shot of her life— 
proposing a merger with Compaq. 
The HP stock crashed. Once Walter 
Hewlett, Bill's son, staged a revolt, 
the deal and she looked done for. 
Give up? No way! The campaign— 
nay, the agony and ecstacy—to win 
the shareholder vote for the deal 
forms the book's adrenalin-pumped 
climax. Carly managed to cast it 
broadly as a nostalgia-versus-vision 
battle, and swiped victory. But she 
still had to appeal—emotionally— 
to the original iconoclasm that made 
Bill and Dave the legends they were. 

ARESH SHIRALI 
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The 
iumCommon 
Sense of 
Advertising 


Uicising obe finus Bibi 





| Sanjay Tiwari 


Nae —— m e i r: 








Sense Of : nfo | 
Advertising lectively processed... so let's go by the f 
By Sanjay Tiwari criteria. The step-ladder charts for ‘hi 
Response Books efit’ insights (ask ‘so what?’ at each st 
PP. 322 stand out. Coffee stimulates--so what? 


Price: Rs 380 


IVEN THE GROWING HACKER MENACE, THIS 


covert communication manual ought to 


find takers in India. It deals with both crypto- 


graphy, which is about scrambling messages, 


and steganography, which is about concealing 
them (the Greeks started it off by tattooing 
shaven heads). Hi-tech forms of both are ram- 
pant on the internet. Of the 500 images that 


Cole randomly downloaded from eBay, over. 


150 had data hidden in them. So too on chat- 
boards; people don't always say what they 
mean, nor mean what they say. 

The bad guys are at it, and Cole wants the 
good guys to wisen up. “I do not know of any 
companies that are using stego as part of their 
corporate communication scheme," he writes, 


"But I do know of several organisations that are using stego agains: 
those corporations." The rest of the book is for code junkies. 





ROOF THAT EX-ADMEN ARE NOT ALL SPOOF- 

masters. The uncola-like title sure isn't spoofy. 
This is a starter's guide for the “uninitiated”, 
written by an ex-suit who worked on Santro's 
launch at Saatchi and now runs Pegs & Holes as 
an ad recruiter. The book's Darwinian justifi- 
cation of the natural role of advertising is nice, 
and the mate-seeking analogy is used extend- 
edly—for ads that are "noticeable, relev: 
The (un)Common distinctive, identifiable, persuasive, memorable 
and believable". This information will be se- 


freshes--so what? But the charts go no further. 
Also, the suit in Tiwari overplays the ‘self-image’ 
role of advertising, ceding emotional needs to product attributes. 
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By Eric Cole 
Wiley & Sons 

PP. 334 

Price: Rs 1,739.50 
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ENSIS 


Ip, Tarun! 





| am a senior exec at a consumer products company and 
have my own views—I have, after all, been in the business 
for a decade and a half—on how to tackle the slump 
the industry is going through. | thought I had my chance 
when the incumbent ceo left and one of my colleagues, #2 
to the ceo, took over. | didn't waste any time cornering him 
and telling him what | thought needed to be done. He 
heard me out and suggested that | give him some time to 
learn the ropes. Eventually, when he did lay out his 
plans, | was shocked to see all my suggestions completely 
. ignored. When | asked him about this, he responded 
-cryptically that he wanted a team that supported him 
T 3 completely and hinted that | leave the company if | were 
unhappy. He actually ventured far enough to offer his as- 
| sistance in finding a new job for me. Should | quit? 
Can't take the bint, can you? For some reason, your 
CEO has decided that you do not fit into bis team and 
has asked you to move on. However, you shouldn't 
take this too personally. It's probably because of a mis- 
match between your and your new CEO's styles of 
functioning. The best option open to you is to grace- 
fully bow out while you still retain the goodwill of 
your organisation and colleagues. Start exploring 
opportunities elsewhere and take up the offer that suits 
; yon the best. 












~ " have a problem at the workplace. Many of my senior col- 
- . leagues keep dumping me with odd jobs that are not really 
.. part of my regular duties. Given their seniority, | am unable 
-to tum down their requests. As a result, my work is suffering 
: and my immediate supervisor is becoming increasingly im- 
B patient with me. How do I cope with this situation? 
Doing work tbat is not part of an individual's defined 
duties is something that almost everyone, no matter 
bow senior, bas bad to do. But it is important that 


s your regular work gets priority over sucb errands. 


How you cope with such requests is a function of your 

| ability to multi-task and prioritise. If you are smart 
you should be able to keep on the right side of your 
supervisor (and an eye on the main chance) and rise 
in your organisation. 





i am an engineering graduate with à MBA degree from an 
Australian university. | recently applied fora job at a repu- 
ted multinational company. The company gave mea 
written examination but at our preliminary meeti n g—prior 
to it—the HR manager made it clear to me that the company- 
didn't think much of the particular university l obtained my i 
degree from. | studied abroad because | thought ild help 
me get a job. This seems to have backfired. What do t do? 
Obtaining a degree from a university overseas does not 
guarantee a job; not all foreign universities are held in 
high esteem in India. Employers often tend to distrust 
those foreign universities that they know very little 
about. It is evident that you cannot sell yourself to the 
organisation you have applied to on the basis of 
your foreign MBA degree. However, what you could do 
is try and convince the HR manager concerned that the 
handicap of having studied in Australia notwith- 
standing, you possess the skills that are relevant to the 
task at hand. You could even tell him that you are pre- 
pared to go in for a part-time MBA degree from an in- 
stitute of repute should the company feel it necessary. — 
This may change his mind; even better, you could end 
up with a qualification from a reputed. Indian school 
and that will help you when you make TUNE next move. 








My company is trying to cut costs by reducing real estate — 
expenditure. It is doing this by providing us with smaller desks 
and packing everyone into. a small office. This is. physically 
uncomfortable and | have not been able to concentrate on 
my work. Are there any rules that a company must follow 
while allocating workspace to its employ: es? 

There are no sucb rules. As long as the "ace allocated 
to you is sufficient for you to do your work com- 
fortably, you don't have any real cause for complaint. 
But in this case, you could certainly go ahead and tell 
your boss that the crowded atmospbere is hindering 















ause of the achat wir atii Rewerites h ha 
that it is up to the management whether : it dives y 
more commodious work space: or not. a 





Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, Us Dicti of HR firm, 
shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Btn., New Delhi—1 10055. 


114 BUSINESS TODAY JULY 20 2003 


Jobs 1 oday 





SECTOR WATCH 


The Pharma Rush 


The boom in pharmaceuticals has created hot new 
openings for management and science graduates. 





HE PACE AT WHICH THE PHARMA INDUSTRY IS 

growing and the global opportunities it offers for 

career development have been key drivers in att- 
racting people to this industry. The opportunities 
the pharma sector offers to professionals range 
from positions in marketing and sales to those in sci- 
entific research. Following are the areas open to 
Udai Upendra, those seeking to enter the industry. 
VP (Global HR), Research and Development: Scientists are in peren- 
Ranbaxy Labs nial demand in a sector that is driven by breakthroughs. 

Doctorates are preferred, but those with adequate 

qualifications and inclined towards serious research work are also taken 
in by recruiters in this sector. Those with an academic background 
have a tremendous opportunity to make it big in the corporate sector. For 
those with the right aptitude, there are also plenty of opportunities in in- 
tellectual property management and regulatory functions. 
Sales and Marketing: Pharma-marketing was not, until recently, con- 
sidered as exciting as the marketing of consumer durables. This scenario 
has changed with the pharma sector employing pharma graduates and 
post-graduates with good selling skills as frontline medical representa- 
tives. The complexities of pharma-marketing, together with the diversity 
of products and geographic reach, is, in many ways, a challenging ex- 
perience for these professionals. | 
Manufacturing and Supply Chain: Manufacturing and supply chain man- 
agement gives science and engineering graduates an opportunity to 
work in a world-class environment with tough regulatory compliance and 
good manufacturing practices (GMP) and provides them with adequate 
exposure to state-of-the-art technology and managerial challenges. 
Support Services: A MBA degree or equivalent or a degree in international 
management coupled with good inter-personal and analytical skills are 
essential qualifications in support services in the pharmaceutical value 
chain. These support services hire candidates as HR or IT professionals. 
The industry, on the whole, prefers candidates who are result-oriented 
and possess a good amount of creativity and ‘people’ skills. 
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Want a Career that makes you smile? 


Log on to JobsAhead today! 


Over 1,00,000 jobs! 6,000 companies! 
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FINANCE JOBS 


To Apply to these Jobs: Log on to www.jobsahead.com/jobstoday and type the Job Code 































| MAN, AGER - TAXATION ASSISTANT MANAGER - ACCOUNTS & FINANCE 
pun Indi Limited Q Mart 


hould b bs a CA with a relevant experience of 6 —8 years in the industry. CA with relevant 2-6 yrs experience to look after Finance & x 
ill be responsible for the entire gamut of activities pertaining direct/ counts, reporting to Manager Accounts. Experience of Manufacf 
ndirect taxation functions. Job Code: 168537 ing company will be preferrred. Job Code: 169830 


AINAGER - FINANCE OFFICER- ACCOUNTS 
jeron International Zamsindia International 

e candidate should be a qualified C.A.Should have atleast 2-3yrs of Incumbent should be a Commerce Graduate with minim. 
post qualification experience in a Corporate House. Should have been in — 5 years experience in handling all accountancy matters, maintenar: 
orporate Finance and dealt with Recievables, Government Liason,etc. of day to day records, preparation of accounting statements uf 


ob Code: 173196 finalisation. Job Code: 173210 








;ER- FTN ANCE & ACCOUNTS MANAGER - TAXATION 
DOR solutions Pvt. Ltd. Clients of Careerist Management Consultants 
quired! An individual who will be able to develop & implement The ideal candidate should be a i of ICAI, have 6 - 8 years 
D ogressive accounting standards, manage routine accounting issues & post qualification experience. Will be required to have sound know 
sure compliance of all laws & regulations. Job Code: 173839 edge in individual income tax, Customs, STPI and other Busine 
p Law. Job Code: 173878 


GER- FINAN NCE SIKALIEGICPLANNINGMAN 





chsoft Solutions | Abbot India Lid. 
andidate should be CA or MBA in Finance. Should have Min 5 A financial expert having MBA Finance — CA combination, tl 


ats of experience. Should be a Self starter, possess initiative and incumbent would be part of a cross-functional core group workis 
owledge of costing. Job Code: 174307 towards a massive corporate strategy initiative. 


Job Code: 175374 





NIOR EXECUTIVE. “AC COW ACCOUNTANT 


i Consult EE PE y Sery Ces Pact Person nel Pt. Lid. 





$ ponsible for Vendor bills receipt, verification as per contracts & Required for a leading business group based in UAE 
vatd to accounts.Co-ordination with vendors for timely sub- a chartered accountant. Should be a. B.Com/M.Com preferab 
sion of bills in line with contracts, take inputs from vendors higher qualified possessing computer knowledge, accounting sof 
"ut monthly spend for providing provision figures etc. ware skills are key factors. Job Code: 174940 

b Code: 174845 


Resume Blaster - It’s Fast! [o 


send: your resume > to 1000 Placement Consultants within 48 hrs 











fo these Jobs: Log on to www.jobsahead.com/jobstoday and type the . 





SOFTWARE PROGRAMMER 
Larsen & Toubro Infotech Limited T 
The candidate must be a very good C/C++ progr 
would be ideal) with 2-3 years experience. The positior 
iN dm 2 EE years oF related expetience. Mumbai and the candidate must possess good communi 
ode: 163175 | = Job Code: 164372 | 







































BIZTALK PROFESSIONAL 
Logica Software Pvt. Ltd. 

Logica requires for its reputed clients, software professionals w 
on experience on MS .Net, VB .Net, C#, Share Point Port 
merce Server and other MS technologies including B 


Job Code: 174208 





IOR. CONSULTANT ORACLE DBA - PRODUCTION 
Span India Ltd. Raffles Software Pvt Ltd M 
rtise in Java, JSP and Servlets plus expertise in Microsoft tech- ^ Personnel required for Monitoring & Administration of Oracle lust à 
es specifically C#. Knowledge of databases and UNIX. Knowl- lations and Applications ranning on them Supporting ‘Test Initiati 

Lof. Investment Banking domain desirable. (DR / SAT etc). Pro-active performance management of the 
zode: 17469% | bases. Job Code: 174802 








r ARCHITECTS | JAVA SPECIALISTS 


itive Mancer Consulting Services 


hould be BSc/MCA/M.Sc graduate with minimum 4-years of Java specialists with 2-4 years of experience. ‘The developers should 
ll experience in application development. Out of which, you proficient in J2EE with focussed server-side experience. Experienc 
ld have spent at-least 2 years in NET technology. with EAI platform development is highly desited : 
' Job Code: 174903 | 





RAME TECHNICAL FACULTY MEMBER 
Infosys i | Aithent Technologies Private Limited | 
ired for New Delhi office a Mainframe Professional with upto Urgently looking for a Faculty member for our Gurgaon operation. 
rs experience on Mainframes, UNIX, REXX, testing andcoor- The individual should possess in depth knowledge in various teche 
ion. Job Code: 175020 nologies, preferably in Java, |2EE, Automated Testing, Dot Net Oracle 
etc. Job Code: 175048 


esume Blaster - It's Easy! 


instant Access to over 20,000+ Jobs 









































D- RESOURCING 

corm Technologies Lid. 

e candidate will be responsible for recruitments all across the 
nization. Necessarily from the Non-IT background. Should have 

minimum of 3 years exp in recruitment function. 


»b Code: 170100 





TOR EXECUTIVE - TRAINING & DEVELOPMENT 
à Telecom Lid. 

be responsible for identifying the training needs, designing 
aining programs, facilitating the Training Sessions and evaluating 
‘nd results. The position also involves faculty coordination for 
ourced programs. Job Code: 167527 





AD-HR 

ter for. Right Direction 

ie incumbent will be responsible for building a motivational 
ironment for bringing about a performance oriented culture. He 
uld be a change agent for establishing a culture based on the Core 


lues of the Company. Job Code: 162061 





TOR OFFICER- HR 

Management Consultants 

e incumbent must be well conversant with best HR practices, exper- 
|. in labour & industrial is a must, 

ary is at par with the best in the Industry. Job Code: 175311 








laws 


NAGER-HR 

park Search 

quired! An HR Manager with 5 to 8 years experience in resourcing. 
hould preferably be from an IT Recruitment background. An MBA in 
will be desirable. Job Code: 175154 





Log on to www.jobsahead.com/jobstoday and type the Job Code 
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HR- MANAGER 

stesalit Ltd. 

The desired candidate should have 3 - 5 years of experience a 
should have a professional degree in HR. The candidate should 
proficient in recruitment and general HR related administratic 
Job Code: 164905 bi 


GENERAL MANAGER- HR 
Personnel Forum 

The candidate should have a Graduate / Post Graduate degree 
Personnel Management from a recognized institute and sho 
have at least 10-12 years of experience in Industrial Relations / H.. 


in Company of repute. Job Code: 172198 









VICE PRESIDENT- HR 

Peopleone Consulting 

The applicant should be an MBA with 15- 20 years of expetiene 
The candidate would be heading the Human Resource Departme 
and would be in charge of leading the Organisation towards # 
objectives by taking strategic initiatives in terms of Human Resous 
Management. Job Code: 172385 





MANAGER- HR 

MAQ Software 

Key results areas include designing compensation, recruitment, pë 
formance appraisal, implementing recruitment policies, Candida 
must be an MBA in HR from a reputed college. Job Code: 1753* 


REGIONAL HR MANAGER 

Rapid Place 

We are looking for an energetic self starter who is high on inittatis 
He/She will head the entire HR gamut of responsibilities for oi 
Southern Region. Job Code: 174424 


Resume Blaster - It’s Effective! 
No running around for jobs, SAVE TIME ! SAVE MONEY ! 
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Li 
Its not so much what you say, 


it's what you do that defines you. 
We are the standard in E- Recruitment. 





6000 Satisfied Recruiters. Over 2.4 Million resumes. 1,00,000+ live job openings. 


A Resume Database 4 times larger than the nearest competitor. 


Now that's “Leadership” 


JobsAhead, is the leader in the delivery of world class E-Recruitment solutions for the Indian Market. 
Our commitment to our clients, quality, accuracy and leadership defines us! 
Quality recruitment solutions with unbelievable benefits, thats JobsAhead for you. 
JobsAhead...Setting standards for others to follow! 


vw.jobsahead.com | O bs 
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CORO 
“KILLI 


Mid-July, General Motors India 
will roll out the Daewoo Nubira 
as the Chevrolet Optra. Will it 

knock the breath out of Toyota 
Corolla? Autocar India’s Hormazd 
Sorabjee finds out. 





























HEN GENERAL MOTORS (GM) ACQUIRED DAEWOO, 
it unearthed a few jewels from the shambles of 
the bankrupt company. Ripe for the picking 
was a range of world-class cars, which Daewoo 
had been quietly developing before its financial 
collapse. The Nubira is one of those new Ee 
Daewoo models and GM, sensing its phenomenal potential, is | 
wasting no time introducing it in various markets around the THE SPECS 
world. In India and the rest of Asia, the Daewoo Nubira will be sold 
under the Chevrolet brand, badged the Optra. ENGINE SIZE: 1,799-cc Petrol 
The Chevrolet Optra, which goes on sale by mid-July, is GM BENI 





f 


— 


India’s most significant model yet. It is substantially larger and bet- - POWER: 115 bhp 

ter than the Opel Astra, which it replaces and, in fact, promises to give 1.265 k | 

the seemingly invincible Toyota Corolla a serious run for its money. -— WERE i : | \ =~ Sa 

GM India plans to initially launch the 1 8 litre manual and there are 0-00 KPH. 4.7 seconds Y : 4 x 

plans to launch an automatic and 1.6 litre version as well. isda eal I 
The Optra s styling, with its alluring lines and super detailing, 0-100 KPH: 11.11 seconds* 

makes it stand out from the crowd. Take a good long look at the MEME 

car and you think the Daewoo designers have outdone them- TOP SPEED: 191 kph* 

selves. Right? Wrong! If you want a great suit you go to the best tai- | Le 

lor. And in this case, it's Pininfarina, the same legendary Italian de- EME IT A he 

sign house, that’s styled most Ferraris. «dios india tut fiiis 

The design flair is there for all to see; the V-shaped bonnet, 
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prominent three-part grille and 
stunning-looking lights. The fit 
and finish, even on this early pro- 
duction model, is impeccable, 
with tight panel gaps and flawless 
paint job. There's a lot of engi- 
neering that's gone under the 
skin, essentially to improve ref- 
inement and reduce noise. 

It's hard to fault the interiors 
of the Optra, which is possibly its 
biggest strength. Superbly fin- 
ished and well-designed, the 
Optra's interiors will impress 
even those intent on buying a 
larger D-segment car. The LT ver- 
sion comes with all the bells and 
whistles, including leather seats, a 
five CD-changer with steering re- 
mote, a sun-roof and a remote 
boot release (the first for a car in 
this class). But apart from looking 
great, the interiors are functional 
and abound with storage space. 
There are neat touches like a slot 
for a mobile phone holder in the 
rear doors and lots of cubby holes 
in the central armrests. The shal- 
low boot, however, could have 
been more spacious. 

In terms of rear seat comfort, 
the Optra is the easily the class 
leader, distinctly more spacious 
than both the Corolla and the 
Octavia. GM India spent a great 
deal of time perfecting the rear 
seat. There's loads of under- 
thigh support and generous 
amounts of legroom, even when 
the front seats have been pushed 
back all the way. 

The Optra's 1.8 litre engine 
is courtesy Holden, GM's 
Australian subsidiary. This twin- 
cam, 16-valve unit puts out a 
healthy 115 bhp but is no high- 
tech motor. It is based on GM's 
venerable ‘Family-T wo’ line-up. 
But fire the engine and you 
would never know. It idles with 
uncanny smoothness and silence. 
In fact, so silent is the idle that | 
cranked the engine by mistake, 
thinking it was off! 
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At a starting price of Rs 8-9 
lakh, the Optra should be 
more than a lakh cheaper 
than the Corolla 


Initial impressions are that the Optra lacks the 
urgency and punch of the Corolla. This is true at 
low rpm where the engine does feel relatively 
lethargic. You really need to use the gears to wring 
the most out of the Holden engine and that's not 
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something to look forward to. 

The gearshift is heavy and slow and selecting re- 
verse requires a fair amount of effort. Wind the 
Optra past 3,500 rpm on the smart looking 
tachometer and there's a sudden step up in the 
Optra's tempo. The engine pulls strongly to its 
6,500 rpm redline without much fuss. Close to 
max revs, the engine is a touch boomy but the 
noise is only intensified because of the low levels of 
wind and road noise. The overall refinement levels 
are very impressive and at cruising speeds the 
hushed interiors lead you to believe you are trav- 
elling in a much more expensive car. 

Performance is impressive as well, with the dash to 
100 kph from rest arriving in a scant 11 seconds. In 
third gear, it will slog from 20-80 kph, the all impor- 
tant urban passing band in an even more impressive 
11.8 seconds. However, bring the Corolla into the equa- 
tion and the Optra can't keep up with its Japanese ri- 
val, which is in a different performance league. 


The Faster, The Better 


GM India has worked hard to get the Optra's suspen- 
sion spot on, and its efforts have largely been rewar- 
ded. The Optra feels firm at low speeds and the ride 
is a bit jiggly but it's not obtrusively so. Build-up 
speed and there's a remarkable transformation in the 
Optra's road behaviour. The faster you go the bet- 
ter the ride gets. I was amazed at the Optra's high- 
speed poise on bad roads and the incredible sense of 
stability it imparts. It's not responsive to direction 
changes like the lighter and sharper-handling Honda 
City, but remains much more composed when the 
road surface deteriorates. 

Fuel consumption is average for a car of this size 
and weight and the Optra will return around 9 kpl in 
the city and 11-13 kpl on the highway depending on 
your driving style. That makes it more efficient than 
the petrol Octavia but a notch below the Corolla. 

There's little doubt that the Optra is a credible 
car that can compete with the Corolla on even 
terms. It's modern, stylish and comfortable with no 
serious vices. But however good the Optra may 
be, it will still have its work cut out. It will have to 
compete against the most powerful brands Honda 
(City) and Toyota (Corolla) in the market and that 
is reason enough to worry. 

But the knock-out punch, GM India has up its 
sleeve is the price. Expected at a starting price bet- 
ween Rs 8 lakh and Rs 9 lakh, the Optra should be 
more than a lakh cheaper than the Corolla and you 
can't argue with that. At this price, the Optra is 
simply outstanding value for money. Just what the GM 
wants the Chevrolet brand to stand for. 
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Raiders Inc.: The “forward” team en route the final destination strategises its next move 


LOST, 


BHALUKHOP 


BT’s Moinak Mitra tags along on a reality learning adventure to 
Darjeeling and returns very very wet—but not behind the ears. 
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HIS IS IT," I REMEMBER MY FRANTIC 
mind screaming to me as I fell off 
my sham-of-a-raft and started sink- 
ing like a stone in the ice-cold waters 
of river Pala. I don't remember how 
long I lay under water on the rock- 
spiked sandbed of the river, but the 
hand that finally dragged me back up seemed forever 
in coming. I also don't know if it was a nasty joke 
that my editor was trying to pull on me when he 
nominated me to participate in a three-day reality 
learning programme conducted by the National 
Institute of Sales (NIS) for a cement manufacturer, but 
this certainly wasn't my idea of a joke. 

You see, I am the kind of guy who'd rather curl 
up in a sofa reading a Marquez, with a glass of 
Macallan rather than schlep some 1,400 kilometres 
(fine, by air) only to get myself killed. Besides, I had 
always thought that these reality learning program- 
mes were a bit of a sham—instead of picking up any 
vital lessons in management, you only came back 
with a waist a few inches bigger. In fact, I had smi- 
led wickedly to myself when just two days before I 
set off on the “expedition”, Nis" Sanjeev Duggal told 
me that it was a different kind of a training program- 
me because it would “push my mind and body”. But 
second day into the programme on the rain-lashed 
slopes of Darjeeling, just 60 miles away from the snow- 
capped mountain of Kanchenjunga, I was beginning 
to see adventure-based learning with new respect. 
After all, it was team work that saved my skin. 


Day One 
My 16 companions from the cement company 
reached Darjeeling on the morning of June 20 via the 
Siliguri foothills from Kolkata, and I joined the 
pack the same evening, winding my way up the steep 
and narrow 81-km macadamised road that links 
the hill station to Siliguri. By the time I checked in at 
Hotel Sinclairs, the Lost Dutchman’s Gold Mine—a 
simulation exercise where participants are supposed 
to “maximise the returns on investment”—was un- 
derway. It was raining outside as I made my way to 
the conference room, where the two trainers—Cap- 
tain Shantanu Chakravorty and Nilanko Chatterjee— 
and the participants were already an hour into LDGM. 
The indoor exercise had the 16 participants break 
up into teams of four (being a late-comer I wasn’t 
part of any), where each team was handed a re- 
source pack that would help them “mine gold” in a 
virtual landscape. The trainers, on their part, height- 
ened the difficulty level by simulating hostile weather 
conditions that changed every two minutes, and 
the participants were ranked on “accuracy, timeliness 
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and completeness". (Sadly, the group could only mine 
half of the $60,000 worth of gold available.) 

LDGM was followed by an exercise that sought to help 
participants document the obstacles they were facing, 
if at all, within their organisation. The group of 16 was 
split equally into two and both were given two big flip 
charts on which they were to list their workplace ob- 
stacles. Issues top of the charts: communication, re- 
source utilisation, dead stocks, inventory management. 


Day Two 
The 17 of us lined up the next morning for something 
NIS dubs ABLE (adventure-based learning experience). We 
were herded into three Jeeps and taken 54 km from 
Darjeeling to Bhalukhop (bear's cove in Nepalese), 
near the orchid town of Kalimpong. Here we were in- 
troduced to Dhrubo Kumar Gurung, a former chief 
flight instructor in the Army. In Gurung's classroom, 
Chakravorty took us through the training module, 
designed on military simulation. Handing us maps, com- 
passes, wireless sets, bush hats and numbered T-shirts, 
the captain explained what we were about to embark 
upon. Our task was to build two ordnance factories. 
Before any of us could say cakewalk, Chakravorty 
pulled out a rough map that resembled a flying saucer, 
where he marked off the top half as Red Land and the 
bottom, Blue Land. Then, he laid out the scenario in 
which we were to build the ammunition factories. 
Red Land is waging a guerrilla war in Blue Land, 
which has decided to plug the problem by building two 





Cross-Currents: The picture makes crossing a rive 
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ordnance factories on the common border. “There is 
a major water body (river Pala) that criss-crosses the 
road and is littered with mines,” points out Chakravorty, 
as some of us thank god that this is only a simulation. 

The briefing over, we were given half-an-hour to 
come up with our operation nomenclature and organ- 
ise ourselves into forward and command teams. Need- 
less to say, senior managers in the team got into the act 
and came up with “Operation Giant” as we grouped 
ourselves into two teams: 10 forward and seven com- 
mand members. The role assigned to me was that of the 
mine-watcher, who must lead and inform the de-min- 
ing officer whenever a mine is spotted. 

From the starting point, all the 17 of us had to reach 
a designated command post (we were handed four pho- 
tographs to lead us there) littered with mines. We rea- 
ched the first post without any mines blowing up. But 
I obviously wasn’t keeping a sharp eye out on the sec- 
ond leg of the trip, because I heard a blast right behind 
us. Again I thanked god it was only a game. My fellow 
miner messed up the next time, missing a mine kept 
sideways. We were blasted for the second time. “Blo- 
odied” and possibly a “few men down”, we reached the 
command post, from whereon it was the job of the for- 
ward team to make it to the final destination using dir- 
ections from the command team. Navigation and com- 
munication skills were tested to the hilt and home 
run seemed highly improbable. But the 10 of us in the 
forward team braved the elements and somehow 
reached a green hut perched atop a hill—the finishing 


so easy. It's anything but that 
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Man In Black: Capt. S. Chakravorty (in black tee) 


briefing the team ahead of an exercise 


line. Time taken: 47 minutes to cover a 1 km stretch. 

The game wasn’t over yet. We now had to guide 
the command team, which had the pictures but no clue 
about the lay of the land. It took us three-quarters of 
an hour to guide the eight-member command team 
home. After a short lunch break, we were off again— 
to engineer our own rafts and test them on the churn- 
ing waters of Pala. You already know what happened 
to yours truly on these treacherous waters. Our ad- 
venture on Pala ended with me being fished out of the 
cold river and the teams heading back to Darjeeling. 
That night I slept like I never had. 


Day Three 
The first half of our final day in Darjeeling was spent 
rock climbing at the Himalayan Mountaineering Institute. 


I saw some of the intangible qualities of good manage- 


ment (self-motivation and pride) come into play as men 
in their 30s to 50s variously had a go at the 20-ft artifi- 
cial rock face. As for me, I was the last to play Spiderman, 
with no Mary Jane Watson to fall back on. Never mind, 
I managed in a record 53 seconds. 

Once the climb was through, we went back to the ho- 
tel and into the conference room. From an active par- 
ticipant, I became an observer again because the flip charts 
from the first day's evening session were the subject of 
discussion. I found out that the flip charts had since been 
worked upon by the trainers and turned into a solid ac- 
tion planning (SAP)—a process where all the obstacles are 
addressed individually and possible solutions logged, with 
timeliness. NIS, I later learnt, compiles a study of all the 
groups that have undergone such a training, and sends 
a post-training report to the respective companies. 
Going by my experience, I am sure it works. Especially 
if—like me—you return feeling lucky to be alive. Efl 
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| VERYONE FACES THIS 
problem. You're woe- 





Get Intense To Get Big 


fully short of time and 
yet you don't want to miss 
your workout. The simple so- 
lution: compromise. Cut down 
your exercises, skip the cardio, 
don't do too many reps, etc. 
But do you know that squeez- 
ing in a 15 minute high in- 
tensity workout can actually 
help you build muscles and 
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strength? Cutting down intervals between sets actu- 


ally helps stimulate release of growth hormones. 

If you have just 15 minutes a day for weight train- 
ing, here's how you can make the most of it. | call it the 
"short interval, descending reps combo". Here's what it 


is. It's two groups of exercises. Let's call them Group A 


and Group B. In each of them you have two kinds of 
exercises. Let's take Group A. It has the flat bench 
press and the regular free-weight squat. And Group 
B? The underhand chin up (or the overhand pull-up, 
which is tougher) and the classic deadlift. 

Here's how they work. Do Group A and B on alter- 
nate days. And do them as follows. First, begin with, say, 
the bench press. Use about 50-60 per cent of the 


weight you can use to do 10 reps. Begin with a set of 10 


reps. Pause 10 seconds and do a set of 9. Pause 10 sec- 
onds and do a set of 8. And so on till you do the last set 
with one rep. Take a minute's rest. Switch to squats. And 
do the same thing. A 10-rep set. Ten second pause. A 
nine-rep set. Ten second pause... and so on. That's it. 
You're done for the day. The next day, do group B. Start 
with chin-ups and then move on to deadlifts. The only 
thing. For chin-ups, unless you're superstrong, start 
with a five rep set and go down to one. 

Each group can be done in 15 minutes. l'd suggest 
complementing each group with a high intensity cardio 
session, say, a 10-minute power walk on the treadmill. 
So that in less than half-an-hour, you have a balanced 


workout. If you have access to a gym during your work- 


day, this is a great schedule to follow. 


Tip of the fortnight: Eat four to five small meals, spaced 
through the day, instead of gorging at dinner or at 
lunch. And try to give your self at least two hours bet- 
ween your last meal of the day and bedtime. 
MUSCLES MANI 
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Bye, Alex; Hello, Sanjiv 


A THE DEPUTY PRESIDENT OF COCA-COLA INDIA, 
Sanjiv Gupta would have celebrated the 4th of July 
anyway. Now, though, he has an added reason. On the 
American day of Independence, the 42-year-old Gupta 
will take over as the India CEO of the world’s best- 
known brand. That makes Gupta, an irr-Delhi grad, the 
only second Indian after Jaydev Raja to head the cola 
giant in the country. Gupta's elevation, however, couldn't 
have come a day sooner. For six long years he has toiled 
in the cola trenches, helping the American company cut 
its losses and consolidate its position in the market. As 
his boss Alex von Behr prepares for a posting in the 
Philippines, Gupta has his job cut out. And which is to 
| make cola more affordable to a larger number of 
Indian consumers and push profitability at CCI. 













| ( C kt cdd FICCI HAVE A NEW WRESTLING GROUND 
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Making The Cut 


Kv KNOCK, I AM LOOKING TO MARRY." NO, THAT'S 
not 24-year-old Anita Udeep getting desperate on 
the marriage circuit, but a 90-minute romantic com- 
edy that she—daughter of Chennai-based Pentamedia's 
V. Chandrasekaran—plans to release in the first 
week of August this year. Like the 5ft 4-inch Loyola 
Marymount grad, the movie is a simple story of 

the traditional match-making process. Udeep— 

who also debuts as a playback singer in a soon- 
to-be-released Tamil movie, Whistle—has done 

the script-writing, production, and direction 
herself at a cost of Rs 75 lakh. “It’s a one-man 
show,” says the chirpy lass. Let the show begin. 


G. KRISHNASWAMY 


ANITA UDEEP: 
Shoestring show-woman 







A LEAST THE PEOPLE WHO MATTER IN BOMBAY HOUSE DO. [f af 
How else does one explain Raymond Bickson's lightning- 

fast rise to the very top at the Indian Hotels Company? Barely 
seven months after joining the Taj group as Coo, the polyglot 
Hawaiian has made it to the corner room as the outgoing MD 
R.K. Krishna Kumar's successor. And Bickson denies that 
any such progression was part of the deal when he was 
poached from The Mark in New York. Not that Bickson 
lacks credentials. He's worked all over the world, has degrees 
in hotel services, cooking, and management. As the new MD, 
Bickson plans to “focus on strategy already in play and take it 
to the next level". And when time permits, the surfing en- E 
thusiast also plans to chase waves on Indian beaches. RAYMOND BICKSON: Saying aloha to India 
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Plugging Out 


E GREW A RS 360-CRORE BUSINESS INTO A RS 1,109- 
FL. company in about three years. Which is 
why it's a little surprising that the affable CEO of 
Cisco India, Manoj Chugh, should quit the router- 
maker all of a sudden. In fact, the 43-year-old 
Chugh admits that he put in his papers without 
any offer in hand. So what happened? One school of 
rumour-mongers says that Chugh probably had to 
take the fall for financial indiscretion of one of his 
now-departed senior executives. Chugh vehemently 
denies such rumours, saying that he quit because he 
- had been thinking about doing something else for 
MANOJ CHUGH: Blaming it on a whim sometime now. But smoke without fire? 


Globe-trotting, Still 


| epe SORAB MISTRY, CHAIRMAN & CEO OF MCCANN 
Erickson India, the world is not enough. Starting out 
as a management trainee with McCann in Iran way 
back in 1973, Mistry went on to work in the UK and 
Canada, before donning the mantle of South Asia Head, 
in charge of India, Pakistan, Bangladesh, Nepal and Sri 
Lanka. And now as the SE Asia Head, he'll also oversee 
Singapore, Malaysia, Thailand, Indonesia, Vietnam, 
Laos and Cambodia. “This enhanced role is a reflection 
of my experience with the Indian operations and the 
quality of talent here," says Mistry. He'll be shifting base 
from Dubai to Singapore, and will be looking at bring- 
ing managers from India. Or *Jewel of Asia Pacific SORAB MISTRY: E 
(for McCann)," as he calls it. Bon voyage, Sorab. [m Increasing sphere of inflence 
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Being A Leader 


JAYANT KOCHAR, MD, Amoretto Retail 


EADERSHIP IS ABOUT HAVING 4A VISION. 

About having a dream that a leader does 

not let go of even under dire circum- 
stances. But having a vision alone is not enough. 
A leader must also have the ability to stay on 
target. Having a fixed goal along with the 
perseverance to attain it despite all odds and 
withing the set time, is the defining trait of a 
true leader. Only a leader fully consumed by a 
vision, is able to press into the unknown and 
actually innovate. Innovation is conceiving a 
wonderful idea and translating it into the right 
action. Again, it is not enough for the idea to be 
wonderful; it must be practical enough, along 
with being spectacular. And a true leader has 
the ability to materialise this idea into reality 
with his continued efforts towards the right dir- 
ection. Leaders are expected to show their 
teams the way, to act as guides, to be the exe- 


132 BUSINESS TODAY JULY 20 2003 


mplar of what the business is all about. 

Yet, people, vision, innovation and efforts 
do not complete the recipe if a leader does not 
have the skill to communicate. Communication 
is the ability to effectively introduce the unk- 
nown to the unintroduced, to make the fol- 
lower believe that something is possible. It is the 
transfer of the spirit, the transfer of belief. A 
true leader brokers hope—both internally 


against fears and doubts, and externally against 


tasks that seem impossible. A true leader shows 
his team the right direction, along with moti- 
vating it to achieve the set target. 

Leaders do things they believe in, even 
though they may have their doubts about the 
way they could be materialised. Leaders are the 
only ones who realise that there is no map to 
describe, only an indelible sense of what the 
path to the destination looks like. 
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Colour is life. Think bright not white. 


Take your pick, stand out and be noticed. With the new range of TFT colour 
phones from Samsung, the pioneer in 65,000 TFT-LCD colour screen. That 
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From The Editor - 


URING THE 19905, OR AT LEAST SINCE THE MIDDLE OF 

that decade, the big stock on Dalal Street was 

Infosys. In five years—from 1997 to 2002— 
Infosys' market capitalisation appreciated 30 times; and 
since its IPO in 1993, a mind-boggling 200 times. You don't 
need a stock analyst to tell you that a gain of that mag- 
nitude is a tough act to follow. And remember, the 
Infosys story hasn't played out yet—not nearly. In fact, IT 
stocks have bounced back in recent weeks and not in the 
least because of Infosys’ rather good quarterly results 
and favourable guidance from its. management. But if you 
expect another meteoric rise in the stock price—at the 
time of writing it was hovering around. Rs 3,380—you 
might as well ask for a miracle. Back in the 1980s, when 
its petrochemicals juggernaut was roaring, Reliance was 
the big stock of that decade, its market cap as dominant on 
the bourses as its capacities in the petrochemicals industry, 
where the company virtually defined the market. 

What then could the next big stock (or clutch of 
stocks) for the 2000s be? We decided to look at the pos- 
sibilities. Senior Associate Editor 
Brian Carvalho wrote the cover 
story, which ably analyses the _ 
emerging scenario on the bourses as ~ 
well as in pockets of industry and 
business to bring you some surprise 
companies from among which could 
well emerge the big stock of the 
00s. It could even be more than 
one. And not necessarily from the 
so-called new economy. True, our shortlist of companies 
to watch out for includes two software companies but 
then there's an auto components maker and a bank 
listed there too. Moreover, the BT shortlist—an outcome 
of our crystal gazing—isn't an exhaustive one; there 








could be winners from other sectors too. Branded ap- 


parel? Cement? Telecom? Why not? After all, what 
makes a company's stock big is not the business it is in 
but its business model. Size, a sustainable competitive 
edge, consistently high return on equity, good man- 
agement and government practices... these are the hall- 
marks of big stocks like Infosys or Reliance. Our story 
on the The Search for tbe. Next Infosys looks at new 
prospects to fill the slot as Dalal Street's Next Big 
Stock and examines what it will take to do that. 

Stories about the infotech-enabled services and the bus- 
iness process outsourcing (BPO) boom may be old hat to | 
most of our readers but what about call centres and other 


- ITES outfits coming up at small towns? Read Special Cor- 


respondent Vandana Gombar's story (See Pharma’s Mid- 
Cap Manna) to see how cities like Ludhiana, Jalandhar, 


Manipal and Jaipur have been bitten by the ITES bug. 








SANJOY NARAYAN 




















^ dus World Wide Web was bo. Today, 
verything on it - including email, instant 


1g and streaming audio for granted. 









Tt at is precisely the scale of change Ramco Systems is 
w bringing aboutin Enterprise Systems. 





er ten years and hundreds of complex 
ementations worldwide, Ramco has developed a 
amework - Ramco VirtualWorks. . It goes far 
r ything you have seen so far. Imagine, for 
exampl , being able to see how your software will 
- function - even before a single line of code i is written. 
: Or. being able to switch entire technology: platforms 
_ within weeks. And being able to co-create the solution 
-that is unique to your business. With the built-in abil ity 
to hange as your business evolves, 























with a powerful web- based platform that takes 
ou seamlessly from scoping of business solutions to 
: nal implementation - and transitions right through the 
mplete software life-cycle. Co-create applications 
1 the fly, in a fraction of the time it currently takes. By 
selecting modules from a library of hundreds of ready- 
to-use powari business processes. 





Fifteen years ago, the Net was science fiction 








If all this seems to be in the realm of science fiction, i 
not. Some of the world's largest Fortune -500 
companies are already deploying these solutions. To 
great effect and business advantage. | 






So if you want an Enterprise Solution that you can. 
create according to your specifications, deploy in a^ 
matter of months rather than years and allow for rapid 
change either in response to the business envi ironment. 
or competition, there is only one Enterprise Solutions 
company that can do it anywhere in the world. | 
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Index 


Raining Good News 


On The Horns Of A Rally 
All indices seem to suggest that we have a new bull 
market. There’s just one concern—P-notes. 


The Once & Forever Bulls 
Two veterans’ take on stockmarket trends. 


Dropped Call 
Spectrum shortage and network snarls put a damper 
on cellular telephony services in the country. 


Redoing The Sensex 

The Sensex, its detractors claim, is slow to capture 
upturns and downturns. Is it time to revamp 

the Sensex? 


Naidu Does A Shourie 

Despite earlier obstacles, the AP government 
manages to put its disinvestment programme 
back on track. 


Dilbert 


COVER STORY 


50 The Next Infosys 


In the 1980s, Reliance was the country’s 
hottest stock. In the 1990s, Infosys was busy 
making its shareholder unbelievably rich. 
So—what will be the next big stock? 
Presenting BT’s own shortlist of probables. 


Vijay Vs Vijay 

Liquor baron Vijay Mallya and transport tycoon 
Vijay Sankeshwar nurse the same ambition. 

To become the CM of Karnataka. 


Milk’s Bitter Battle 
Deputy PM L.K. Advani plays the mediator 
in the GCMMF-NDDB stand-off. 





Cover by Kapil 


FEATURES 


60 The Gush Rush 


Domestic exploration for oil and 
gas has very nearly gone into a 


frenzy, as ONGC, Reliance, British i 


Restructuring Bata 
Bata India goes for another round of revamp 
with a strict focus on marketing. 


Executive Tracking 


Mutual Interest 
The trend of M&A deals in India Inc may well 


continue for the rest of the year. 


Gas, GSPCL and Cairns Energy 
get their rigs together. Minor 
strikes there've already been, as 





Black gold: The search b 


we wait for a big one. 
Super Rupee—Sequel 
After making huge gains on the dollar, the rupee is 
now appreciating against the euro and the pound. 


64 Mid-Cap Pharma 
Mania 


The stockmarket sizzlers of 
the past quarter haven't just 
been the famous names you 
keep hearing of. They've been 
second-tier mid-cap pharma 
stocks such as Orchid, Lupin, 
and Torrent. And there'sa 
good reason, too. 


McCann's Woes 

McCann India finds itself in poor shape, thanks 
to the loss of some critical accounts and 
Coca-Cola's leaner ad budget. 


Coaching Czars 
The craze for higher education drives the prep 
school boom to a feverish pitch. 


Orchid's K.R. Rao 
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68 Bollywood Goes Global 


It's the new Bollywood. As local 


are looking hard at the prospect of 
making moolah off foreign audiences 
curious about India's unique culture. 





74 What's Ailing Dr. Morepen? 


What ails Dr. Morepen? A whole lot it 
would appear, judging by its cash woes, 
executive exodus, distribution glitches 
and promotion chaos. The parent 
company, certainly, is in grave financial 
distress. But how has that hurt 

Dr. Morepen? BT investigates. 


1 r E 3 ka hd 
(Ss & — 3 f 
Dr. Morepen’s Sushil Suri 


WE ie. 78 New Expats 
P ^ oe India—a punishment posting? Think 
e again. As expats of all stripes troop into 
% z r the country for a wide variety of 

d- executive jobs, it is becoming clear 
"C that this is one market in which some 
of the most ambitious execs actually 


GlaxoSmithKline’s Leanne Cutts want to gain experience. 





82 Small City ITES 


Sure, everybody knows India’s call centre 
locations. They’re easy to spot on a map. 
But are they, really, anymore? As BT 
discovers, call centres are opening up in 
the strangest of places in the country. A 
look at this new phenomenon. 
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Boom town: BPO's new hot-spot: 


90 60 Minutes 


An exclusive interview with 
Carl-Henric Svanberg, CEO, Ericsson, 
a company that hasn't exactly covered 
itself in glory in the cellphone handset 
market, of late. Plus, there's a slowdown 
that Svanberg prefers to see as an 
opportunity to bounce back. 


Ericsson's Carl-Henric Svanberg 





PERSONAL FINANCE 
96 Mutual Funds 


Here it is, the latest quarterly report on India's best performing 
mutual funds. And you know what? Mid-cap players hog all the glory. 


102 Dividend Yield 


This is an indicator that will 
grow in importance for 
retail investors. 





audiences play hard to get, film makers 








Foodworld’s Raghu Pillai 





MANAGING 


109 Retaining Knowledge 
How do companies cope with 
sudden departures at the very 
top level? Here’s how. 


112 At Work 
How Foodworld has managed 
to rework its operations to inch 
closer to a black bottomline. 


116 Case Game 
Should FMCG marketer 
Archimedia reorient its 
approach to rural markets? 


122 Bookend 
A book on the longevity of 
of capitalism and US 
dominance, and another 
on saving capitalism. 


TODAY 


124 Help, Tarun! 


BACK OF THE BOOK 

132 The Country’s Best Bookshop 
An authoritative guide to the 
country’s best bookshops, by 
someone who’s done the 
circuit. Plus, the very 
best of them all. 


PEOPLE 


138 A. Kumar’s fashion ideas; 
Kapil Kapoor’s overseas 
leap; Karan Bilimoria’s 
exciting brew; Subhash 
Ghai’s digital bug; Y.V. 
Reddy’s RBI term; 
and Rajesh Hukku’s 


survivor tag. 


COLUMNS 


77 Kiran’s Korner 
By Kiran Karnik 


87 By Invitation 
By Salil Parekh 


140 Leadership Secrets 
By Vikram Talwar 








Kapil Kapoor 
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CMM Exclusives 


Q&A: Jagdish Sheth 

Given the quickening ‘half-life’ of knowledge, is 
Jagdish Sheth’s ‘Rule Of Three’ still as relevant today 
as it was when he first enunciated it? Have it straight 
from the Charles H. Kellstadt Professor of Marketing 
at the Goizueta Business School of Emory University, 
Rule of ren: Hol f lost USA. Plus, his views on competition, and lots more. 


Q&A: Arun K. Maheshwari 

] Arun Maheshwari, Managing Director and CEO of CSC 
India, the dombstie subsidiary of the $11.3-billion 

Computer Sciences Corporation, wonders if India can 









ever become a software product powerhouse, given its à ba An b 
lack of specific domain knowledge. The way out? See SOUP, explained f IR 
— the debt-innocent 


Acquire iind companies that do have it. 


ANN ot" The Beetles 


Having sold some 21 million units, the world's most 
enduring—and some would say endearing—four- 
(t ; wheeler model has finally been phased out, more 
ME eee than half a century after it made its debut. The last 
L I Beetle rolled off Volkswagen's assembly line in Puebla, 
Favourite bug: Bidding adi Mexico, on July 10, 2003. Presenting, a brief tribute. 
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Now, get a hot new hanacomert tip for the day every um and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 


TO RECEIVE BT'S TIP OF THE DAY 


1. Goto "Write messages" 2. Type "BTTIP" on the 3. Send the message to 4. You will receive the 
on your mobile phone. message screen. the number “2424”. hot management tip for the 
day in a return message. 


TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Is Sensex 4,000 imminent? 


1. Go to "Write messages 2. Type "BTPOLL Y" for Yes. Type "BTPOLL N" for No. 3. Send the message to 
on your mobile beret the number “2424”, 





*Send BTPOLL F after August 3, 2003, for the final poll results. Readers can also participate in the poll at www.business-today.com 


NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology, UK. www.activemediatech.com 
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Perfection 


Business 

Standard 
Import Car of 
the Year 2003 | 


lt could well be a role model for other cars. The Toyota Camry. Never before has so 


much attention been lavished on the smallest details. Test drive one today. And 


experience automobile excellence of a whole new level. CY) TOYOTA 


camryindia.com 


For further information contact Toyota Kirloskar Motor Pvt. Ltd., (Marketing Division): Tel: 080-7287073. 


www.toyotabharat.com ORCHARD-Ble/TKM 
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Home A-Loan 
Apropos your cover story The Great 
Indian Housing Boom (BT, July 20, 
2003), easy financing and income- 
tax benefits have added to the boom 
in the housing sector. In 1987-88, Rs 
5,000 towards interest on borrowed 
capital for owned property was all- 
owed for deduction from the tax- 
able income. In 2001-02, the figure 
was raised significantly to Rs 1.5 
lakh annually. This tax relief has 
greatly benefited people going in 
for housing loans. The real estate 
market is also proving to be a prof- 
itable investment avenue for inv- 
estors, with real estate prices rising 
rapidly. The housing boom, there- 
fore, looks like it is here to stay. 
AKHILESH KUMAR SAH, Faizabad 


Your cover story The Great Indian 
Housing Boom (BT, July 20, 2003) 
made interesting reading. It referred 
to the boom in allied businesses like 
furniture, accessories and interior 
decoration. Soaring demand for the 
products and services of these ind- 
ustries has, in fact, resulted in a rev- 
olution of sorts. Kitchens, bedrooms 
and bathrooms have now become 
specialised designer areas. Lifestyle 
stores are doing roaring business 
and people are increasingly turning 
towards imported furniture and 
home-fittings, giving these indus- 
tries a momentum of their own. 
DILIP JOSHI, through e-mail 


A Study In Plagiarism 

Mahesh Murthy's column on 
Bollywood (BT, July 20, 2003) was 
well-timed, looking at the hackneyed 
masala movies the Indian audience 
has been force-fed on for several years. 
It is shameful that while in Bolly- 
wood original ideas find it difficult to 
get accepted in the first place, they 
fall victim to imitators the moment 
there is any sign of public acclaim. 
The success of Ram Gopal Varma's 
Bhoot triggered off a glut of movies 
on the supernatural. It is a pity that 
our mainstream directors are turning 
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KM. Birta’s Rip-Roaring s Inc dia Bet 
Coup Stocks 


hevy 





out to be the best plagiarists in the 
world; copying from Hollywood suc- 
cesses or old Indian box-office hits. 
More credible storylines and some 
realism would go a long way in bring- 
ing audiences back to the theatres. 
SATYAJIT MUKHERJEE, through e-mail 


Dubious Distinction? 
Our company Pioneer eBizz has 
been listed alongside companies run- 
ning Ponzi schemes, in Another Rs 
4,000 Crore Scam In The Making! 
(BT, July 6, 2003). Pioneer eBizz 
started its operations in 1998 as an 
ISP and has the backing of financial 
giants like IDBI in the role of equity 
partners. With an impeccable track 
record and a satisfied customer base, 
Pioneer eBizz will never be a part of 
the scam mentioned in your article. 
SANJEEV PATHAK, Vice President, 
Pioneer eBizz Pvt. Ltd. 


Your listing of GoldQuest in Another 
Rs 4000 Crore Scam In The Making! 
(BT, July 6, 2003) was misplaced. 
GoldQuest has never claimed to 
deal in ‘period’ coins. It is a distrib- 





Website: www, Dems 





PUN a 
" E". 
à "i 
- x hy LE 
= Fae. 
z ot be i 
Z Sr = Sg 
* es ORRE 


utor of commemorative gold coins, 
jewellery and watches in strategic 
partnership with reputed mints 
around the world. Among these are 
the Austrian Mint, Royal Canadian 
Mint, Royal Australian Mint, Perth 
Mint and the B.H. Mayer Mint. 
GoldQuest also issues legal tenders 
and every transaction at GoldQuest 
involves a sale; no commissions are 

paid otherwise. 
PUSHPAM APPALANAIDU, Country Manager 
and Director, GoldQuest India 


Clarification 

The editorial Return Of The IPO 
(BT, July 20, 2003), stated that 
Maruti Udyog Limited's shares were 
to be allotted in a ratio of 60:25:15 
to institutions, small retail investors 
and high net-worth individuals, res- 
pectively. In the actual event (which 
occured after our issue had gone to 
press), however, the shares were all- 
otted in a ratio of 40:45:15, re- 
spectively, to the aforementioned 
investor categories. 


In the Trends item Patriot Games 
(BT, July 20, 2003), Mr S. 
Gurumurthy has been mentioned as 
“Mr Fix-it” for his role as a mediator 
in the L@T-Grasim Industries deal. 
We would like to clarify that we 
used that term in a positive sense 
and that it had no derogatory con- 
notations whatsoever. 


Corrigendum 

In the Trends item New Economy 
Monument Maker (BT, July 20, 
2003), the photograph of Astra- 
Zeneca’s R&*D Centre was wrongly 
captioned as John F. Welch Research 
Centre, while Accenture office build- 
ing was captioned AstraZeneca’s 
RGD centre. We regret the error. 
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ere's a new global standard in express delivery, freight and logistics. DHL Worldwide Express, global leader in 
express, Danzas, global leader in air and ocean freight, and Deutsche Post Euro Express, European leader in parcel 
livery, have joined together under the name DHL to offer even better all-round service. We can now offer you more 
rformance, more service and more options in more than 220 countries. So whatever your needs, we can meet them. 
ll us toll free on 1600 111 345 or visit us at www.dhl.co.in to get the power of DHL behind your business. 
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Trade Finance Solution 





[L] Struggle to manage 


|| Hope to find better cost effective 
solutions in future 


L] Talk to us right away 


As the competition intensifies in the Indian Retail Banking 
arena, getting proactive will be the name of the game. 
FINNVONE Suite of internationally acclaimed retail banking 
products from Nucleus Software gives you that first mover 
advantage to get ahead in this fiercely competitive market. 
By extending agility to scale up your services and processes, 
and thereby empowering you to maximize customer acquisition, 
tailor-make market offerings and optimize credit/debt solutions. 
To find more on what Nucleus' expertise can do for your 


business, call Niraj: 98100 71075, Sanjay: 98100 06659 
or e-mail: niraj@nucleussoftware.com 
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NUCLEUS 
SOFTWARE 
Solutions for success 
A CMM Level 5 Company 


PowerCARD 


/ Credit Card Solution 
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CQ TS REMARKABLE WHAT TIMELY AND GOOD MONSOON 
can do to sentiments. Barely three months ago, 
„economy pundits were sulking and predicting dis- 
mal growth for 2003-04. Today, it's a totally different 
story. Agency after agency has been revising its growth 
estimates for the economy. First, it was the Reserve 
Bank of India that hinted at the possibility of the 
... gross domestic product (GDP) growing at 6 per cent- 
_ plus. That was followed by NCAER’s upward revision in 
" estimates from 5.6 per cent to 5.8 per cent. Then 
_ CMIE and Crisil came out with even rosier forecasts, pre- 
dicting 6.5.per cent and 6.4 per cent growth, respec- 
tively. Dalal Street, on its part, has had no trouble 
believing: that this fiscal growth will ` 
zoom. In. the last two months 
alone, the Sensex has gained .. M 
. 700 points, or 24 percent — 
Are the optimists right? It 
... seems so, the reason be- 
-ing a stupendous agri- 
culture turnaround 
that’s in the offing N 
-and continued growth 
in both services and 
manufacturing. - 
J According to the 
Met department, the ^ 


n mal. this year. In fact, in stark con- 
.- trast to last year’s drought (the worst in 15 years), the 
. . total rainfall received (till July 9) is 5 per cent above 
... normal. "That means farmers can sow their crops 
. more or less on time and hope to reap a rich harvest. 
.. Estimates are that agriculture will grow 8 per cent. 
"That's impressive, even though the number is exag- 
gerated by the fact that last year agricultural produc- 
ion actually shrank 3.2 per cent. 
For services, the general estimate is a 7 per cent 
owth. That seems only fair. Despite fears of backlash, 
TES. and BPO (business process outsourcing) industry 
ing. rate enviable 50 per cent. And EE 


side, consumer cifemand within the contin is look. 
ng up. There’s an upturn in the number of interna- 
na tourist ts arriving into the country. In June, for ins- 
tourist arrivals jumped to 256,000 compared to 





“BUSINESS TODAY AUGUST 3 2003 


Raining Good 






















| i monsoon iS going to be nor- be a i 
“KAIAT BARAN dent, though, was on the pricing front. But from the 


0 same: n nonth last year. Then, the healthcare . 





sector is beginning to attract more and more cus- 
tomers, thanks to an unbeatable price-quality equation. 
As far as the manufacturing sector is concerned, we 
would like to stick our neck out and say that it may do 
better than the 5 per cent growth projected by most of 
the agencies. The conservatives’ argument hinges on the 
fact that a revival in agriculture does not immediately 
boost demand for manufactured goods. But here's - 


the interesting bit. Industrial output recorded an inc- = = 


rease of 5.7 per cent in May 2003— 1.6 per cent. 


more than that of May last year. Buoyant exports of. — 


products like auto components and diamonds, among 
others, means that sales for most of the manufacturers 
could be higher this fiscal. 

f Se Dun & Bradstreet 
| Optimism Index for Q3 
į 2003 reveals as much. 

B Three-fourths of the 
E survey’s respondents exp- 
| ected an improvement 
in their volume of sales, 
with capital goods-mak- 
rs showing the most 
! optimism. An equal 
number of respondents 
| expected their profitability 
to improve. The only area 
Wide business didn't seem confi- 


economy's point of view that may actually help spur 
demand, which means the eventual growth in indus- 
trial a may be higher than the projected 5 per cent. 

Now for a question that inevitably follows every 
report of optimism. Can the trend sustain in the long 
term? In the medium term, certainly; in the long 
term, maybe not. No doubt industry has become 
much more efficient and confident (when was the - 
last time you heard the “Bombay Club" crib?), but the 
macro-economic factors—such as low rates of interest, - 
modest inflation and comfortable foreign exchange | 


reserves—that are so critical to making business còm- — 


petitive, may not stay that way for a long time. For gro- un 
wth to accelerate to 8 or 9 per cent a yeat India - 
would need to invest in infrastructure, spend more on 
education and healthcare and introduce major finan- 
cial sector reforms such as privatisation of public sectors 
and tackling of bad loans. Until then, we'll continue to 
look skywards to know our i fatus e m | 
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LEADER 


On The Horns 


Of A Rally 


All indices suggest we have a new bull market on our hands. This time it 
looks like the real thing, save one concern—P-notes. By ROSHNI JAYAKAR 



































HE NUMBERS ARE GOING D-STREET'S WAY. BOMBAY STOCK 

Exchange's Sensex breached its 26-month high of 3721 on 

July 14, before closing at 3686.34 on July 15, the day this 

magazine went to press. The first number is around 25 per 

cent higher than the low of 2997.87 it touched barely three 
months ago, on April 11. In the same period National Stock Exchange's 
broad-based index, S&P CNX 500 is up 32 per cent. And the BT 50, India’s 
only free-float index, up 29.3 per cent. On BSE that’s some Rs 1,87,402 
crore of market value added in 55 trading days. 

The finance ministry, edgy after a series of annual stockmarket 
scams, asked India’s capital markets watchdog, Securities and Exchange 
Board of India to investigate whether this bull-run had speculative ori- 
gins. But with sEBi Chairman G.N. Bajpai declaiming that the rally is based 
on fundamentals, things couldn’t be better. One, there’s a mini-boom of 
sorts on. And two, it’s based on tangibles such as improved corporate per- | 
formance, a good showing (to date) by the monsoon, and improved in- f c 
dustrial growth. Indeed, the fundamentals of the economy have been : 
healthy enough for Centre of Monitoring Indian Economy (CMIE) to up F7 
its estimates for GDP-growth in 2003-04 to 6.5 per cent. 

In a trend that is at once a cause for the upturn in the stock- 
markets and a fallout of that, Foreign Institutional Investors 
(Fils) are back. In June, Fils pumped in $547 million (Rs 
2,581 crore) into the market; till July 14, they had invested 
an additional $362 million (Rs 1,695 crore). All told, bet- 
ween January 1 and July 14, 2003, their investments in the 
market is a whopping $1,605.4 million (Rs 7,566 crore); 
in 2001, the best year for Fit investments in the market, 
the number was $2,671 million (Rs 12,821 crore). 

One reason for that could be that emerging 
markets are back to being ‘in’ with Fils. 
And at present valuations, several Indian 
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stocks are a steal. 

The quantum of investment by 
FIIs has led to reports about hedge 
funds operating in India. Although 
they cannot invest directly in India, 
they can do so through riis. The 
latter buy shares on behalf of the 
former and issue them contracts, 


- termed participatory notes or P- 


notes. D-street buzz has it that be- 
tween 40 per cent and 50 per cent 
of FII money coming in now can 
be traced back to P-notes. Since 
hedge funds are, by their very det- 
inition, focused on the short-term, 
this doesn't bode well for the Indian 
market. Unless, of course, the mar- 
ket can keep up its momentum. 

Several investors believe it can. 
There's Rakesh Jhunjhunwala the 
S tor-trader who has been wait- 
ing for a bull market for the past 
year and half. *I am bullish, not by 
valuations, but by fundamentals," 
says Jhunjhunwala whose prefer- 
ences run to PSU- and pharma stocks. 
Another bull from the late Harshad 
Mehta's era, Nemish Shah, Director, 
Enam Financial Services, has 
emerged from hibernation. Don't 
make a balance sheet every year, 
he urges investors. *Look at the 
long-term picture." Last year the 
average EPS (Earnings Per Share) for 
the Sensex was Rs 288. This year, 
Enam expects it to be Rs 330. 

Jhunjhunwala and Shah may 
well turn out to be right: the current 
edition of the stock market's rally is 
broad-based; even mid-cap and 
small-cap stocks are showing signs of 
upward movement. Still, the scars of 
previous bull runs that petered out 
or turned out to be scam-driven re- 
main. Arun Kejriwal, a broker on 
D-street is worried by the move- 
ment in penny stocks this early in 
the rally (in a sustained rally, this 
takes some time). And the buzz on 
the Street has it that Ketan Parekh, 
the bull behind the 2001 stock mar- 
ket scam is back. Our recommen- 
dation: things look good, but it's 
still a case of Caveat Emptor. 
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The Once & Forever Bulls 


Two who see good things ahead. 


OTH, NEMISH SHAH AND 

Rakesh Jhunjhunwala have 
always been bulls. Shah was 
bullish on Reliance, ACC, and 
L&T in the 1992 bull-run. 
Then, he seemed to have gone 
cold to the markets (even to 
the tech wave), although he 
insists that he was “fully in- 
vested” in the markets all 
along. Jhunjhunwala is a spec- 
ulator who believes that sev- 
eral Indian scrips are under- 
valued. In February this year, 
he assured BT that the Indian 
market was on the threshold 
of a sustained bull run. Now, 
both Shah and Jhunjhunwala 
are out there, out-and-out 





Jhunjhunwala: Fundamentally bullish 


bulls. Interestingly, both advocate a medium-term investing strategy. 
Take a tip from them: buy and hold, then. 








Is KP back? 


No one knows for sure. 





Y 
Ketan Parekh: An encore? 


ge SOME PEOPLE IT I5 ENOUGH 
evidence that the bull who 
moved the markets in 2000 
and 2001 is back. To others, it 
is inconclusive evidence that 
could well be a mere coinci- 
dence. We're referring to the 
increase in the prices of Ketan 
Parekh's favourite stocks. The 
HFCL, DSQ Software, and 
Pentamedia scrips, have all 
moved up marginally. That 
could well be the result of a 
secular market rally—as we 
mentioned even small-cap and 
mid-cap stocks have been part 
of the recent revival on the 


bourses—although it really is much more sensational to attribute 
the interest in these scrips to KP's return. 
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OR BACK-SEAT EXECS CAUGHT IN ONE OF DELHI'S OR 

Mumbai's ubiquitous traffic snarls, the mobile 
phone provides an escape pod—away from the gridlock 
and into the rarefied realm of work. Now with 2.1 mil- 
lion subscribers in Delhi and 1.9 million in Mumbai 
crowding the airwaves, or the 6.2 to 8 Mhz (per op- 
erator) of spectrum available, that option is either not 
available or, when available, often not of a quality 
that facilitates seamless two-way conversations. 

The problem isn't as acute in other cities, although 





RE-INDEX 


Dropped Call 


No, there are no easy answers to this one. 


it is but a matter of time before that happens: Last year, 
India added close to 6 million subscribers to the exist- 
ing base of 6 million; this year, it will add another 12 
million. Companies providing cellular telephony serv- 
ices lay the blame for the gridlock squarely at the door 
of the government, which they claim is dragging its feet 
over releasing more spectrum. 

The government has said that it will release more 
spectrum, although that will take some time. In the 
meantime, it says, operators can maintain the quality 
of service by investing in network-upgradation. The 
Cellular Operators Association of India claims that 
with the industry's average revenue per user (ARPU) 
being lower than what it costs to serve a subscriber, 
none of the operators can do that. Besides, argue some 
operators, they have already done what they could 
and point to the fact that cell-sites are located as close 
as 150 metres apart in high-traffic areas as evidence to 
this. The man in charge of regulating India's telecom- 
munications market, Telecom Regulatory Authority of 
India (TRAI) Chairman Pradip Baijal is having none of 
that. ^I do not believe spectrum is a constraint at pres- 
ent,” he says. “Maybe later, but not now”. Basic op- 
erators who use CDMA technology to offer ‘limited 
mobile’ services claim their technology uses the spec- 
trum more efficiently. And the calls continue to drop. 

VANDANA GOMBAR 





Is It Time To Redo The Sensex? 


Tu SENSEX, ITS DETRACTORS 
claim,is slow to capture 
upturns and downturns. We 
tend to agree (which is why 
we have our own index). 
Here's why: one, it excludes 
small- and mid-cap stocks 
where most action happens; 
two, it is weighted in terms 
of market capitalisation and 
movements of a few heavy- 


weight stocks can make it 
swing either way; and three, 
BSE hates making changes 
in it. "Index composition is 
reviewed on a quarterly ba- 
sis," explains Dr Bandi Ram 
Prasad, Chief Economist, 
BSE. "It is a widely-tracked in- 
dex and changes are made 
only when necessary." Last 
year saw two changes in the 


index: icici! Bank replaced 
icici and HDFC, Reliance 
Petroleum; M&AS made both 
changes imperative. With 
the country's largest carmaker 
and the country's largest 
cellular telephony company 
now listed, BsE could do 
worse than be a little more 
adventurous. 

NARENDRA NATHAN 
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KULDEEP BHARDWAJ 





As the BT 50 indicated several weeks ago, a stock- 
market revival is definitely underway. 


137.21 4 








100 a 


Jan. 2002 me 2003 


| Oz OF THE ADVANTAGES OF A FREE-FLOAT INDEX IS 

BT | that it is far more responsive than other in- 

| | dices—put simply, it is faster to indicate either an 

uptrend or a downtrend. True enough, BT 50 

Index, India's first index based on free-float did 

just that with the recovery underway. But we are 
getting ahead of the story. 

In early 2003, BT decided to launch its own stockmarket in- 
dex because of issues it had with the construct of India's two 
most commonly used indices, BsE's Sensex, and Nse's Nifty. Both 
are based on market capitalisation; that is, the weightage allotted 
to a certain company in the index is based on its market cap- 
italisation. The problem: the inclusion of closely held compa- 
nies with large market capitalisation distorts the index. Corollary: 
the total exclusion of such companies will render the index un- 
representative. The Nifty, for instance, includes Wipro, one such 
company, while the Sensex doesn't. 

BT decided to adopt the free-float method, wherein the 
market capitalisation of a company is based on the quantum of 
shares available in the market for trading. Ergo, this method ex- 
cludes the holding of promoters and strategic investors. However, 
while companies are required to furnish their shareholding 
pattern to the exchanges, the current format of disclosure isn't 
very strong—some companies have reported that their free 
float is 100 per cent, while it is common knowledge that a ma- 
jor portion of the equity of these companies is held by a few 
strategic investors. BT discounted these strategic holdings 
when it was calculating free float. Free float didn't just help us 
choose the companies that should constitute the index; it 
helped us allot them weightages. To complete the methodology: 
the free float is according to data as on December 31, 2002; the 
index begins in January 2002, a relatively stable period; and its 
base value, like other indices is 100. Keep tracking! 
NARENDRA NATHAN 
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“Can my people work from 
anywhere in the world?” 






The answer is |3;:1/5-131*]; 
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| Whatever your communication needs - 
| come talk to us for a solution 


Business users need to constantly keep in touch with their customers, 
| associates and colleagues. 
| That's why, Ericsson iPBX provides business users with personalized, 


seamless access — from anywhere and at anytime via preferred devices like > 
Scalability 8-32,000 lines 


PCs, laptops, mobile phones, smart phones, PDAs, and ordinary desk mE: Hiahest in th 
ighest in the world 


phones. 


| 
| 
| Ericsson, with its 125 years of leadership in telecom has proven expertise 
| to create right solutions for all your business communication needs. DECT Cordless 


Walk The Talk 
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Naidu Does A Shourie... 


...and promptly gets on to the task of selling some blue-chip holdings. 


HEN THE GOVERNMENT OF 
Andhra Pradesh sold its 26 
per cent stake in Godavari Fertilisers 
and Chemicals to the Chennai-based 
Murugappa Group for around Rs 
100 crore recently, it acquired more 
than the money—an appetite for 
divestment. Predictably, it is now di- 
vesting its holdings ranging from 
0.44 per cent to 25.36 per cent in 
eight companies. It co-promoted 
one of these, AP Paper Mills; in the 
others, it is just another investor. 
None of the deals is likely to be 
as large as the GFCL one, and the 
bulk of the Rs 100 crore the state 
government plans to raise will likely 
come from the sale of its stake in 
Tata Engineering (See Naidu’s Sell 
List). *Thus far, disinvestment has 
always meant the sale of assets," 





NAIDU'S SELL 
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Hyderabad Industries 


. Tata Engineering 






COMPANY x AKE* — — VALUE ^ 
ND S. m 13 
AP Paper Mills -25.36 24 
Bakelite Hylam -885 1 










*Andhra Pradesh's equity holding in percentage 
^ Expected value in Rs crore 


Chandrababu Naidu: Following in Shourie's footsteps 


says one state government official. 
"This is different." He can say that 
again: Naidu will have to fight nei- 
ther unions nor political rivals to sell 
his stake in the eight companies. 
The money should help too. Given 








OH, IT'S 
IMPOSSIBLE, 
IS IT? UJATCH 


I DON'T SEE HOL 
THAT HELPS... 


UPGRADE ALL OF 
OUR NETUJORK 
SERVERS BY 
TUESDAY. 


WHEN HE WAKES UP 
HE WILL BELIEVE 
THERE IS PLENTY OF 
TIME AND THAT YOU 
ARE A WEASEL. 





the state’s precarious financials (a 
fiscal deficit of 4.48 per cent in 
2001-02), the chief minister needs 
every rupee he can lay his hands on 
to keep AP chugging. 

E. KUMAR SHARMA 
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DIEBOLD INDIA. 


FEBOLD 


We wont rest. 


Diebold ATMs are now 


manufactured in India. 


And, if you know Diebold, you 
also know that we have the 
region $ mosi comprehensive - 
sales and service organization. 

It all adds up to one strong 
commitment to India. By one 
powerful self-service company. 
Expect highly localized solutions 
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For India. From Diebold. | 
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In the Wake Of Maruti 


It’s a good time for public sector IPOs. 


— 


NALCO: Will delinking the IPO from the strategic sale help? 


HE MARUTI IPO DID WHAT EVERYTHING ELSE FAILED TO: PERK UP THE 

market for new stocks. That’s good for corporates and for 
Disinvestment Minister Arun Shourie, too. He’s got a long list of pub- 
lic sector units that he needs to sell to fill up the government’s im- 
poverished coffers. Already, Shourie has stated his intention to sell 
the government's residual stake in PSUs where the government has sold 
a controlling stake. The list includes VSNL, CMC, Balco, IBP, IPCL, and 
Hindustan Zinc. That apart, he has Nalco, Shipping Corporation of 
India, and BPCL—among other key psUs—to sell. If Shourie is able to 
line up his Psus quickly enough, he may get to ride the Maruti 
wave. “If the pricing is right, investors may come flocking,” says 
Prithvi Haldea, a primary market tracker. 

But the odds of the government catching the boat are long. 
For one, in six companies where the government has residual 
stake, there has been little trading in recent years. More importantly, 
the government is still to appoint merchant bankers, obtain the req- 
uisite inter-ministerial clearance, and draft a prospectus for the 
IPO. Then, there are big hurdles in the disinvestment of some po- 
tentially attractive PSUs. Take the case of Shipping Corporation of 
India. Even after foreign companies were allowed to bid for a ma- 
jority 51 per cent stake of the company, not a single offer has 
come in. The result? The race is confined to just three Indian com- 
panies: Videocon, BPL, and Essar (Great Eastern walked out because 
of delays). Similarly, Nalco’s sale has been hanging fire for three years, 
although its prospects now look brighter, given that Shourie has 
delinked its public issue from strategic sale. 

Oil companies HPCL and BPCL do have investors drooling, but the 
problem here is of getting all the constituents of the ruling NDA to agree 
to their sale. Their sale may yet happen. But Shourie may have 
missed the window for the others. 

ASHISH GUPTA 
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A fale Of Two Vijays 


Mallya and Sankeshwar, both Vijay, and both businessmen, want to be CM. 


NE IS A LIQUOR 

baron with a 
larger-than-life image, a 
recent entrant into pol- 
itics. Another is a 
transport tycoon who 
made his political de- 
but six years ago. Both 
are Karnataka-based 
businessmen; both have 
extensive media hold- 
ings; both share the 
first name Vijay; both 
are followers of Sri Sri 
Ravishankar; and 
(wonders will never 
cease) both aspire to the chief min- 
istership of the state, although nei- 
ther will confirm the fact. 

Vijay Mallya, everybody knows. 
He is the Chairman of the Rs 3,000- 
crore UB Group , a Rajya Sabha Mr, 
and Working President of the Janata 
Party. “I looked around and saw 
that the Janata Party’s symbol of a 
farmer carrying a plough had 
tremendous brand equity,” laughs 
Mallya. “So, like a good business- 
man | bought the brand.” 

Although the man’s efforts to 
unite the various factions that once 
constituted the Janata Party have 





OVERDRIVE 


GM Unplugged 





Sankeshwar (L) Vijay Mallya: Who will be Karnataka’s Perot? 


proved futile, he claims the re- 
sponse to his low-key, statewide 
meet-the-people campaign has been 
“tremendous”. “My immediate aim 
is to have at least 20 MPs in the 
next Parliament and make the 
Janata Party the focal point for all 
non-Congress forces in the state,” 
says Mallya, adding that this is an 
achievable target. “Like a hard- 
headed businessman I am aware 
of the constraints." 

The other Vijay, Sankeshwar is 
his last name, is not as well-known. 
He runs Vijayanand Roadlines 
(turnover of around Rs 300 crore), 


and owns Vijay 
Karnataka, a Kannada 
daily with a circulation 
of more than five lakh, 
and Vijay Times, an 
English one (for the 
record, Mallya owns 
the Kolkata and 
Bangalore editions of 
The Asian Age, Blitz 
and Cine Blitz). 

A BJP MP for six 
years, Sankeshwar 
quit the party in May 
this year to launch his 
own outfit, Kannada 
Nadu. Come October 2004, and 
Kannada Nadu proposes to con- 
test all 224 seats in the elections. 
“Only a regional party can meet 
the expectations of the people,” 
says Sankeshwar. 

The two Vijays will meet some- 
time soon. “Some common friends 
have arranged a meeting and I hope 
we can pool resources,” says Mallya. 
Sankeshwar is still playing coy. “It is 
too early to comment,” he says. 
With both being ardent followers of 
Sri Sri Ravishankar, there could be 
a twist in this tale yet. 
VENKATESHA BABU 





alk about vengeance. For years General Motors India made do with just two cars 
from the Opel stable. But since December 2002, ami has hit the market with a string of 
new Cars in various segments. For the line-up, see below. 








Prices ex-showroom, Delhi 
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Milk s Bitter Battle — What Superpower? 


As UNDP’s Human Development Report 
2003 reveals, India has a long way to go in 
becoming a global superpower. For starters, 
it must spend more on public health. 


Technology: Diffusion And Creation (1996-2000) 


R &D Expenditure Internet Users Cellular Subcribers Telephone Mainlines 
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A Verghese Kurien (L) & Amrita Patel: A family feud 





HE cia Ea 
HE WAR BETWEEN GCMMF's (READ AMUL'S) VERGHESE zm NDA O o 
Kurien and Amrita Patel, Chairperson of NDDB 


(Mother Dairy), shows no signs of letting up. On the Economic Performance (2000-2001) 







contrary, Kurien—who's opposing Patel's move to GDP (2001) GDP (2001)  GDPpercapita Avg. annual change 
make NDDB the mother of all co-operatives by setting up Per capita US$ Per capita: PPP US$ MSS 200D 4 gredi uan 
marketing companies along with various state milk Wilco 3 24 2 |. 25350 ~~ d. 2348 
cooperatives—may have only stepped up the tempo. [6] JAN 3 2,601 "d ^. 25130 


"NDDB's mandate is to replicate the Anand model 





across the country. If they want to go any other way, E us +. - 
we'll they have to go back to the Parliament first," says zs 24,219 
Kurien. His objection primarily is to the setting up of EB ow —— ET 2 4020  /X— 
a ‘marketing company’ by NDDB, as against a coopera- mm DÀ 462 2,840 4 
tive set-up in GCMMF for its brand Amul. 
On its part, NDDB claims that its marketing joint-ven- Inequality In Income Or Consumption 
ture proposals have the approval of the Ministry of Share Of Income Or Consumption % 
Agriculture, besides which the marketing jvs will con- Poorest 10% Poorest 20% Richest 20% Richest 10% 
tinue to be managed by the cooperatives. GCMMF's re- E GERMANY (1998) 2.0 5.7 A ogi 







ply: ^NDDP's role is that of a development organisation [6] JAPAN(1993) 4. a 3 
and a facilitator, and (it) should not meddle with mar- - US (1997) - 21$ Ed - 
keting,” says a top source at GCMMF. - 
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NDDB is hitting back at GCMMF, too. Recently, zs UK (1995) $ 2.1 à 
Dhara Vegetable Oils and Foods Company, NDDB’s BS cHINA (1998) E 24 47 E 

E wholly-owned subsidiary, terminated GCMMF’s exclu- mmm  |NDA(97 3. E 
; sive marketing contract for its brand, Dhara, in favour | 
E of Mother Dairy. Although Kurien wouldn't confirm or Priorities In Public Spending (2001) - 
E deny it, he is rumoured to be pushing for B.M. Vyas, Public exp. on education Public exp. on military Public exp. on health 
; GCMMF’s Managing Director, as NDDB head, once (% of GDP) = 2000) (%6 of GDP) (98-2000) CHE (98-2000) 
E Patel’s term comes to an end in October this year. | len — 3487 — 
E The twist: Patel might push for an extension. [e] JAPAN —— 
i Such has been the acrimony between the two that all | me yg —— 
E efforts by mediators (including former PCL Chairman EB Uu 7 i 
E Hasmukh Shah) have come to naught. The new peace- 7 - > 
E maker on the scene: L.K. Advani. *The skies will clear WE cun F 
E soon," says Kurien. Especially if Advani orders so. mim NDIA E 
| SHAILESH DOBHAL Source: UNDP Human Developrient Report, 2003 


k^ 30 BUSINESS TODAY AUGUST 3 2003 


The IBM ThinkPad. 





The IBM ThinkPad is the business perk that goes where you do. 
On the road. In the air. Or just about anywhere. 


To make sure it's your preferred travel companion, we've made the IBM ThinkPad 
extra light. And extra tough. Its matt black titanium casing protects your data 
from nasty knocks. 


The IBM ThinkPad notebook is fully equipped with future-ready technology. 
Like wireless connectivity*, which makes sure you are online - wherever 
you happen to be. 


The unique Embedded Security Subsystem* ensures maximum data security. 


And to protect your investment, most IBM ThinkPad models come with a 3-year 
insurance’ and a 3-year global warranty’. 


The IBM ThinkPad is India's No.1** selling notebook that also has over 
1000 awards against its name. To get your hands on one that fits your lifestyle, 
take a look at the range available. Then make sure you don't leave office without it. 





IBM is a registered trademark of International Business Machines Corporation in the US and/or other countries. Other company product or service names 
trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks of Microsoft Corporatic 

technological measures for copy protection. IN SUCH EVENT, YOU WILL NOT BE ABLE TO USE THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDI 
detailed during the initial launch of the product, or upon certain reinstallations for the software product(s) or reconfigurations of the computer, and may be 
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IBM ThinkPad notebooks, powered by the 
Mobile Intel? Pentium® 4 Processor-M or 
Mobile Intel’ Pentium® Ill Processor-M 
are designed to suit varying needs 


R Series: Best blend of portability and essential 
features. Ideal for sales people. 
Estimated Street Price: From Rs. 86,900/- * 


T Series: A balance of performance and portability 
For the office, at home or anywhere in between. 
Estimated Street Price: From Rs. 1,59,900/- * 


X Series: Extra-light, extra-small, ultra-portable 
notebook. Ideal for frequent travellers. 
Estimated Street Price: From Rs. 1,24,900/- * 


A Series: A high-performance desktop 
Ideal for people who need to carry work hore. 
Estimated Street Price: From Rs. 1,45,900/- * 


alternative 


IBM recommends Microsoft® Windows® XP Professional for Business. 


may be trademark 


2002 (on revenue). ‘Available on select models. 'Insurance at the sole discretion of Bajaj Allianz. Customers need to send application forms to Bajaj Allianz for eligibility. ( 


;ompleted by Internet or telephone (toll charges may apply 





For those who have arrived, but Still have to travel. 


www. ibm. com/in/tpdecision 
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response Gin. ibm.com 
e Bangalore - 6787216 
e Chennai - 24988508 
e Kolkata - 22822126 

e Mumbai - 28533577 
e New Delhi - 23702022 


e IBM Smart Centre - 1600 446666 


The Shoe Still Pinches 


Bata India puts itself through yet another round of revamp. 
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OR A COMPANY THAT 
has dominated the 
Indian footwear industry 
for 72 long years, Bata 


President, Bata India. 

The emphasis on out- 
sourcing is to be accompa- 
nied by a focus on new de- 


India’s inexorable woes signs. The company has al- 
seem ironic, Last year, Bata ready introduced two of the 
sold 60 million pairs of Canadian parent, Bata Shoe 
footwear, racking up Rs 760 Organisation’s most popular 


crore in revenues. While 
that was actually a 9 per 
cent drop in sales, net losses 
almost doubled to Rs 7.41 
crore. At the root of Bata’s 
problems is its bloated and 
unruly workforce of 8,500-plus. Not 
surprisingly, then, the current round 
of restructuring at Bata envisages a 
dramatic change in strategy: Instead 
of making nearly 60 per cent of its 
footwear itself at four different fac- 
tories, the company plans to focus 
only on marketing. For starters, it 
will spin off the two big facilities in 
Mokamghat and Faridabad into sep- 


Resoling Bata: The brand's still got soul 





arate companies. All loss-making 
stores are to be replaced by large-for- 
mat stores, and the brand Bata is to 
be reinforced in the consumer’s 
mind. “We feel it is absolutely im- 
perative to try and build on name 
Bata not just as a product, but as a 
corporate entity that is perceived to 
have a strong marketing focus,” says 
M.J.Z. Mowla, Senior Vice 


TELEVISION AND THE LIGHT VIEWER 


Viewing Intensity Varies 
Not everyone is hooked onto the K soaps. 


Individual Average Daily TV Time 





Household Viewing Habits 


They mirror individual viewing habits. 


Average Household Daily TV Time* 








brands, Chiara and TINO. 
While Chiara is a range of 
velcro-taped multipurpose 
casual sandals, TINO is a 
range of men’s dress shoes. 
Simultaneously, Bata is in- 
creasing its products under the 
Weinbrenner range to take on com- 
petition from rivals like Woodland. 
In effect, the message that its CEO 
of 10 months, S.J. Davies, is sending 
out is simple: marketing is the key to 
Bata's survival. Whether the strat- 
egy works this time around is, of 
course, a different issue. 
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Household Size And Viewing 


Bigger the household, less the time for television. 


Average Household Daily TV Time* . 
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Heavy >150 minutes; 


A sizeable proportion of the audience (over 


60 per cent) is not heavy viewers of 


Moderate 60-150 minutes; 


There is a direct correlation between time 
spent by the household (viewing television) 


Light<60 minutes 


television. In fact, there is also a noticeable and time spent by the individual 


difference between Delhi and Mumbai. 


Target Group: Female 15-34 years, SEC A & B, C&S Household in Delhi & Mumbai; 


(viewing television). 


*Delhi only 


A household without kids is a light viewer 
of television. Similarly, a household 

with multiple age groups is again a light 
television viewer. 


Source: ViewMatrix, a study by WPP's ATG-MCI 
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EXECUTIVE TRACKING 


Corner Room Chronicles... 


..Continued. Or should we say, “we told you so". 


ey 


T T GRON 


Rajeev Dubey: Out of the corner room 


dq TREND OF CEO-EXITS 
continues. And this time, it is 
clearly the case of a CEO getting 
on the wrong side of the perform- 
perish equation. Late in the year 
2000, when Rajeev Dubey took 
over as CEO of Rallis, he was, at 
46, one of youngest execs ever to 
head a Tata Group company. 
The new CEO got to work ratio- 
nalising the company's operations, 
exiting a few businesses such as phar- 
maceuticals and leather chemicals, 
selling excess real estate, and re- 
structuring its finances. He also hired 
four management consulting firms to 
help him do all these. Last year, the 
Tata Group made him Managing 
Director. Still, Dubey obviously had- 
n't done enough. Rallis' sales nose- 
dived from Rs 1,037.68 crore in 
2001-02 to Rs 845.89 crore in 2002- 
03. And its bottomline plunged: it 
made a net profit of Rs 58.75 crore 
in 2001-02 and a net loss of Rs 
77.27 crore in 2002-03. In early 
July, Dubey resigned from his post 
and was replaced by Dr Venkatrao S. 
Sohoni. Headhunting circles claim 
Dubey will be relocated within the 
group, although the man himself 
wouldn't comment on his future. 
Dubey's exit comes on the heels 
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of the departure of another high 
profile CEO, Cisco India’s Manoj 
Chugh (as was reported in this mag- 
azine earlier). The “43-years-young” 
Chugh is still making up his mind on 
his next assignment. “It could well be 
software, BPO, and what have you, 
but lll be taking a decision in the 
next two weeks," he says. As for 
the buzz in the exec search domain 
about Chugh poaching a few loyal- 
ists from Cisco, he is pleasantly sur- 
prised. After all, “people work for 
people and so if they leave (Cisco) 
following suit, that's okay". Still, it's 
an exciting time for CEOs and 
wannabe-CEOs in India Inc: just think 
of all those vacant corner rooms. 
MOINAK MITRA 


DASH BOARD 


This one is easy. Just when 
everyone was writing the last 
chapter in the Infosys story, 
the company came out with 
results (and better still, a guid- 
ance) that surprised the market 
and showed the world 
that it had learned 
to live with pricing 
pressure. CEO 
Nandan Nilekani 
has reason to feel 
pleased. 


The negative sign at- 
tached to this grade 
comes largely from reg- 
ulatory concerns, but 
fact is Reliance 
Infocomm's Mukesh 
Ambani has pulled off a 
coup with his ag- 
gressive Monsoon 
Hungama promo- 
tion that has sent 
the competition, 
literally scrambling 
for cover. Bravo. 
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A BETTER FUTURE 


Dun & Bradstreet's Business Optimism Index for Q3 
(126.5) shows gains over Q2 (119). 


All figures are optimism indices measured by taking proportion 
of respondents who feel things will be better and subtracting 
from that the proportion of those who feel things will be worse. 
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A humorous look at 1 


Indian CEOs’ feats and foibles 


€ egy ia A classic collection of cartoons depicting leading CEOs 


Presents 


of India Inc. Covering the big deals, the worst scams, 





the stellar successes and a lot more, this special volume 


A humorous look at 


Indian CEOs' , " "y n e ý : A 
fasi ind iiias from Business Today will be as hilarious as it will be 


timeless. Limited Edition. Rare value content. Book 


your copy now. 
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PRODUCT CATEGORY SMALLER METROS BIG 6 METROS 
Hi-fi CD Player 77 76 
Laser Disc 27 22 
MP3 Player 4 3 
Home Theatre 3 2 
4. Wheeler 92 83 
Second House 19 13 
Digital Diary 18 16 
Mobile Phones 25 37 
PDA/Palm Tops 1 1 


Figures are penetration levels in percentage Source: A.C. Nielsen ORG-MARG 


Democratic Rich 


The rich, it seems, are the same everywhere. 


G UESS WHERE LVMH WATCH AND JEWELLERY (INDIA) GETS ITS MOST REVENUE, 
A after Delhi and Mumbai, from? Bangalore? Wrong. Hyderabad? 
Wrong again. Chennai? Nah. The city, surprise, is Ludhiana. That the 
rich, be they from Mumbai or Indore, have similar aspirations and 
consumption habits was something marketers were beginning to realise. 
Only, marketer researcher A.C. Nielsen-ona Marg has come up with a sur- 
prise finding: Levels of ownership of consumer durables such as laser 
discs, MP3 players and home theatre systems among the affluent—de- 
termined by ownership of at least four high-priced durables—in smaller 
metros are actually higher than those in the Big Six metros (See table, 
and the list includes Bangalore and Hyderabad apart from the usual sus- 
pects). Says Kenneth Serrao, Marketing Manager, LVMH India: "While the 
depth of the semi-urban market is not so much, there are pockets of af- 
fluence, besides which promotional and marketing costs are lower.”LG 
Electronics derived almost half of its revenues from semi-urban and ru- 
ral India in the last six months. Even car makers like Hyundai are or- 
ganising road shows in smaller towns such as Mathura and Panipat, 
and have seen their local sales grow by 10 to 15 per cent. While in- 
creasing disposable incomes and higher consumption may be the ob- 
vious reasons, A.C. Nielsen researchers point out that cheaper brands 
from the grey market may be a big driver of high levels of penetration. 
Maybe. The lesson for marketers: Don't ignore the small-town rich. 
DIPAYAN BAISHYA 
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M&A 


Mutual Interest 


Wis TATA MF BOUGHT THREE 
schemes of Indian Bank three 
years ago, the deal seemed like an ex- 
ception. But since then, a steady 
trickle of M&A deals (See Mutual 
Moves) have worked on the contours 
of the industry. And the trend may 
well continue. Close on the heels of 
HDFC MF'S purchase of Zurich’s funds, 


MUTUAL MOVES 


Recent industry deals. 


2001: Tata MF buys three schemes of 
Indian Bank 
Chola buys 49%stake in Cazenove Holdings 


2002: Sundaram buys 39% stake in 
Newton Investments 
Franklin Templeton acquires Pioneer ITI MF 
Credit Capital takes over two 
schemes of BOI 


2003: HDFC buys out Zurich MF 
Principal MF buys Sun F&C's schemes 


Principal mF (formerly IDB! Principal 
MF) has snagged the schemes of 
Sun F&c. Principal has assets in excess 
of Rs 2,000 crore with 1.8 lakh in- 
vestors. The merger will add another 
Rs 500 crore in assets and 70,000 
investors. Says Sanjay Sachdev, CEO, 
Principal: "The acquisition is a strate- 
gic fit for Principal Financial group's 
plans for India, and will help us 
strengthen our presence." Sun was 
among the early entrants in the in- 
dustry, and Principal on its part has 
been beefing up its distribution and 
services. As pressure on fund man- 
agers builds, more consolidation could 
take place in the industry. 

SHILPA NAYAK 
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Super Rupee: Part Il 


Now, the rupee is gaining on non-dollar currencies too. 


eas EAT YOUR HEART OUT. THE INDIAN CURRENCY'S 
recent gains versus the US dollar may be no flash in 
the pan. For weeks, as the rupee climbed against the 
dollar, the doubters kept pointing to the currency's de- 
preciation against other major currencies such as the 


Euro and Pound as proof that it wasn’t intrinsically _ 


strong. They were right—then. For about six weeks 
now, the rupee has been getting dearer against all the 
major foreign currencies (See All-round Gainer), mak- 
ing the most gains against the Euro. 

One of the reasons for the rupee's steady climb is the 
strong inflow of Fil money. A billion dollars (Rs 4,600 
crore) has come in in the last six weeks. But there's no 
doubt that the rupee's gains go beyond mere supply-de- 
mand economics. Says Jamal Mecklai, CEO, Mecklai 
Financial and Commercial Services: *The rupee has in- 
trinsic strength and the factors that helped it to ap- 


ALL-ROUND GAINER 


The rupee is gaining against other currencies too. 
MAY 30 


CURRENCY JULY 14 





preciate against dollar in the past still remain.” In 
other words, the arbitrage opportunity (US interest 
rates are still lower than India’s) still exists, and this will 
continue to attract investors. So, at least in the medium 
term, reconcile yourself to living with a super rupee. 
NARENDRA NATHAN 


Buckle Up for Ute Fest 


A clutch of utility vehicles is all set to hit the Indian roads. 


lo eka NEXT CAR MAY 
actually be a utility vehi- 
cle. Why? The segment is 
set to explode with a variety 
of models to suit a range of 
pockets. By the end of this 
month, Honda Siel will 
launch its CR-V, a sports ute 
priced between Rs 14 lakh 
and Rs 15 lakh. Come 
August, Hyundai Motor 
India will roll out its much- 
awaited Terracan, with a 
sticker price of Rs 18-19 
lakh. General Motors India, 
which has been on an overdrive with new launches, is 
driving in with its Isuzu Panther around the end of this 
year. Ford India also has plans of entering the segment, 
possibly with the seven-seater SUV, Everest. You can also 
expect either the Landcruiser or the Prado from Toyota 
Kirloskar. Not to be outdone, Tata Engineering is 
working on new platforms for its Sumo and Safari. 
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Honda Siel CR-V: Perfect for the monsoon 


The Muv market, which 
comprises vehicles like the 
Tata Safari, Sumo, Toyota 
Qualis, Mahindra Bolero 
and Scorpio, already boasts 
monthly sales of about 8,000 
units (the Qualis lords over a 
third of the market). But the 
SUV segment, defined by 
snazzy wheels like the Suzuki 
Grand Vitara, Mitsubishi 
Pajero, and the Chevrolet 
Forester, is a budding mar- 
ket. Currently, less than a 
| hundred suvs are sold a 
month, but the numbers are expected to climb to . 
more than 300 a month. GM sells around 25 to 30 
Foresters a month, and Maruti already has orders for 
150 Grand Vitaras. With more utes rolling in, com- 
petition will get tougher. Bad news for manufacturers, 
good news for customers. 
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The freedom to choose is yours. 

No one knows your needs better than you. So why spend your time 
looking for a run of the mill copier when you can customize Sharp's 
digital copier-printer just the way you want it? It boasts the widest range 
of options, from feeders and finishers to printing. The digital copiei 
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- Maruti has its IPO to thank er its image. 
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4 MAY HAVE BEEN BECAUSE THE MARKET WAS TIRED OF WAITING 
- endlessly for a good i issue; it may have been because of the 
- timing; or it may have. been because of the company's fun- 


- damentals. Whatever the reason, the Maruti iPo was a hit and 
= the company's i image score zoomed. 


1 Visibility scores and image scores measures all news items. 
Visibility scores are a factor of the size of the article multiplied 
by the readership of the given newspaper or magazine 
where the article has appeared. 


2. Image scores are the tonality of a given news item. The visibility 
scores are multiplied by one, two or minus one depending on 
whether the articles are positive, neutral or negative. 


3. Quality of Exposure (QE) determines the relationship between 
the visibility and image scores. A positive story well-covered mer- 
its compliments but a negative story covered extensively is 
not good for a company. Normally all media reports for a 
given company are a combination of positive, neutral or 
negative articles. QE is always expressed as a percentage. 
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Sorab Mistry: He says things are par for the course 


McCann s Misery 


Where's the business? 


bh AS ITS CHAIRMAN & CEO SORAB MISTRY WAS 
making the news with his appointment as the 
parent's South East Asia head, based out of 
Singapore (he continues to oversee the Indian 
operation), and even as its National Creative 
Director collected the agency's first-ever Gold 
Lion at Cannes, things went wrong for McCann- 
Erickson India back home. The agency asked 25 to 
30 staffers in its Delhi branch to leave, the fallout 
of a combination of misfortunes. 

Last year the agency lost the Reckitt-Benckiser, 
Adidas, and Gillette accounts, all from interna- 
tional realignments, and the General Motors 
business. And it failed to bag any new business of 
note; the fiercely pitched-for Samsung account 
went to Grey Worldwide and Cheil 
Communications. BT understands that some em- 
ployees had suggested an across-the-board ra- 
tionalisation of compensation which was shot 
down by the senior management team. “Every 
business goes through contraction and expan- 
sion," snapped Mistry when this writer contacted 
him. “What’s the big deal?," he added, neither 
confirming nor denying the reported downsizing. 

What made things worse for McCann was 
the decision of Coca-Cola India, a key account, 
and one of India's most prolific advertisers to 
hack its ad-spend by 15 per cent recently. Since 
Mistry took over the reins of the agency in 1993, 
McCann has seen its business increase ten-fold; 
and even in the past two years, the worst for 
the industry, it clocked growth rates in excess of 
15 per cent. Ironic, then, that when things start 
looking up for the industry—this year's mon- 
soon looks promising, and industry has staged a 
smart recovery as evident in recent statistics of in- 
dustrial growth—they go bad for McCann. 

SHAILESH DOBHAL 
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SELF WORTH 


Room #134, North Block 


Reserve Bank of India Governor Bimal Jalan may well occupy it someday. 


seis. IT ISN'T TOO MUCH OF A 


stretch to visualise outgoing RBI ' 


Governor Bimal Jalan as India's 
Finance Minister? After all, the 
man is headed for the Rajya Sabha, 
and although he has made no dis- 
play of his political leanings, most 
political parties would be only too 
willing to count him among their 
numbers, and more than happy 
to make him a minister. The 62- 
year-old who gave the sandals-and- 
long-sleeved-shirt-worn-outside- 
the-pants look more gravitas than 
was previously thought possible 
has always given the impression 
that he is more of an economist, 
and people of the ilk consider min- 
isterhood a more natural career 
progression than, say, the stew- 
ardship of the central bank. 

Still, India couldn’t have asked 
for a better central banker. In Nov- 
ember 1997, when Jalan took over 
the top job at Reserve Bank of 
India’s Mint Street headquarters 
in Mumbai, things were, to put it 
mildly, a mess. The South East 
Asian crisis was raging, and the RBI 
was burning billions of dollars every 
week to keep the rupee from 
falling. Today, 68 months later— 
the second longest stint for a RBI 
Governor, after Sir Benegal Rama 
Rau, who was in office for 91 
months—Jalan can be proud of his 
achievements, although the quiet 
banker with old-world notions of 
courtesy and modesty will probably 
give someone else the credit. India’s 
foreign exchange reserves have 
surged to over $82 billion (Rs 
3,78,922 crore), from $25 billion 
(Rs 1,10,904 crore) in November 
1997; the bank rate is down from 
11 per cent in January 1998 to 6 
per cent; inflation, now hovering 
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Citizen Jalan: The Guv’s new clothes may well have a Delhi label 


around 5.5 per cent, touched an 
all-time low of 1.5 per cent in 
2002; and the rupee is continuing 
to strengthen not just against the 
dollar, but other currencies as well. 

Along the way, Jalan has weath- 
ered several storms—Pokhran II 
and the sanctions that followed; 
the near-collapse of the co-operative 
banking system; a stock market 
scam in which several banks were 
involved; and 9-11—and weath- 
ered them well. Attribute that to 
his pragmatism and his unstated 
desire to be the best central banker 
ever. “Economic policy, no less pol- 
itics, is the art of the possible,” wri- 
tes Jalan towards the end of his 
book India’s Economic Policy: 
Preparing For The 21st Century. 
The pragmatist with a fondness for 
all types of classical music has man- 
aged the central bank along the 
same lines, never once allowing 
ideology to come in the way of 
what needed to be done. 

Jalan would have made a good 
teacher, although he didn’t stay 


long enough at the Delhi School 
of Economics, his first job after ac- 
quiring an M. Phil from Oxford 
U. In 1973, he joined the ranks of 
the government; Indira Gandhi’s 
decision to name him the chief eco- 
nomic advisor to the finance min- 
istry in the early eighties singled 
him out as a bureaucrat whose ca- 
reer merited watching. Since then, 
he has served in several important 
posts: Banking Secretary, Finance 
Secretary, Executive Director at 
both IMF and World Bank, and 
Member-Secretary, Planning Com- 
mission. Years of experience navi- 
gating the waters of public finance 
may have made it easier for Jalan to 
align the policies of the govern- 
ment and the central bank, but still 
stop short of explaining the felicity 
with which he achieved this. Only 
his statement about economics (and 
politics) being “the art of the pos- 
sible” does. Surely, someone who 
understands that should have a suc- 
cessful run in politics? 

ROSHNI JAYAKAR 
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If luxury is what turns you on, the new Chevrolet Optra 
is your dream come true. Unveiled in India within months 
of its global launch, the Optra is a unique combination of 


Step into its richly appointed, unbelievably spaci 
sheer luxury, stunning looks and awesome power 


soundproofed cabin, upholstered in the finest leather. A 
gentle pressure on the accelerator and feel its 1.8L en 


pump out 115 PS of power. And enjoy a velvet smooth 





D-TEC, 115 PS, DOHC, 16-VALVE, 
Visit us at www.chevrolet.co.in 


1.8L, 32-Bit ECM ENGINE * POWER STEERING e SOFT LEATHER UPHOLSTERY 
Features mentioned and accessories shown will vary by model and may not be part of standard eduipinant * *Service Holiday for 2 y 
of General Motors Corporation * Chevrolet Optra has been manufactured using parts and technology from GMDAT 
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its India-specific All-Wheel Independent Suspension. 
o experience luxury like never before, test drive the 


CHEVROLET 


OPTRA 


v Chevrolet Optra today. And discover for yourself how 
edefines the fine art of automobile engineering. 
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PINAKI PAUL 


WHITE COLLAR CRIME 


A PwC study highlights the Indian scenario 


Perceived 
Prevalence 


















| Financial Money Laundering 


j - Industrial Espionage 
Misrepresentation 


Asse 
Misappropriation Corruption & Bribery Cybercrime Product Piracy 
E India @ Asia-Pac E Global 












Public Source 


Pre-employment 
Screening Information 


Í 
Ethics Or A Code Risk Management Whistle-blowing 
Of Conduct Systems System 
E India li Asia-Pac ® Global 


|^ IS NO STRANGER TO WHITE COLLAR CRIME OR 
criminals, although, according to a recent study by 
PricewaterhouseCoopers, things area actually very different 
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from what one expects to be. Thus, while everyone expects 
corruption and bribery to be India Inc’s biggest problem, 
truth is asset misappropriation and piracy are. 


India s Coaching Czars 


The competitive-exams-preparatory business in India is booming. 


FEW HUNDRED KILOMETRES SOUTH-WEST OF DELHI IS 
L l Kota, an industrial city that is waking up to the po- 
tential of an entirely new industry. In 2003, 306 stu- 
dents of the city based Career Point (2002-03 turnover: 
Rs 32 crore) made it through the IIT-JEE (Indian Institute 
of Technology-Joint Entrance Examination), the por- 


tal to 3,800 B. Tech seats in the seven Indian Institutes - 


of Technology across India; 611 students from an- 
other Kota-based institute, Bansal Classes, did. Kota is 
emerging as a hub of sorts for the business; as is Delhi. 

The city's Career Launcher, a prep institution fo- 
cused on the MBA space has 14,000 students on its 
rolls and registered revenues of Rs 23.1 crore last 
year. This year, its Chairman, 33-year-old R. Satya 
Narayanan claims, it will do at least 30 per cent more. 
All told, the Indian market for higher education (read 
engineering, medicine, management) prep courses is es- 
timated at a whopping Rs 1,200 crore a year. 

The one-man, one-room neighbourhood tuition 
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Career Launcher's Narayanan: HLL, here | come 


shack hasn't been able to keep pace with the growth in 
demand; today, the business is dominated by compa- 
nies such as Career Launcher and Bansal Classes. 
Why, Nirr's eGurucool (the company acquired this di- 
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With hp you can afford to be choosy. 


Choose from the widest range of color laser printers in the world. You can select the one that suits your business needs and 


also fits into your budget. Now all you need to do is decide which HP Color LaserJet printer you want to buy. 
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THE MAKING OF AN INDUSTRY 
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vision for Rs 1 crore early this year and expects it to 
touch the Rs 100-crore revenue mark in three years), 
apart from having offerings in the engineering and, 
medicine, and prep segment, also targets students of 
Classes IX, X, XII, and XII with preparatory packages 
for school-leaving examinations. Many of these com- 
panies boast respectable turnovers. Delhi-based FIIT JEE, 
founded by trian D.K. Goel earned around Rs 30 crore 
in revenues last year; another Delhi-based company PIE 
(founded in 1999), did Rs 11 crore. 

These are newer companies; 
oldies such as Chennai-based 


Brilliant Tutorials (it has a pres- THE PREP MARKET 


ence in every segment of the mar- 

ket) and Mumbai’s IMS (it pio- Primary school 
neered distance prep courses for 
MBA wannabes 26 years ago) are 
still going strong: the latter earned 
Rs 35 crore last year from prepar- 
ing 37,000 students for their MBA Higher education 
entrance examinations, and the 
former is reported to earn around 
Rs 50 crore a year. 

Attribute their state of health to 
the great Indian dream of higher education: on an 
average, around 6 lakh hopefuls appear for MBBS, 
BE/B.Tech, and MBA admission tests every year. Most of 
the candidates shell out anything between Rs 10,000 to 
Rs 40,000 for a preparatory course. Even after ac- 
counting for considerable capital costs, the net margin 
of a typical institute would be at least half that. 

A prep institute is only as good as the showing of 
its last batch. “The key to success is good faculty 
and a strong focus on results,” says Anil Umray, 
Director, PIE. Most corporate players recruit their 
faculty from the IITs and IIMs; experienced tutors 
could earn around Rs 24 lakh a year apart from 
perquisites. Career Point has 35 irrians in its faculty 





Middle school 


Secondary school 
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Pe E, 


Career Point's 
Maheshwari: | 


SHOME BASU 


and its “research team analyses each year’s examina- 
tion to develop a strategy for students,” according to 
Pramod Maheshwari, a irr Delhi graduate who 
founded the institute in 1993; for the record, for 
three years running, Maheshwari has been the high- 
est individual tax-payer in Rajasthan. Students with an 
eye on the main chance monitor the performance 
of institutes over years before making up their minds. 

*[ came all the way to Kota because Bansal has a 
consistent record of producing top-rankers at IIT-JEE,” 
explains Rohit Deshpande, a wan- 
nabe B. Tech from Maharashtra. 

The newer prep institutes (and 
older ones such as IMS and Bril- 
liant) are run very much like 
modern professional organisa- 
tions: they have departments de- 


108 million 
40 million 








All figures are number of students who need 
prep help annually Source: Career Launcher 


voted to product development, 
brand and marketing manage- 
ment, and technology. Career 
Launcher boasts a board that has 
six IIM graduates, and almost all 
its departments are headed by 11M 
Lucknow and 11M Kozhikode 
alum. And most spend between Rs 3 crore and Rs 5 
crore on advertising. “I want to become the HLL of 
education,” says the company's Narayanan, an IIM 
Bangalore alumnus. 

That's not something traditional educators would 
aspire to be. “Teaching should not have the trappings 
of a corporate entity,” says 74-year-old Chukka 
Ramaiah of Hyderabad’s Ramaiah Institute, which 
prepares students for IIT-JEE. The veteran's attitude 
may suit an institute that admits only 125, although 
9.000 students appear for an entrance exam to select 
the 125. Hey, wonder who coaches the 9,000? 

SAHAD P.V. WITH E. KUMAR SHARMA 
& DIPAYAN BAISHYA 


18 million 





9 million 






-BEST-RUN BUSINESS SERIES 


Marico Industries Ltd. 
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. The Challenge 
| Though distribution was at the heart of Marico’s success, 
the supply chain network was struggling to keep pace with 
<o the growing scale of its operations. Low levels of forecast 
accuracy, inventory build-ups, expired products, and 
-. .Stock-outs loomed large unless Marico took immediate 
e steps to safeguard its success. Total delivered costs were 
increasing due to storage capacity constraints. The 
reduced cash flow unless reversed quickly would harm the 
.. product brand images the company had painstakingly 
_ developed over the years. 
— Marico thus required forecast accuracy and uniform 
distribution levels each month to overcome the hurdles. It 
also needed to reengineer its planning processes to 
- effectively match supply and demand. This would ensure 
that costs would be in line with best-in-class operations in 
the consumer industry. 





SAP steps in 

In 1999, Marico initiated a detailed evaluation of its 
© supply chain operations. The company concluded that 

Sourcing and manufacturing were straightforward, while 

_ its distribution operations were the key source of 
opportunity. 
~~ Maricos goals included improving forecast accuracy and 
-= delivery performance in order to sustain the widespread 
availability of its products in the market and the 
| associated positive perceptions of its brands. 











After a careful evaluation, Marico selected mySAP SCM 
to enable the associated planning and execution processes. 






Implementation 
mySAP SCM enabled the associated pla 
execution processes. These processes included. 
of monthly shipment requirements from its 
warehouses to support make-to-stock. o: 
electronic transfer of stock level data from the 
to Marico, and push distribution of product 
to distributors based on forecasted retail-leve 
and distributor inventory levels. 
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By early 2002, forecast accuracy was improved by T4: 
and the levels of shipment activity through each t 
month had become even. The planning-cycle t 
reduced from 30 days to 15-20 days, and € 
reporting facilitated management decision.m: 

results led to reduced internal and distributor im 
fewer stock-outs, lower levels of lost sales, and redi 
supply chain exception-handling costs. | 
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THE BEST-RON BUSINESSES RUN SAP 


Reliance was the hottest stock | os 
going for investors, analysts, and fund managers 
in the 1980s. In the 1990s, it was tech 
gladiator Infosys. Now, the search i is on for - 

the next big Stock. sy srian carvarHo 














review Infosys’ first quarter results for 2003— do tend to get ac- 
rimonious, you'd find that a bit difficult to digest. After all, 
here's a board that unarguably boasts the most respected man- 


agement team in India Inc, and for good measure such heavy- © 
weight independent directors as Professor Marti Subrahmany am, 


Philip Yeo, and Senator Larry Pressler, to name justthree. . 
What on earth could they be disagreeing about? Well, it so hap- 


pens that at least at one such board meeting in the not so recent past, 
> the executive directors on the Infosys board (Chairman & Chief Men- . 
_ tor N.R. Narayana Murthy, ceo Nandan M. Nilekani and. coo S$. 
—' Gopalakrishnan) didn't see eye to eye with a proposal of the inde- 
pendent honchos. The non-exec band was keen that the Chairman, 


CEO and coo take a hike in salary. Murthy, Nilekani and Gopala- 
krishnan weren't willing! Likewise, when this trio suggested an increase 
in the non-executive directors' commissions, the latter put their 


foot down. A $25,000 package they felt was fat enough (it is, isn't it!) 
Such feel-good tales of management propriety—told to BT by one 
Of the Infosys directors—appear unreal and sound unbelievable: 


against a perceptual backdrop of greedy promoters stuffing their 
pockets and independent directors going through the motions before 
pocketing chunky commissions. But that’s Infosys for you: Constantly 


. . setting new standards and never ceasing to pleasantly surprise. On 
....the operations front, for instance, a quarter ago punters on Dalal 


! - Street. violently ended the tech party by smashing all T stocks after 
_ Infosys’ seemingly poor guidance for the year ahead. 


Three months later, all is well—the guidance, and the first c quar- 


ter results. More importantly, Infosys appears to be handling the pric- 
ing pressure successfully, and could soon achieve its much-avowed goal 
of getting customers to pay a higher price for the apparent higher 
value they're receiving. “What sets Infosys apart is the tremendous 
common commitment to absolutely honest processes of value-creation 


via impeccable delivery,” says Dr Omkar Goswami, Independent 


Director on the Infosys board, who's also cn’s Chief Economist. 


In other words, the Infosys’ business model is proving to be - 


sustainable—and will continue to roll. “In many ways Infosys has been 
a curse, as it has raised. expectations of investors by appreciating some 
200 times (with i its market cap going up from Rs 500 crore just after 


its IPO in 1993 to Rs 1 lakh crore at one point in time). There can be - 


. only one Infosys," points out Raamdeo Agarwal, Joint Managing 
WE a Motilal Oswal Securities, a Mumbai-based broking firm. 


Yet, if the nineties undisputably belonged to Infosys—thanks 


E to heady growth rates of over 50 per cent and mind-boggling mar- 
- ket cap appreciation—just as the Ambanis put their indelible stamp on 


i BF ANYONE TOLD YOU THAT BOARD MEETINGS OF: INFOSYS » 
Technologies—the last such gathering took place last fortnight to 


the eighties by creating world-scale assets and flagging off the equity | 
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FINA tas 
MD. Geometric Software 


SPECIALISED IT SERVICES 


Geometric Software 


OR MANU PARPIA, SIZE DOESN'T MATTER. NOT AS MUCH AS 

growth and the creation of shareholder value. The 

Managing Director of the Rs 64-crore Geometric 
Software is clear he can't take on the biggies in the Indian 
IT services arena (Tcs, Infosys, Wipro, HCL). So he's cho- 
sen to specialise—in the niche area of product lifecycle 
management (PLM), which basically involves working with 
large global system integrators like IBM, EDS and 
MatrixOne, who in turn serve the automobile, aerospace 
and electronics sectors, which are the largest PLM 
users. A high-risk strategy? Perhaps, given that Parpia 
is putting all his eggs into the PLM basket. If the PLM mar- 


ket crashes—it declined last year, which explains 
2002-03's single-digit growth—Geometric could well be 
history. But then again if Parpia hedges his bets by for- 
aying into new areas, he would be just another plain 
vanilla Indian iT services me-too. 

Geometric aims to become a $100 million company in 
four years—which means an over seven-fold increase 
since last year. The stock of the company, which went pub- 
lic in 2000 at a Rs 290 premium, is currently quoting at 
a little above Rs 400. As Parpia says: "It's a young stock. 
We are at a stage at which there's plenty of promise as well 
as great expectations. Now we've got to deliver." 








cult in India, the decade ahead 
could witness the creation of many 
more Infosys—not necessarily IT 
companies, but companies with 
sound business models, huge op- 
portunities (invariably global), and 
world-class managements with high 
standards of governance. 


The Next Infosys 

The next big thing won't necessar- 
ily be new-age businesses, either. 
Indeed, right from given-up-for- 
dead smokestack sectors like auto 
components, to recently-emerged 
opportunities like healthcare, IT- 
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enabled services and IT application 
software (yes products!), there's a 
new buzz of excitement hovering 
over India Inc. 

Unlike in the past, it isn't as if 
Indian industry will be dominated 
by just one or two high-growth sec- 
tors or companies (IT since the mid- 
nineties, petrochem since the eight- 
ies). Today, there are many more 
industries that are encashing the 
opportunities at hand by garnering 
a sustainable competitive edge via 
changes in mindset, technology imp- 
lementation and cost-rationalisa- 
tion, to name just three initiatives. 


Steadily, they're beginning to up 
their return on capital even as they 
display the potential to absorb more 
capital, which is necessary to scale 
up operations. At the same time, 
they've put together management 
teams competent enough to grab 
the huge opportunity staring at 
them by executing complex business 
plans. And, not the least, they're 
practicing ethical standards, being 
transparent like never before, and 
even distancing family members 
from day-to-day running and com- 
pany strategy (and bringing in inde- 
pendent directors who don't just 





IINVASOD HSAWN 


warm the chairs)—after all that's 
important for raising capital from 
global investors. 

"Indian industry today has 
many areas of opportunity today, 
be it ITES or pharma synthesis or 
textiles," says Rajeev Gupta, 
Executive Vice President, DSP 
Merrill Lynch. *Infosys showed us 
the way in their own way. We 
have to emulate them by pursu- 
ing an appropriate strategy, not 
necessarily the same one followed 
by Infosys," says Manu Parpia, 
Managing Director, Geometric 
Software, which hopes to become 
a $100 million company in four-to- 
five years by carving out its own 
niche of product lifecycle man- 
agement in the IT space. 

Welcome to the new Infosys'. 
Let's rephrase that a bit. *We 
would like to be the next Microsoft 
or the new Siebel," grins Deepak 
Ghaisas, CEO (India operations) and 
CFO (Global Operations), i-flex 
Solutions, India's most successful 
products-driven company. Adds 
Baba Kalyani, Chairman & 
Managing Director, Bharat Forge: 
“We could do even better than the 


IT sector. The Next Big Thing will 
be auto components." 

i-flex has done the country a big 
favour by making the *Made in 
India" tag not just respectable, but 
saleable. Its Flexcube suite of bank- 
ing products was the largest selling 
of its kind in the world last year. 

Then consider the huge oppor- 
tunity beckoning Apollo Hospitals 
in healthcare, a sector in which 
expenditure is expected to touch Rs 
200,000 crore by 2012, with the 
private sector expected to grab 
three fourths that. As Preetha 
Reddy, Managing Director, points 
out, Apollo has a headstart that 
will be *difficult to surpass". 

And take a look at the buzz in 
the pharma industry: It's not just 
the high-risk, high-return drug 
discovery majors that are capable of 
striking it big. A number of lesser- 
known firms are earning their spurs 
in the lower-risk but high-return 
area of custom synthesis and con- 
tract manufacturing, with an eye on 
the international generics market. 
"That's where the bulk of value 
lies and where Indian companies 
enjoy a competitive advantage," 








@ Size of opportunity should 
be huge, preferably global. 


9 Competitive edge should 
be sustainable and scalable 


@ Valuations should be on 
the lower side, implying 
few have recognized the 
potential of the company 


@ Able to generate high return 
on equity and also do so on 
the back of huge capital 
intake 


@ An up-to-scratch 
management team that’s 
able to execute the 
opportunity at hand, 
via a complex business plan 


@ Should be practicing good 
management and governance 
practices, more in spirit 
than in letter. That's 
essential to attract capital. 


APPLICATION SOFTWARE 
i-flex Solutions 

OST-IPO LAST JUNE, I-FLEX SOLUTIONS HAD A MARKET CAP OF $430 MILLION. 
HB Last fortnight, the stock of the company with the world's No 1 sell- 
ing banking solution hit the $1-billion mark. “Our job is to perform 
and inform," says Deepak Ghaisas, CEO (India Operations) and CFO (Global 
Operations). i-flex has been riding on the success of Flexcube, its umbrella 
suite of banking products, which at last count had 130 customers across 
50 countries. The big question: How long will Flexcube rule the roost? 
25-30 years, says Ghaisas, who's investing 12 per cent of revenues in R&D 
. ina bid to improve the product's functionality, adaptability (to changing tech- 
nology platforms) and scalability (it can now do 1000 transactions per sec- 
ond as against 100 when the product was flagged off). As for the market, 
. its only the surface that's been scratched: Currently it's only the banking and 
finance universe that's using such software. Says Rajesh Hukku, Chairman 
& Managing Director, i-flex: "The product-led nature of our business 
drives non-linearity into the model in many ways, whether it is the revenue 
. to manpower equation, or customer relation longevity and value-addition." 
In the longer term, i-flex fancies the manufacturing, retail, services, health- 
care and government sectors to use packaged solutions for their financial 

. transactions. As Ghaisas puts it, IPR works better than just PR. 





An IP VPN for a song 
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Dishnet plays a new symphony - The Harmony of your | 
Enterprise. E 


Keeping the lines of communication open for the easy, secure È 
transfer of information between any of your offices or 
branches, whether it is finance, accounting, HR or ERP 


Extending this to your vendors and business associates or 
any other part of your supply chain, so that decision making 
can be onthe basis of reliable, current information. 
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We do this by configuring for you a robust, cost-effective and 
secure IP VPN that reduces costs dramatically and improves 
efficiency and profits at the same time. 


Zia l 


Our network, ensures that you have complete 
e Security e Reliability e Scalability 


As your business needs grow, you will find that we effortlessly 
keep pace. Whether your needs are as simple as additional 
bandwidth or specialised services like Disaster Recovery 
Solutions. 


And should you ever need it, highly trained service engineers 
will be available to take care of every eventuality. 


a" 


Only DishnetDSL gives you: 


e STM4 (622 Mbps) optic fibre network in the country. 
e 42 cities coverage. 

e Complete redundanoy, monitoring and control. 

e Latency of less than 60-70ms. 

e SLA guarantee at 99% uptime. 

e Last-mile access over leased lines, DSL or wireless. 


Just compare our prices with others 
IP VPN PORT CHARGES 








Call us for an IP VPN configured specially 
for your needs or e-mail: ess@ddsl.net 
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HEALTHCARE 


. Apollo Hospitals 


F AMBITION WERE TO BE A YARDSTICK FOR FUTURE EXPECTATIONS, THE REDDY 

| sisters of Apollo Hospitals would be half way there: Suneeta and 
Preetha Reddy, daughters of patriarch Dr Prathap C. Reddy want 
their company to figure in the Fortune 500 list in five-to-seven years, 
and be recognised as a "global healthcare brand". What should help 


them get close to that destination is the headstart they enjoy in 


India: Apollo is the only national brand. "It is probably the only 
healthcare group in the country to have recognised the need for a pro- 
fessional management," says Preetha Reddy, Managing Director. 
As far as potential goes, this clearly is one market that can't run out 
of steam. Suneeta Reddy, Director (Finance), brandishes a McKinsey 
study that pegs the Indian healthcare market at a whopping Rs 
78,000 crore, and the global sector at $3 trillion. That's probably why 
she's bullish about more than doubling turnover to Rs 1,000 crore in 
three years, from Rs 448.5 crore last year. Close to 60 per cent of rev- 


. enue comes from the healthcare supply side, close to 35 per cent from 


pharmacy business and 15 per cent from the projects and managed 


beds division. "It's a highly-scalable model; many of our profitable busi- 
nesses today were just management thoughts two years ago," says 
Suneeta. The sky's the limit is no hollow cliché for Apollo. 

E. KUMAR SHARMA 
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@ Reliance Industries redefined 


investor expectations in the 1980s 


@ Infosys Technologies took over 
the mantle in the 1990s 


@ For much of the 1990s, the 
tech wave drove Indian stock- 
markets to new highs— 
stocks of Wipro, Infosys, 

HCL Tech, Satyam, and a 
clutch of lesser known 
companies soared 


@ In the late 1990s and the 
early part of the 21st century, 
pharma became the great 
white hope of Indian stock- 
markets—it remains that to 
this day 











@ The past three years have seen 
the return of the smokestacks— 
steel, metals, cement scrips 


says DSP Merrill’s Gupta. Murli K. Divi, 
CMD of one such pharma firm, Divi's 
Labs, estimates the market for outsou- 
rcing of chemistry (for global Big Pha- 
rma) at $10 billion (Rs 46,000 crore). 

But what’s equally significant is 
that some of yesterday’s downright 
no-hopers are taking advantage of 
changing global dynamics in their res- 
pective industries to not just create 
value for-their shareholders but in the 
process become genuine Indian multi- 
nationals with a sustainable competitive 
edge. Take, for instance, the textiles 
sector, which analysts estimate could be 
eyeing a $500-billion opportunity post- 
January 2005—that’s the projected 
number for global textile trade—once 
textile quotas to the biggest markets, 
the US and the European Union, are 
dismantled. One of the players set to 
ride on this opportunity is Arvind 
Mills, which boasts one of the world’s 
largest denim capacities, at 90 million 
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BANKING 


HDFC Bank 


HE FRENZY IN BANKING STOCKS THAT RESULTED IN EVEN THE HEAVILY NPA-LADEN 
‘| and dogs joining the party, may have abated slightly, but the 
flavour of HDFC Bank isn’t seasonal. After all, there aren’t too 
many banks in India that have less than 2 per cent of loans that are non- 
performing. The average for Indian banks is comfortably in double digits. 
Growth has also been rapid, with retail accounts growing at 50 per 
cent annually and profits at least 30 per cent over the past five years. 
Analysts don’t see why the HDFC Bank can’t continue growing at 
this fast pace for at least the next two years. The retail surge too shows lit- 
tle signs of flagging, and after recently getting into a cross-selling 
alliance with HDFC, Managing Director Aditya Puri has plugged one of the 
few glaring gaps that existed in the retail portfolio: housing finance. 
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metres. “We are vertically integrat- 
ing to take advantage of the disman- 
tling of quotas,” says Jayesh Shah, 
Director (Finance). Arvind, which 
hopes to double sales and treble pro- 
fits in five-to-six years, has got into 
the value-added garments sector. Rea- 
son: fabric is a capital intensive 
business where a rupee of invest- 
ment results in just Re 0.7 of turn- 
over. However, in garments, Re 1 


BABA KALYANI 
MD, Bharat Forge 


translates into Rs 10 of turnover. 
Despite Arvind’s turnaround— 
interest costs have come down from 
Rs 360 crore to Rs 150 crore in the 
last two years, a consolidated loss of 
Rs 100 crore (including subsidiaries) 
has turned into a Rs 107 crore pro- 
fit, and market cap has climbed 10- 
fold in a year—you'd be really stick- 
ing your neck out to tout this com- 
pany as one of the next big things of 


India Inc. Perhaps one of the many 
garment exporters from Tirupur 
could command that sobriquet once 
it goes public. But another “old 
economy” stalwart, the 40-some- 
thing-year old Bharat Forge could 
well be the horse to back. Soon, 
half of the company’s sales will 
come from exports, thereby giving 
the company global scale as well 
as reducing the risk of its business 


AUTO COMPONENTS 


Bharat Forge 


next big thing in India Inc may sound daft, but then the Rs 690- 


|: DUB A COMPANY THAT'S BEEN AROUND SINCE THE SIXTIES AS THE 


crore Bharat Forge has just begun knocking at the doors of a bil- 
lion-dollar opportunity. In the current year alone, some 15-odd auto 
and tier-1 ancillary majors will procure some $1.5 billion worth of 
components from India. 

For Bharat Forge, which supplies engines and suspension compo- 
nents to the likes of Daimler Chrysler, Caterpillar-Perkins, Renault, 
Mercedes and Volvo, the target is to make exports account for half of 
2005's sales. Last year, overseas sales contributed 40 per cent to reve- 
nues, up from just 7 per cent in 1995. "Our journey towards being a 
truly global enterprise has only just begun," says Baba Kalyani, 
Managing Director, Bharat Forge. 

Clearly, like many other Indian auto components companies, 
Kalyani is counting on the dual advantage of low cost and quality engi- 
neering skills to move into the top league of Indian companies. By trim- 
ming costs, turning to technically-skilled manpower— "replacing mus- 
clepower with brainpower," as Kalyani puts it—and stretching its 
wings globally, Bharat Forge is now ready to make that big leap. 
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model. The company has 24 interna- 
tional customers, including such names 
as DaimlerChrysler, Volvo, Renault, 
Honda, Cummins and Toyota. *By 
2009-10, we will be a significantly 
different company, a truly global en- 
terprise," says Baba Kalyani. 

Unlike the previous decades, to- 
day's growth-oriented companies also 
follow good governance practices, 
less in letter and more in spirit. 
Ghaisas of i-flex, who lectures to 
BSE brokers on corporate governance 
on weekends, recollects why he deci- 
ded to bring down his daily sales out- 
standing (DSO) to 80 days from 158 
days: Investors and analysts weren't 
comfortable with the rather high DSO. 
Geometric's Parpia will proudly tell 
you that his company was the first to 
issue a “profit warning" when the 
company slipped into the red in the 
September 2000 quarter. Arvind Mills 
has reconfigured its board to bring in 
stalwarts like Jerry Rao, Deepak Sat- 
walekar and Rama Bijapurkar (the last 
two named are also on Infosys board) 
as independent directors, even as the 
number of family members has been 
whittled down from four to two. At 
Bharat Forge Baba Kalyani is the only 
family member on the board. 

Clearly, the horizon never looked 
as clear and bright for India Inc. The 
opportunities are there for the taking, 
at least for the few that have restruc- 
tured operations to become efficient 
enough to ride the boom. Some of 
the names mentioned in this story 
may never make it as the next big 
things of India Inc, but they’re rep- 
resentative of the growth potential 
that exits in the sectors they oper- 
ate in. If there are management teams 
good enough to execute complex 
business plans within these sectors, 
and raise capital on the back of an im- 
peccable record in terms of ethics, 
integrity and transparency, they’d be 
successful in building businesses that 
are global, sustainable and one of 
their kind. Like Infosys. 

ADDITIONAL REPORTING BY 
E. KUMAR SHARMA 
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CMD, Divi's Labs 





CONTRACT PHARMA MANUFACTURING 


Divi's Labs 


NCE YOU ARE PAST THE PAGES DETAILING THE STORIES OF THE DR REDDY'S 

and the Ranbaxys in the book of Indian pharma— somewhere 

towards the middle of the tome—you will come across some 
lesser-known names. Like Divi's Laboratories. Divi's what? Well, if you 
are familiar with the goings-on on Dalal Street, you would have 
heard of this stock's spectacular rise since it went public earlier in the 
year. From a listing price of Rs 140, Divi's has surged past the Rs 500- 
mark. And there's little sign of the stock taking a breather. Divi's has 
positioned itself in the high-potential space of custom synthesis and 
contract manufacturing. "We are positioned to have long-term rela- 
tionships with MNCS in drug discovery and development as we can meet 
their needs from the lab-scale needs to pilot project requirements and 
commercial manufacture once a product is launched," explains 
Murali K. Divi, the bearded, long-haired 51-year-old Chairman & 
Managing Director, a former associate of Dr K. Anji Reddy. 

Divi's gambit is a lower-risk strategy than drug discovery, yet pro- 
mising returns that will assure non-incremental growth. And he's got 
it all worked out. The cost to create a capacity in India, he says, is 
a tenth that of Europe and the US. He put up his plant near 
Hyderabad in nine months against the norm of three years. "The out- 
sourcing of chemistry is an over $10-billion market." Look out for 
Divi— and many other pharma companies that are eyeing that pie. 

E. KUMAR SHARMA 
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In search of black gold 





T IS NOT VERY COMFORTABLE 
aboard a nine-seater Dauphin 
helicopter off the coast of 
Mumbai in the midst of the 
monsoon rains. Turbulence is 
the first thought that assails you, even 
as you contemplate the foaming 
expanse of the Arabian Sea below. 
The other thought is the power 
of competition. Barely six years aft- 
er India's New Exploration 
Licensing Policy (NELP) threw open 
the country's potential oil fields 
(called so, even if they lie under- 
water) to global oil explorers, the 
action looks set to be-come riveting. 
Oil and Natural Gas Corporation 
(ONGC) is India's most ambitious 
driller, and a chopper is the only 
way to reach its offshore Vasai basin 
field. Located some 80 kilometres 
west of Mumbai, it is amongst 
India's biggest oil and gas finds of 
recent times. What does Vasai mean 
to the $7-billion (Rs 32,200 crore) 
oil major? In a word, plenty. It has 
drilled 48 wells in this basin, and is 
already hard at work pumping out 
the gas, as apparent from atop the 
Alpha Bassein Process Complex— 
the destination of our short flight. It 
is pumping out some 16.6 million 
metric standard cubic metres per 
day (MMSCMD) of sour gas and oil 
condensate, to be de-moisturised 
on the spot, before being piped all 
the way to Hazira in Gujarat, for 
de-sulphurisation. 


Thrill Of The Drill 

Take a closer look, and you might 
think that India's quest for oil sec- 
urity has assumed frantic propor- 
tions. Another high-activity zone is 
ONGC’s D1 field, situated 80 km 
south-west of Bombay High. ONGC 
plans to push some 27 hired rigs 
into the game just for exploration in 
depths up to 400 metres. Does it 
have the nerve to go deeper? Oh 
yes. It is busy refurbishing its Vijay 
Sagar rig for exploration in the 
400-900 metre range, and is scouti- 
ng for two rigs to drill all the way to 








IT'S A A BRAVE, NEW WORLD... 





a ONGC 

E Oil and Natural Gas Corporation topped crude pro- 
duction of 26 million tonnes (about half- 
E a-million barrels per day) in 2002-03. It has made six 
BE, recent discoveries: Vasai West (oil and gas), Krishna- 

F . Godavari Offshore Basin (oil and gas), Rajasthan's 
?—- Chinnewala Tibba (gas) and Assam's Laipling-Gaon 

im (gas). Preliminary studies show that Vasai West has 
240 million barrels of oil and oil-equivalent gas and 
Laipling-Gaon, some 100 million barrels. 





Subir Raha 
Chairman & MD 


E RELIANCE INDUSTRIES 
Reliance's first major exploration breakthrough was 
| the discovery of gas reserves in the Krishna-Godavari 
£ Basin off India's east coast, in 2002. This year, RIL 
E. struck oil in an offshore block in Yemen, in which the 
~ company has 30 per cent equity. The company also 
& hasrights to 32 exploration blocks in India, covering 
į 2,88,000 sq km, and is committed to spending 
about Rs 1,380 crore ($300 million) on exploration 





Mukesh Ambani 
Chairman & MD over the next two years. 
BRITISH GAS INDIA 


For British Gas (BG), India is one of six core areas of 2k 
significance. In February 2002, Be bought a 30-per 
cent interest in Panna-Mukta-Tapti oil and gas | 
fields, where oNcc has a 40-per cent stake and 
the rest is with RIL. BG is looking to invest $500 
million (Rs 2,300 crore) in India over the next 
three years, and the recent visit of the company's 
board to India has underlined the importance being BG's gambit: $500 m 
ascribed to the country. to be pumped in 





GSPCL 

Gujarat State Petroleum Corporation (GSPCL) 
is playing a prime role in gas production at the 
Hazira fields, in which it holds a two-thirds 
stake. In association with Canada's Niko 
Resources, it is producing about 3 million 
metric standard cubic metres of gas every day. 
GsPCL, which built India's first land-based drilling 
platform in 1998, is extending its operations globally through strategic 
alliances with overseas petroleum companies. 





Global plans: A flurry of 
alliances is planned 


CAIRNS ENERGY 

UK-based Cairns Energy drilled a series of wells in 
2001 in the Krishna-Godavari block, adjacent to = 
Reliance's gas-strike block. Having drilled six wells in : 
the KG-DWN-98/2 block, Cairns has made five dis- 
coveries. The company estimates the block's reserves 
to be at least 200 million barrels of oil-equivalent. 
Two of the wells were gas discoveries and two were 





Oil fever: Reserves 
oil gas finds. One well was a small, sub-commercial prs 200 million 


oil and gas discovery. barrels estimated 
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Strikes Made In the Last Three Years 


Strikes Made 


Company Date 


Estimated Reserves 





K G Basin (Deepwater) 


Sanchar Basin in Rajasthan £ 
Cambay Basin 3 


Oil and 
Natural Gas 
Corporation 


Krishna-Godavari Basin 


EARE 100 m 
Assam : 


Gujarat State a 
Petroleum & 
Corporation 


“We are leveraging our success in India | 
to actively pursue prospects in attractive and ` 


politically stable regions in the world" 
MUKESH AMBANI, CHAIRMAN AND MANAGING DIRECTOR, RELIANCE INDUSTRIES LIMITED 
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27,000 metres—a level that could make 
some of the world's hardiest oil execs gulp. 

It is, quite simply, “the biggest-ever deep 
water campaign globally", in the words of 
Subir Raha, ONGC's chairman and managing 
director. Searching for deep water oil at any 
given point costs an average $350,000 (Rs 
1.61 crore) per day—including $200,000 
(Rs 92 lakh) for a hired drilling rig—but 
ONGC is keen on a multi-point operation. 
Starting mid-September, a set of rigs is go- 
ing to sink its drillers deep into the sea, in a 
high-voltage, nine-month operation that's 
going to leave Raha with a neat bill of 
$486 million (Rs 2,236 crore). 

It's big money. And it's all part of the 
country's 2002-2007 Tenth Plan, which 
has earmarked a mammoth Rs 46,000 
crore for exploratory activities. 

Of the private sector explorers, most 
attention is focused on Reliance Industries 
Ltd (RIL), which has already stunned onl- 
ookers with its quick gas strike in the 
Krishna Godavari Basin, off India's east 
coast. The strike, which occurred within 
three years of having won the block (along 
with Canada's Niko Resources), has given 
RIL gas reserves of 14 trillion cubic feet, 
some 10 trillion of which is recoverable 
and could translate into 38.9 MMSCMD of 
gas supply for 20 years. 

Of course, RIL has other domestic search 
operations as well—notably in the Panna- 
Mukta-Tapti and the Mahanadi and Kutch 
offshore basins. Having taken nine new 
exploration blocks in 2002-03, RIL now 
has rights to 32 exploration blocks in India. 
“RIL is leveraging its success in India to 
actively pursue prospects in attractive and 
politically stable regions in the world,” 
says Mukesh Ambani, CMD, RIL. 

The original purpose of the NELP, 
though, was to provide the stimulus of 
global competition. Canada’s Niko 
Resources, the UK's Cairns Energy and 





Wit? a FS Poo 





British Gas (BG) are the main investors, so far. BG has in- 
vested $500 million (Rs 2,300 crore) in the country, and 
plans to invest another $500 million (Rs 2,300 crore) 
over the next three years. Says Pravin Tandon, Director, 
BG India, “Given the growing market—gas demand is 
expected to grow from the current level of 5,300 MM- 
SCMD to around 13,700 MMSCMD in 2025—and the 
government's enhanced focus on the hydrocarbons 
sector, BG perceives significant op- 
portunities along various elements of 
the gas chain, both upstream and 
downstream." 


Real Rush 


Exploration can be a heady experi- 
ence, with all the throbbing suspense 
of a treasure hunt. But if you want 
to know what really excites Raha 
these days, it's the prospect of ac- 
tually extracting the stuff. And fast. 


Strikes 
India 


What The Recent 
Mean For 
dia And Its 
Oil Security 


lil Could possibly revive _ 
interest among global oil 
majors in Indian basins 


. "We will never join the ranks of OPEC, simply because 
* weonly have 1 per cent of global hydrocarbon reserves 
". and 15 per cent of the world's population" 


SUBIR RAHA, CHAIRMAN AND MANAGING DIRECTOR, OIL AND NATURAL GAS CORPORATION 


endence on crude oil and gas imports. And at a rea- 
sonable cost. So, what's the score? 

Unbelievably good, actually, judging by ONGC's fig- 
ures. The D1 field is expected to produce 19 million 
tonnes of oil and oil-equivalent, at an estimated cost of 
nearly Rs 310 crore. Vasai West is expected to deliver 
97 million tonnes of oil and oil equivalent, at a capital 
cost of about Rs 985 crore. Smaller fields are expected 
to give almost 1.5 million tonnes, on 
an investment of something just 
over Rs 430 crore. Then, there's 
ONGC Videsh Limited, too. *We 
expect overseas acquisitions to add 
10 million tonnes to our kitty by 
2007," says Raha. 


National Exuberance 

None of it, though, will get India 
into the league of, say, the 
Organization of Petroleum 


For that, you would have to look a u Hekate ‘Beaton D ocks Exporting Countries. As Raha says, 
few kilometres west of the Vasai could go f ^| don't think we will ever join the 


basin, at a field called Vasai West. It 
has barely been 18 months since 
240 million barrels of oil and oil- 
equivalent gas reserves were found 
here, but Raha wants the energy to 
start flowing by mid-2004. That 
the state-owned ONGC could move 
at such lightning pace was un- 
thinkable just a couple of years ago. 

Pumping gas even from depths of 
40-50 metres below sea level takes 
some determination, not to men- 
tion investment. It involves the set- 
ting up of a booster compressor platform, living quar- 
ters and processing units. And it's all fraught with 
danger. In fact, no visitor can miss the precautionary 
measures, which extend from rig design to operating 
procedures. “The safety and security of the personnel 
is the prime consideration in constructing any platform, 
since living on the platform means practically sitting on 
a bomb," explains D.K. Mukherjee, administrative 
controller of the Bassein Complex, reassuringly. 

No sweat. What matters, at the end, is the extent to 
which domestic production can reduce India's dep- 


W Drilling costs could fall 
as rentable deep sea _ 
rigs gravitate to the region 


W India could keep its oil 
import fraction stable at 
about 68 per cent 


lil Or even reduce it, if truly 
big oil strikes are made 


ranks of OPEC, simply because we 
only have 1 per cent of global hyd- 
rocarbon reserves and 15 per cent 
of the world's population." India 
consumes some 100 million tonnes 
of crude oil every year, over two- 
thirds of which is imported. As 
India's crude needs swell to a pro- 
jected 150 million tonnes in a 
decade, conventional logic dictates 
that the best it can do is keep this ra- 
tio stable. Run, that is, just to stand 
still. 

Some analysts, such as Avinash Chandra, Director, 
Directorate General of Hydrocarbons, are optimistic 
that India could actually make a go of its renewed import 
substitution endeavour. This could be done if India 
triples its current annual oil production of 32 million 
tonnes a year over the next 10 years. That's reason eno- 
ugh for all the deep sea drilling to keep so many energy 
analysts on the edge of their seats. There's no saying what 
lies down there, and it does not cost much to maximise 
expectations while the drills are still drilling. Œ 
WITH INPUTS FROM ROSHNI JAYAKAR 


AUGUST 3 2003 BUSINESS TODAY 63 


101 Er PI 


bt stockmarket 


PHARMAs 








ws 1^ 


The boom in 





he sector is buoying 


MID-CAP 





fortunes of several tier-two stocks. 
Better still, the rally may have just begun. 


BY VANDANA GOMBAR 


ET'S ROLL BACK THE CALENDAR TO THE 
last week of March this year. You are 
an investor with a lakh of rupees to in- 
vest in stocks. And let's assume that you 
did one of the following: a) Invested in 
bluer-than-blue-chip Sensex stocks; b) 
Put the money in Infosys; or c) 
Wagered it on a handful of mid-cap (less than Rs 
1,000 crore) pharma stocks that your smart broker sug- 
gested. Let's roll the calendar forward to the start of 
July. Now, taking stock, who do you think fetched you 
the maximum return? The Sensex stocks? Fine, the in- 
dex gained a handsome 22.63 per cent in the three 
months, but it still wasn't the top performer. Infy? 
Wrong again—despite the rr bellwether's 34.12 per cent 
jump. You are probably smiling if you—like many 
other smart investors—bet on mid-cap pharma stocks. 
For, in the three months, the mid-cap market capital- 
isation has soared from Rs 8,844 crore to Rs 14,200 
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crore. That's a 60 per cent gain—in just three months. 

That the larger pharma stocks—like Ranbaxy 
and Dr. Reddy's—have been on a roll for almost 
six months now is old hat. What's come as a surprise, 
though, is the smart march forward of tier-two com- 
panies like Orchid, Lupin, Alembic, Nicholas Piramal, 
and Torrent (See The Top 10 Gainers). Needless to 
say, for small investors this is a great opportunity to 
buy into high-growth stocks. Their absolute price, un- 
like Ranbaxy's or Dr. Reddy's, is still affordable, be- 
sides which there's plenty of room for growth. Says 
Ashit Kothari, Senior Vice-President (Research) at ASK 
Raymond James: “If you have some appetite for 
risk, I would say go for mid-caps." 


Boom Spills Over 

Until recently, investors in pharma wouldn't look be- 
yond the bigger companies. For good reason. With 
growth in the domestic market stagnating, only the big- 


The TOD 10 Gainers 


Orchid Chemicals 182 
Divi's Labs 150 
Lupin 140 
IPCA Labs 122 
Matrix Labs 105 
Alembic 92 
69 
63 
55 
53 


Percentage increase in share price over April-June, 2003 















Nicholas Piramal 
Unichem 
FDC 


Torrent 


ger players were in a position to tap international 
markets for generics (off-patent drugs) because of 
their strong R&D and international distribution net- 
works. The smaller players were either stuck in the 
commodity bulk business (for exports) or had to con- 
tend with low-margin generics in non-regulated mar- 
kets like South America and Africa. So what's got 
Dalal Street courting mid-cap pharma stocks? 

The answer has to do with what's happening 7,000 
miles away in the US market. The Food and Drug 
Administration (FDA) has decided to ease the drug ap- 
provals process for generics in a bid to reduce soaring 
healthcare costs. FDA's revised regulations lower the 
maximum period that a generic's entry into the US mar- 
ket can be “stayed” (for reasons like patent disputes) to 
30 days. The regulation will come into force from 
August 18, 2003. Besides, the administration intends to 
speed up review of applications. That is expected to re- 
duce the approval time by at least three months. 





K. Raghavendra Rao, Managing Director, Orchid 
“We plan to tap the opportunity 
in Novel Drug Delivery System" 


What the stockmarket is celebrating is not a mere 
cutting of the red tape, though. Its eye is on what the 
move means for India's generic manufacturers—both 
big and small. The projected market opportunity from 
drugs going off patent (and thus becoming available for 
manufacture by a number of generic suppliers) over the 
next five years is a staggering $60 billion (Rs 2,76,000 
crore) and includes such blockbusters as Pfizer's Lipitor 
(worth $8 billion or Rs 36,800 crore). “Exports of 
generic formulations is the biggest opportunity for 
Indian companies followed by bulk drug exports (also 
known as Active Pharmaceutical Ingredients or APIs), 
contract research and new chemical entities or NCEs,” 
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points out D.G. Shah, Pharma Consultant and Secretary 
General of the Indian Pharmaceutical Alliance, a con- 
sortium of companies like Ranbaxy, Sun Pharmaceu- 
ticals, Torrent, Lupin and Alembic. (The common 
strand for the alliance is its members’ high R&D spends 
and presence in the tougher-to-crack regulated markets 
of Europe, US, Australia and South Africa.) 

Companies seen in a position of readiness to take 
advantage of the emergent outsourcing opportunity in- 
clude the likes of Cipla, Lupin, Orchid, and Sun. 
Cipla—it's not a mid-cap—is expected to grow 20 
per cent this fiscal to Rs 1,700 crore on the back of 
strong export income. It is all set to launch its 
Budesonide inhalers in Europe, besides which it has tie 
ups with US-based Ivax and Watson Pharmaceuticals for 
supply of antipsychotic Zyprexa, which has a $2.7 
billion worth of market in the US. 

On the other side of the Atlantic, Indian companies 
like Divi's Laboratories have got approvals (in the 
form of Certificates of Suitability or Cos) from the 
European Directorate for Quality of Medicines (EDQM), 


N- SEE HOW THEY SOAR 
160 ^ Mid-cap pharma stocks have hugely 
150 — outperformed the sensex. 
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D.B. Gupta, Chairman and Managing Director, Lupin 
“To thrive post 2005, you have to 
build intellectual capital” 


a first step to getting marketing approvals. On the 
back of a Cos bagged last month, the company has pro- 
jected an almost 20 per cent increase in income to over 
Rs 300 crore in the current fiscal. The Secunderabad- 
based Matrix is supplying anti-depressant Citalopram 
to generic companies in Europe. Orchid Pharma has 3 
Cos under its belt with the last one given in June 2003, 
even as it has announced plans to file 12 Abbreviated 
New Drug Applications (ANDAs) in the US. The ANDAs 
will allow the Chennai-headquartered company to 
market generics of drugs going off-patent in America. 

In quintessence the smaller Indian companies have 
finally managed to break into the high-margin regulated 
markets of Europe and US, and can look forward to 
reaping the rewards for some years to come. “In the 
short to medium term, the Indian pharmaceutical in- 
dustry is expected to post healthy growth rates, with ex- 
ports being the key driver,” according to an industry 
outlook issued by INGRES, a research division of ICRA. 


It's A General Upturn 

While generics are Indian pharma companies’ short- 
term ticket to riches, things look rosy too on the basic 
research front—especially in the area of new chemical 
entities (NCEs). Here, a company not only gets to hone 
its own R&D skills, but gets royalties and milestone- 
linked payments from the licencee (usually a foreign 
drug major). Swiss company Novartis, for instance, has 
reserved the global rights to Torrent’s AGE (Advanced 
Glycosylation Endproducts)-breaker compound, which 
has a huge potential in treatment of heart diseases 
and diabetes-related vascular complications. 

Orchid, through Bexel Pharma, its joint venture in 
the US, is working on a promising diabetes molecule 
that will also attack the problem of weight gain asso- 
ciated with the prevailing diabetes treatments. Says 
Orchid’s Managing Director, K. Raghavendra Rao: “I 
cannot say what revenue this will yield for the company, 
but similar deals have been done at $20-100 million (Rs 
92-460 crore). We also plan to tap the opportunity in 
Novel Drug Delivery System (NDDs).”” The markets 
have already rewarded the company, which has plans 
to launch as many as 14 generic products in the regu- 
lated markets beginning 2005, with an almost 200 
per cent hike in its share price in the current fiscal. 

Some prominent investors who have chosen to 
buy into the unfolding success story of this sector in- 
clude Templeton, which has a stake in Aurobindo 





The local market is also maturing 

with the focus shifting to drugs 
for lifestyle-related ailments and 
away from anti-infectives 


Pharma, and Citigroup, which bought a 12.5 per cent 
stake in TB drug manufacturer Lupin earlier this month, 
lured by the company's diversification into drug cate- 
gories like cardio—among the fastest growing thera- 
peutic drug categories in the country—and vitamins. 
Lupin has also filed five ANDAs, which would allow it to 
market generics of Cephalosporins (Antibiotics) in the 
US, and 12 purs (Drug Master Files) for selling bulk 
drugs. New drugs in the pipeline include a much-in-de- 
mand anti-migraine formulation, LLL 2011. Says D.B. 
Gupta, Chairman and Managing Director, Lupin, *If 
you are a serious pharma player and wish to survive and 
thrive beyond 2005, you have little option but to 
build intellectual capital." 

There are growth triggers in the domestic market, 
too, where the long delayed easing of controls on the 


Samir Mehta, MD, Torrent Pharmaceuticals 
Torrent has licensed a potentially 
lucrative molecule to Novartis 
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price of drugs (about 40 per cent of the domestic mar- 
ket is under the ambit of the Drug Price Control 
Order or DPCO) would not only provide a direct 
boost to firms whose products fall within its pur- 
view, but also further buoy sector sentiment. The 
local market is also maturing with the focus shifting 
to drugs for lifestyle-related ailments and away from 
anti-infectives, which used to dominate the market in 
the 1990s. According to ORG, therapeutics in the 
cardiac and neuro categories are the fastest growing 
(CAGR of 18 per cent in 1999-2002), followed by 
dermatological, analgesic, gynae, gastro-intestinal 
and nutrient (vitamins/minerals) segments. 

But the question that investors want answered is, will 
the trend sustain? And if yes, for how long? Shahina 
Mukadam, a pharma analyst at the Mumbai-based 
Motilal Oswal Securities, feels that the opportunity 
is robust and forecasts steady growth for the sector. 
"I don't see major risk in investing." Maybe no ma- 
jor risk but some uncertainty is still there. The con- 
tours of the sector will change beginning January 1, 
2005, when India will formally recognise product 
patents, against the current practice of only recog- 
nising process patents, which allowed Indian com- 
panies to reverse engineer and imitate patented 
products. Most analysts are predicting a re-rating of 
MNC stocks as a result (Mukadam has a neutral rating 
on Aventis Pharma, Merck India, and Novartis 
India), which could be accompanied by a de-rating of 
the domestic growth stories. 

There is also the risk associated with one-drug won- 
ders like Matrix (for anti-depressant Citalopram) runn- 
ing out of steam. Neither is striking NCEs with any regu- 
larity so simple. And as Indian companies battle abroad, 
they are exposing themselves to a higher litigation 
risk and product liability typical of regulated markets. 

The bulls, however, say that even post 2005, 
multinationals will tie-up with domestic companies to 
leverage their research and marketing skills. Besides, 
while most pharma MNGs in the country are focused 
only on the domestic market, their Indian peers are 
looking outwards. The upshot: Concerns notwith- 
standing, the broad direction for the sector is north- 
wards. The sun is shining on the Indian pharma sec- 
tor and it is an opportune time to make hay. 
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AMITABH BACHCHAN IN A WHITI 


suit and a silver yak-hair wig. Bo 
OOM Derek in a wet-and-wild gold sari. 
@ Padma Lakshmi, Katrina Kaif and 


Madhu Sapre in costumes that will redefine the word risqué in the 
Indian context. A simultaneous release in 54 countries in August. Ads 
in Vogue. A co-promotion with FTV in 120 countries. Rs 20 crore in 
the making. This is the Ayesha Shroff produced, Kaizad Gustad 
directed Boom, and it embodies all that is the new Bollywood. 

"This isn't some drivel with a marriage and seven songs," barks 
producer Shroff into the phone at the Bandra, Mumbai office of her 
company, Quest Films. The vivacious Shroff, wife of actor Jackie 
Shroff, who stars in Boom, and one-time film actress (she starred in 
the Hindi version of The Blue Lagoon) is presumably speaking to an 
agent representing Boom in an international market. “It’s a hot movie 
and you can tell them we will not budge on our terms." 


BLAME IT ON THE BUT THE US MARKET M Lo AND FILM-MAKERS 
DOMESTIC MARKET FOR CROSSOVER — MR ee THAN THE 
COULDN'T BE WORSE FILMS 1S BOOMING BE TRADITIONAL NRI MARKET 


Year Film Film 
1999 Bend It Like Beckham | Devdas 
3,000 NA 555 105.62 n.a. 12.65 


2000 | Monsoon Wedding Kabhi Khushi Kabhi Gham 
3,500 16.66 254 63.69 | 44 13.34 


2001 Lagaan Taal 


4,500 yI-4-v AE 7 3.86 n.a. 9.29 


2002 Y Tu Mama-tambien(Mexican) | Hum Saath Saath Hain 


3,900 -13.3 286 63.33 69 9.25 
X | Yaadein 

56 4.60 
Say a mere tenth of Bollywood 2,200 589.17 | Asoka 


Crouching Tiger Hidden 
Pini ragon (Chinese) 
Film industry sources Dragon (Chinese) 
| | | 
releases are profitable and that | 66 3.36 
the average returns on a film El Crimen Del Padre Amaro | 
have come down 40 per cent in (Mexican) | Phir Bhi Dil Hai Hindustani 


the past five years 137 26.31 47 2.71 
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THE ECONOMICS OF 


Co ene Ie n 
OR WHY IT ARES SENSE 
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OR EVERY BOOM (IT COST RS 20 CRORE TO MAKE), 
Paani, and 1857-The Rising, there are a dozen 
films that cost between Rs 1 crore and Rs 4 crore 


film makers cannot even dream of such a budget: 
Some stars charge that much (Shah Rukh Khan and 


Aamir Khan charge anywhere between Rs 2 croreand ~~ | 
Rs 7 crore per film). Then there are the regulation |... © 


shoots in Europe and Australia (for song sequences). 


All told, says, Taran Adarsh, Editor, Trade Guide, the — |. 


cost of a typical Bollywood film is upwards of Rs 10 
crore (and this excludes really big-budget ones like 
Hero—Love Story Of A Spy and Devdas—the first re- 


portedly cost Rs 35 crore, the second, Rs 40 crore) = s 1 


up by 40-50 per cent from around three years ago. 


Then there's the cost of prints. Sooraj R. Barjatya's i 


Main Prem Ki Diwani Hoon, for instance, was re- 


leased in 300 theatres across the country last — 


month. That's nearly as many prints, and each 


print, on an average, costs Rs 75,000. The bulk of — | 


the films targeting the global market are small- 
budget: No stars, no exotic locales, and a focused 


distribution plan that includes a few Indian cities, the —— 
international film festival circuit, and limited re- —— | 
leases in the US and the UK. Former Channel [V] | 
Creative Director Shashank Ghosh's Vaisa Bhi Hota — 


Hai Part 2, about a Mumbai-based copywriter in a 


multinational ad agency accidentally saving the life —- J 
of a local hit man, cost all of Rs 2.5 crore to make. | 


“This film will appeal to audiences across urban cen- 
tres,” says producer Samir Gupta who has screened 
Vaisa... at Cannes, will do so at the Toronto Film 
Festival later this year, besides talking to distributors 
in the US and Canada. "I will cover 70 per cent of 
my costs with pre-release revenues from satellite Tv 
rights in India and abroad, overseas pvp rights, 


that have an eye on a niche urban market in India  — 
and the overseas markets. Mainstream Bollywood ` 








music rights, and rights for the Indian video market," ~~ 


says Gupta. That's the way of the future. 








Boom is representative of Bollywood's own 
indie wave. It is just one among a clutch of of- 
ferings and works in progress that is labelled 
‘independent cinema’ irrespective of prove- 
nance and has an eye on the overseas mar- 
kets. Gustad's film may have cost Rs 20 crore, 
but most others cost less than a fourth of that. 

The motivation for most makers of inde- 
pendent cinema comes from the success of 
Bend it Like Beckham and Monsoon Wedding 
—both have taken on the mantle of crossover 
cult classics—in the US and the UK box of- 
fice. Bollywood’s dismal performance in the 
domestic market—thus far in 2003, only 8 or 
9 movies, out of a total of 120 releases can be 
labelled successes, according to Komal 
Nahata, Editor, Film Information—and the 
saner economics of making a film targeting 
western markets (See The Economics Of 
Going Global) has encouraged film makers to 
take the plunge. And the US’ and the UK’s 
growing fondness for crossover films (those 
made in a particular cultural context, but 
that appeal to audiences in a different culture) 
has helped. Director Shekhar Kapur says it 
may be difficult to “pinpoint the exact rea- 
sons” for the growing popularity of Indian 
cinema in the West, but reckons it could 
have something to do with “the boredom 
of being exposed to the same cultures in 
Western cinema and the need to look out- 
side”. Kapur’s next film Paani, about an 
Indian city that runs out of water in the year 
2040, is targeted at a global audience. As is 
Ketan Mehta’s 1857-The Rising, which is 
being made simultaneously in English and 
Hindi; Mehta is in talks with 20th Century 
Fox for a global distribution deal. “Universal 


Kaizad Gustad's 
Boom is repre- 
sentative of 
Bollywood's 
own indie 


wave, While 
his film cost 

Rs 20 crore, most 
others cost less 


than a fifth of that 


themes with Indian talent are starting to get 
recognised (in the West)," says Mehta. 

So, there's actor-director Rajat Kapur, 
whose Raghu Romeo, the story of a barman's 
capers, will be screened at the Locarno film fes- 
tival in August. Crossover Films' (it's a 
Chatterjee Group company), Rules (Pyar Ka 
Superhit Formula) which cEo Nirja Shah says, 
"is definitely looking at a US, UK, Canada 
release", Subhash Ghai's Jogger's Park, Vashu 
Bhagnani's Out of Control, six films from 
Eros Multimedia, and Deepak Tijori's Oops!. 
“Jogger’s Park may not do business in B- and C- 
centres," shrugs Ghai who couldn't, or so it 
seems, be any more nonchalant. *We are plan- 
ning a worldwide release of the film in the first 
week of August." And the list goes on. 


THE ART OF CROSSING OVER 

Some of these films may actually go on to do 
well at the US and UK box office, but mere 
English dialogues can't render a run-of-the-mill 
Bollywood motion pic a global blockbuster. “I 
am being shown at least one crossover film a 
day by producers who claim to have created 
the next Oscar nominee," laughs Kishore 
Lulla, the largest distributor of Bollywood 
films in the UK and the US. 

There's nothing wrong in aspiring for 
crossover greatness: After all, Bend it Like 
Beckham has grossed $24 million (Rs 110 
crore) in the US, and Monsoon Wedding, 
over $13 million (Rs 60 crore), although 
neither is really a Bollywood creation. Next 
to these numbers, Bollywood's successes in 
the US, Devdas ($2.75 million, Rs 12.6 
crore), Kabhi Khushi Kabhi Gham ($3 mil- 
lion, Rs 13.8 crore), and Lagaan ($0.84 
million, Rs 3.86 crore) pale into insignifi- 
cance. And for all those who thought Lagaan 
was a crossover, Aditya Shastri, MD of 20th 
Century Fox, India has just one thing to 
say. “Who did it cross over to? It was es- 
sentially seen by the Indian diaspora.” 

To succeed in overseas markets, especially 
the Mecca of movies, the US, Bollywood 
needs to focus on distribution. Lagaan was 
played on a mere 34 screens; Crouching 
Tiger... in 2,200; and Matrix Reloaded in 
8,517. “That’s really what a mainstream US re- 
lease means,” says Sunir Kheterpal, the Head 
of the media and entertainment practice at 
Rabo India. Put simply: it isn’t all that easy for 
Bollywood to go global. “The overseas market 





Soe the Indian: Shah hi from left) plays Nemo 


= LAME IT ON IT. IT WAS THE GREAT INDIAN INFOTECH 
a ooiy that created a brand for the country, its 


ue and culture in the US, akin to what the pre- 





ntly-trading Punjabi community did in the UK. 


= When you work with people, read coverage in the 
- mainstream. media about them, and see them bec- 
ats heads of global organisations, it becomes eas- 


it helps when a few film-makers of Indian ori- 


Bn (think M. Night Shyamalan, Mira Nair, Tarsem 
Singh) make the news with their motion pics. 
- "India's success in the ir sector has aroused cu- 
 fiosity about the country and its people," ex- 
- plains Director Shekhar Kapur. whose directo- 
= rial venture Elizabeth almost won an Oscar. 


- Still, despite talk about Aishwarya Rai being/not 


ie being (oh, it was a false alarm) the next Bond girl, 

- choreographer Farah Khan's work with Reese 
- Witherspoon, and Hollywood's interest in A.R. 

-Rahman (especially after his music for Andrew Lloyd 
Webber's musical Bombay Dreams which, for the 
record, was 
. about everyone from ‘Hrithik Roshan to Salman Khan 
_ featuring in Hollywood productions, it will take some 
-time for Indian film pros to become part of mainstream 
- Hollywood. It took time for African Americans to do so, 

- Antonio Banderas and Chow Yun Fat never did (al- 
:  beit after promising starts), and Penelope Cruz is dis- 


= ry "3 


oreographed by Khan), and reports 








ing that it isn't easy to be Spanish in Hollywood. 


— Ergo, whether it is Naseeruddin Shah turning 
e out. as Captain Nemo in the just-released The 
—League of Extraordinary Gentlemen or Alka 
—Yagnik's voice and Anu Malik's music forming 
_ part of a medley (Hindi Sad Diamonds) in Baz 
-— Luhrman’s Moulin Rouge, India, Indians, and 
— Indianness is still about that touch of the exotic. 
-. Only, the trend is accelerating. And the familiari- 
- sation of the exotic bodes well for Bollywood. 
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poses unique challenges that the Indian film industry 
is not yet ready to take head on," says Shyam Shroff, 
the chairman of Mumbai-based Shringar Films. Ghai 
admits that Jogger's Park could do with some help on 
the exhibiting and marketing front and sees no reason 
*why it cannot make a mark at the worldwide box of- 


THE FIRST REAL 
CROSSOVER 


MOVE OVER SABU, RAJNI IS HERE 


i 
cR 





fice" if that is forthcoming. Ghai's claim rings true: 
Uday Singh, MD of Columbia Tristar's Indian opera- 
tion, believes 40 per cent of a "film's fortunes can be 
swung with a good marketing and distribution strat- 
egy". Unfortunately, he says, Indian producers lack the 
science to create these. 

Bollywood's global chances would be furthered 
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should 20th Century Fox, Columbia Tristar, or others 
of their ilk decide to distribute its films in overseas mar- 
kets. Only, *Minimum guarantees, money-on-the- 
table, and other such rules that Bollywood operates by 
is not how we do business anywhere in the world," says 
20th Century Fox's Shastri. If Bollywood wishes to go 
global, then, it needs to change the way it 
works, *get out of the system of simply sell- 
ing overseas rights", as Rabo's Kheterpal 
puts it, and frame far more evolved mar- 
keting and distribution strategies. 


AND THE SCIENCE OF STAYING THERE 
Going global would also entail looking beyond 
traditional markets, and increasingly, 
Bollywood is waking up to this opportunity. 
TCG's Shah rattles off a list of hot markets: 
“DVDs in the US and the UK; subtitled prints 
in Europe and West Asia; television and cab- 
le in Mauritius, Indonesia, Singapore, Korea, 
Japan, and Fiji; and theatrical releases in Sri 
Lanka." Indeed, a film maker who taps these 
markets could make a killing even with a 
limited release in the US and the UK. 

That could happen sooner than some 
Bollywood insiders believe. Despite their 
disillusionment with the way Indian pro- 
ducers strike distribution deals, both 20th 
Century Fox and Columbia Tristar are look- 
ing to distribute Bollywood products glob- 
ally; Fox is close to striking a deal to dis- 
tribute Mehta's 1857-The Rising. 

The emergence of a new generation of 
film makers, the entry of corporates such 
as Tata Infomedia, Applause Entertainment 
(an Aditya Birla Group company), and TCG, 
and the decision of financial institutions such 
as IDBI to enter the film-financing business 
(hitherto the domain of private money 
lenders, some with mob connections) could 
make Bollywood more professional in its 
approach to film making, although Shekhar 
Kapur strikes a contrarian stance by main- 
taining that the high-risk business model it fol- 
lows actually boosts creativity. 

In the US alone, the market for foreign 
films is estimated at $450 million (Rs 2,070 
crore) a year. Bollywood's share of that today is a 
mere $20 million (Rs 92 crore). To grow this, 
Indian film makers won't just have to do great 
work: They have to focus on how they work, and re- 
fine their marketing and distribution strategies. The 
lure of the global market could well catalyse a 
change in Bad Bollywood. 
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= PRentytbab- months after its high-decibel launch, Dr. Morep: pen's E pi z | 
. plans of Over-The-Counter greatness have been hit by problems — 


. with suppliers, ineffective distribution, an exodus of execs, and 


Parent's financial troubles. By MOINAK MITRA 


| EMEMBER DR. MOREPEN? 
B Thi writer does: back 

— jn the winter of 2001, 
: - when the business was 
! me being launched, the 
company sponsored a health fair 
.in New Delhi's central business- 





A and-shopping district Connaught 
. Place where this magazine's offices 


. were then located. Jingles vending 


e -Sip, Gol Goli, and Dab Fizz 


blared out from loudspeakers as 


performers squeezed into larger- 


.. . than-life packages of these brands 
. . walked the corridors of Connaught 
.— Place shocking hapless passers-by 


c into a state of permanent brand-re- 
— €all. Around the same time, adver- 


...tisements for the business' five 
E - brands started appearing in the 


: on popular television channels suc 


> as Star Plus. And by the middle of 
.. 2002, Dr. Morepen had acquired 
_.. Burnol from Reckitt Benckiser, its 
—. parent Morepen Laboratories had 


acquired Lemolate from Yash 


- Pharma, and the Lifespring chain of 
- — healthcare and beauty products 
| « stores from Total Care and 
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MORE-PAIN 
Cash Woes 
Its parent’s financial troubles 
hit 100 per cent subsidiary 
Dr. Morepen hard — 


Executive Exodus 
Beginning January 2003, 
the managing director and 

—. key execs in marketing, 


logistics, and HR departed 


Supply-side Concerns 
Delays in payments to. 
suppliers caused some of 


them to suspend shipments 


 Demand-side Concerns | 

Distribution hassles have 
made the availability of Dr. - 

Morepen products erratic 


transferred them to Dr. Morepen, 


and its Chairman, Sushil Suri (also 


the chairman of the parent), men- 
tioned in the course of an inter- 
view to a daily that the business 





its 


was considering. acquiring : some .- 


brands from Novartis. All told, — 
Morepen/Dr. Morepen. (the line — 

between the two companies was — 
peur hazy at this hime) spent Rs 3 Y 







crore on advertising an 
tions in its first year of existence "n 
In many ways, the event a 


Connaught Place—the phiyground E 7 
of Delhi’s rich in the preinde- |... 


pendence era—and the advertising _ 


Was à coming-out party for 38- | : p 
year-old Suri and Mi TE 






. Laboratories, the Rs 517.2 1 


company of which Dr. oue : 


was a 100 per cent subsidiary un- 


til recently. Morepen was founded T 
by K.B. Suri in 1984; after his 
sudden death in 2001, ‘Sushil Sui, . 
-a chartered accountant who had = 
| joined the board of directors while ——— 





still in his twenties, took over. | 


And the company, which had 2 
. largely been a bulk drugs manu- 


facturer set its sights. on becoming 
a global generics (drugs that go - 
off patent), formulations, and OTC 


product company. Dr. .Morepen l 


was in the OTC. business, and its - 








launch was probably a celebra- 
tion of the company's entry into 
the big league. 

Only, circa July 2003, Dr. 
Morepen ads are off the air, its 
products are erratic in their ap- 
pearance and disappearance from 
the shelves; the parent is in some 
sort of financial trouble; and its 
senior management team has 
moved on—Managing Director 
Kartik Raina left in January this 
year as did six senior execs from 
the marketing team, Head of lo- 
gistics P.N. Sukumar departed in 
April, and Head of HR, Prince 
Augustine more recently. Today, 
Morepen's and Dr. Morepen's 
flak catcher Bhavna Sood has 
been made interim Head of 
Marketing although she still does 
more than her share of catching 
the flak (during this writer's meet- 
ing with her, she received at least 
two calls from depositors who 
had put money in fixed deposit 
schemes run by Morepen, only 
to have the company drag its feet 
over returning the amount at the 
end of the deposit period). And 
the company that proposed to 
replicate the OTC-products-plus-re- 
tail business model that Boots 
had made a success of in the UK 
hasn't added to the six stores that 
comprised the Lifespring chain 
at the time of acquisition. 


Sushil Suri is quick to admit 
every one of the problems enu- 
merated above, maybe because 
he has a ready explanation for 
them. So, when a former exec 
claims ITC stopped supplying 
packaging material to Dr. 
Morepen in December 2.002. be- 
cause its payments were over- 
due, and another says, “Expense 
accounts were not cleared for 
six to seven months, salaries not 
paid for two to three months, 
and supplier outstandings hit an 
all-time high,” Suri doesn’t deny 





Dr. Morepen’s Chairman Sushil Suri: 
Looking for an angel 


VHuHIN NVAIA Ag SHA VHYDOLOHd 
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the facts. Instead, he claims 
Dr. Morepen suffered be- 
cause it was a wholly- 
owned subsidiary of More- 
pen Laboratories. And the 
parent isn't really in the 
pink of health. Its revenues 
for the year ended March 
31, 2003 were, at Rs 
517.21 crore, just margin- 
ally higher than the corre- 
sponding figure for the pre- 
vious year. And its net 
profit for 2002-03 was, at 
Rs 22.19 crore, 49 per cent 
lower than the previous 
year's figure even after re- 
moving a non-recurring in- 
come of Rs.10 crore. On 
April 29, this year the Bank 
of Nova Scotia recalled its 
working capital loan of Rs 
79 crore to the company, 
something that eventually 
led to the Debt Recovery 
Tribunal freezing proceeds 
from the company's $15.25 million 
(Rs 70.58 crore) Global Depo- 
sitory Receipts (GDR) issue. Suri 
claims the bank rushed this de- 
spite assurances from the company 
-= that it would make good in early 
May (he attributes the original de- 
lay to the fact that it took the com- 
pany almost 10 years to get its 
generics pipeline working). 

With the parent caught in a 
cash crunch, the between-the-lines- 
message in Suri's explanation says, 
the 100 per cent subsidiary suf- 
fered. Effective April 1, Dr. More- 
pen became a company in which 
Morepen Labs has a 20 per cent 
stake; the promoters, who brought 
in an additional Rs 8 crore (Dr. 
Morepen's original equity was 
around Rs 2 crore) of equity now 
own 80 per cent of the company. 
And the Rs 120 crore that the par- 
ent has invested in Dr. Morepen 
has been made preference capital, 
redeemable in the eighth, ninth, 
and tenth years. New structure in 
tow, Suri is now on the lookout 
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Dr. Morepen is 
engaged in 
rationalising the 
number of 
SKUs at its. 
Lifespring chain 


for an investor to whom he can di- 
vest between 15 per cent and 20 
per cent of Dr. Morepen's equity. 
“We need an investor who un- 
derstands the various products un- 
der the umbrella brand," he says. 
The financial crisis the parent 
found itself in, Suri maintains, de- 
layed Phase II of Dr. Morepen's 
roll out. This phase, he adds, *had 
all to do with products and con- 
solidation; the communication was 


Phase I". And so, the company 


couldn't launch products that were 
ready to hit the market; nor could 
it strengthen its channel network. 
Result? Although Morepen (and 
Dr. Morepen) Head of Sales 


Rajesh Arora claims, “we 
have a presence in 807 
towns through 2,40,000 
outlets, retailers across the 
country’’. Even in the 
company’s backyard, 
Delhi, retailers say their 
supply of Dr. Morepen 
products is erratic. 


The Return Of The Dr 

The number of products 
that are in Dr. Morepen’s 
pipeline, waiting to be laun- 
ched has swelled to 16, but 
it is unlikely the company 
will launch them anytime 
soon. The bulk of the laun- 
ches will have to wait till 
2004, by which time Dr. 
Morepen may have an in- 
vestor on board. Nor will 
we see a rapid roll out of 
Lifespring stores: Suri be- 
lieves the stores don't man- 
age their stock keeping units 
optimally. *Three hundred brands 
of shampoo can only confuse con- 
sumers," he declares. Ergo, a SKU ra- 
tionalisation is underway, pruning 
the number down from 15,000 to 
9,000 by 2005. And Suri is re- 
building a team to run Dr. More- 
pen. He looks at the spate of exits 
the company has seen pragmati- 
cally. “The parent was in trouble 
and there was confusion among 
(these) people about the future of 
Dr. Morepen." However, he in- 
sists that his start-up team was per- 
fect to build the brand. Now, *in 
consolidation phase," he would 
rather stick with “conservative” 
people who are “accountable”. It 
may be too early for a company 
that boasts marketshares of bet- 
ween 1 per cent and 5 per cent for 
its brands (except C-Sip and C- 
Candy, a Vitamin C drink and a Vita- 
min C Candy that have created cate- 
gories of their own) to talk about 
consolidation, but Suri insists that 
the brand is built. Now, if he can 
only find that investor. 
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Sadly, almost routine. Each accident, each 

tragedy evokes near-instantaneous explanations 
ranging from terrorism to sabotage to natural disasters, 
and is then followed by the announcement of set- 
ting up an independent enquiry commission. In res- 
pectful emulation of our judicial system, these enquiries 
take years and produce voluminous reports which, I 
suspect, are read only by a handful. Invariably, the find- 
ings are ambiguous with few definite conclusions and 
no fixing of responsibility. The recommendations are 
hardly ever implemented. In terms of ensuring safety 


A NOTHER MONTH, ANOTHER TRAIN ACCIDENT. 


in future, these enquiries contribute little or nothing. ` 


The futility of these enquiry commissions and jud- 
icial hearings is so well established in our collective psy- 
che, that no one expects any action or outcome from 
them. ‘Riot investigations’, the extreme examples of the 
inability of these commissions to produce any positive 
results, get politicised all right, but the investigative-jud- 
icial system, after years of labour, remains consistent 
in maintaining its record of near-zero convictions. 

Earlier this year, the United States’ National 
Aeronautics and Space Administration's (NASA's) shut- 
tle Columbia and its crew of seven, including India's 
Kalpana Chawla, met a disastrous end. In less than five 
months, an Accident Investigation Board released its 
findings after a very thorough analysis. Half of the fi- 
nal report focuses on NASA's management and work cul- 
ture. Three top managers have already been replaced, 
in anticipation of the report's conclusions. Thorough 
professional investigation (apparently, none by retired 
or serving judges), speed and accountability were the 
watchwords in the investigation. 

Sceptics will, of course say, that this cannot be 
done in India. They need to know that the Indian 
Space Research Organisation (ISRO) has, for years, had 
similar boards to investigate failures. These have, 
after thorough data-collection, simulation and analy- 
sis, pin-pointed causes for failures, including sys- 
temic or management problems. They have con- 
tributed, in no small way, to the overall success of 
India's space programme. 

Why do we not see such rational and efficient 


KIRAN'S KORNER @ Kiran Karnik 


Commissioning Omissions 


There are enquiry commissions galore, but it is time we saw some accountability. 


investigation of regular railway accidents? And what 
about the even more frequent highway tragedies that 
merit but a few column centimetres on the inside 
page of newspapers? Apathy, lethargy and a political- 
bureaucratic approach clearly are obviously to blame. 
Professionalism and accountability are the antidotes to 
this—but who will bell the cat; who will administer this 
medicine to those afflicted by corruption and politics? 

Amartya Sen has written about the role of me- 
dia in preventing starvation. Is it possible that in a 
similar way, the media can be the watchdog or at 
least a catalyst in bringing the culprits to book? The 
record on this count is, unfortunately, not very in- 
spiring—but hope springs eternal. 

There is also the unanswered question about 
why our technological prowess cannot be put to use 
in devising fool-proof safety measures. We need 
matchmakers who can bring about the marriage 
of capability with need. Where special work is req- 
uired, technologists need to be challenged to create 
systems that meet needs. Barring a few areas, we do 
not see our technical capabilities being made use of 
for critical needs like safety. 

Beyond technology-fixes, we also need to tap our 
talent in management systems and organisation. 
Management systems that demand accountability are 
of particular importance, as are processes that ensure 
quality-and safety standards. We need to counter the 
culture that tolerates carelessness, overlooks prob- 
lems and uses corruption rather than expertise to 
solve problems. A sad example of the effect of unac- 
countability is the Uphaar fire tragedy whose victims 
still await justice. Our computer software industry is 
now a recognised world-leader in quality and includes 
consistently repeatable processes that can specifically 
identify the causes of problems. Why cannot this 
technology be adapted by other sectors? 

We urgently need a National Mission on Safety, but 
we also need missionaries who will root out the chalta 
hai (anything goes) attitude of our bureaucrats. I 


Kiran Kamik is President, NASSCOM. The views expressed in this article are those 
of the author and not necessarily of NASSCOM. 
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LEANNE CUTTS, 37, VP (MARKETING), GLAXOSMITHKLINE CONSUMER HEALTHCARE 


In India since February 2003. 
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Expats 


The happening, or waiting-to-happen Indian market is attracting expats of all hues 
to the country: Managers being groomed for greater things by multinational 
corporations, executives keen on picking up experience in the Indian market, and 
individuals looking to beef up their resumes. BY SAHAD P.V. & DIPAYAN BAISHYA 


HEN THE POSITION FOR MARKETING 
head at fast moving consumer goods 
company GlaxoSmithKline Consu- 
mer Healthcare fell vacant in January 
this year, the company posted an 
internal ad globally. Leanne Cutts, who has visited 
India more than a dozen times as a global strategic man- 
agement director of GSKCH UK, was the first to apply for 
the job. In less than a month, Cutts, 37, was packing her 
bags to New Delhi with her husband Fernando Gros, a 
PhD candidate in philosophy and ethics at King’s College 
in the University of London, and their two-year-old 
daughter Carmen in tow. For Cutts, it was a field visit she 
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made to Kolkata in 2000, that made India’s case. “I vis- 
ited about 50 stores in Kolkata and realised that I was 
working on products that touched everyday lives of the 
people in India,” says Cutts. And so, despite the fact 
that Gros had a year more to go to finish his Php, Cutts 
was ready to relocate to India immediately. Today, she is 
in charge of GSK's consumer healthcare products, a port- 
folio that includes the Rs 800-crore Horlicks brand 
(India is the No.1 market for Horlicks and the fourth in 
consumer healthcare). *India is one of the most prized 
marketing jobs in GSK international," says Cutts. 
Brownouts may be a way of life in most Indian cities, 
the water-supply erratic, and the traffic unorganised and 
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bt managers 


sometimes deadly, but with a billion-plus people, diverse 
cultures and a growing economy, India is the place to 
be for expat managers. Indeed, with the exception of 
China, no country poses the kind of challenges and 
holds out the kind of opportunities that India does to 
expat managers. From steel to non-ferrous metals to in- 
surance to telecom to consumer durables to FMCGS to 
hospitality to software services to business process 
outsourcing to automobiles to healthcare, India is 
among the most-happening markets in the world. 
Which could explain why there are, by some esti- 
mates, some 15,000 to 20,000 expat managers work- 
ing here, a number that has increased by 10-15 per cent 
a year over the past five years. It isn't just Cutts. In June, 
Raymond Bickson, a 47-year-old American who signed 
on with Indian Hotels as coo in December last, was ele- 
vated to the post of CEO when the incumbent R.K. 
Krishnakumar retired. And 2 per cent of Infosys’ 
15,000-strong workforce is expats. And to think that 
India was once considered a punishment posting. 


India Is A Great Place To Be... 

To resort to stockmarket terminology (you'll realise why 
in a minute), expats-in-India is a secular trend. Andrew 
Holland, Chief Administrative Officer and vp (Research) 
of psP Merrill Lynch, has been in and out of India since 
1997. “In the mid-1990s, expats were limited largely to 
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E GRAHAM WING, 50, EXECUTIVE DIRECTOR, XEROX MODICORP 


In India since May 2002. 


He expects managing government sales (60 per cent of the total) and 
juggling with sales tax and octroi to enrich his skills as a manager. 


finance, manufacturing and to some extent FMCG,” 
he says. “Now you meet expats across sectors.” For 43- 
year-old Holland, the attraction to India largely stems 
from the country’s action-packed stock and debt mar- 
kets. “(India’s) derivatives and debt markets are among 
the world’s best organised and regulated,” he gushes. 
Which could explain why Holland chose to come 
back to India in 2002 after brief stints in Thailand and 
Malaysia. The icing on the cake: unlike Korea, Thailand 
or Malaysia, India didn’t pose a language problem 
for Holland, and the work culture is pretty similar to 
that of the UK, his home. 

Expats are also increasingly becoming aware of the 
benefits of working in one of the fastest growing 
markets in the world. “If you want to be part of a 
growth market, India is your country,” says Deepak 
Gupta, Country Head and Managing Director (India), 
Korn Ferry, a global headhunting firm. Vincent 
Mazolla, CEO of Lucent Technologies, came to India in 
October 2002 after a three-year stay in Japan, “simply 
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because of the growing business opportunity”. The 
Indian telecom industry may not be as big as Japan’s, 
but it was its potential for growth that attracted 
Mazolla. “The negative perception among expats 
about the Indian posting is changing,” says Atul Vohra, 
Partner, Heidrick & Struggles, an international HR con- 
sulting firm. The perception about India’s notorious 
steel frame is also changing. In 2000, when Aviva 
was looking for a JV partner, it was Insurance 
Regulatory Development Authority Chairman N. 
Rangachary who helped it find a match in Dabur 
and the deal was signed in record three months. Says 
Aviva's MD Stuart Purdy, “The whole reputation of 
Indian bureaucracy was turned on its head.” 

If it is the thrill of managing over 3,500 people in 24 
cities that excites Christopher Low, who took over as 
CEO (India Region), Standard Chartered Bank, in 
January 2003, then it is the very different nature of the 
Indian market that enthuses Graham Wing, who signed 
on as Executive Director (Sales) of Xerox in May 


2002—in India, 60 per cent of Xerox's sales comes 
from the government, and this is a complex tendering 
process. The challenges vary across industries, but 
there's one constant: India presents expats with an 
opportunity to do the kind of things they'd never do 
elsewhere. For instance, GSKCH's Cutts recently super- 
vised the relaunch of Horlicks, a process that involved 
the creation of 56 advertising films in nine languages. 


...And The Rewards Are Good Too 

The rewards are commensurate. Y.S. Kim started up 
Hyundai Motor's operations in India and served as its 
managing director from 1996 to 2002. Last year, Kim 
was hand-picked to set up a greenfield project in 
Alabama in the US, the car maker's third global plant 
after India and China. His experience in setting up a 
manufacturing plant in Chennai (Hyundai's largest 
outside Korea) and in steering the firm to a predomi- 
nant position in the Indian market helped him land the 


job. Almost predictably, Hyundai Motor India (HMI) is 
now attracting top expat managers from first world 
markets like Australia and the UK. Current MD, J.I. Kim, 
came to the company in mid-2002 from Frankfurt, 
where he was heading Kia Motors (Europe). Another top 
exec, B.G. Lee, who was heading Hyundai's Asia-Pacific 
headquarters in Australia, came to India as Ep (Marketing 
& Sales), little over a year ago. Says Lee, “India is a dis- 
tinct market as you need a diversified range of products 
to reach each segment or demography." He expects his 
experience here to improve his chances of landing even 
more challenging assignments. Ditto for Jae H Park, 
who came in last year as vp (Manufacturing), LG Electr- 
onics, to take charge of the 1,200 employee-strong plant. 

Then, there's the lure of compensation. There may 
be some parity in the basic compensation package of an 
Indian CEO and his expat counterpart, explains Sunit 
Mehra, Country Manager of Hunt Partners, a head- 
hunting firm, but when it comes to perquisites, the 


@ BONG GOU LEE, 53, EXECUTIVE DIRECTOR (MARKETING & SALES), HYUNDAI MOTOR INDIA 
In India since September 2001. 


Lee expects his experience here to improve his chances of landing 
even more challenging assignments within the Hyundai organisation. 
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expat scores over the Indian every time. Mehra rattles off 
the perks the expat CEO of a bank could hope to land in 
Mumbai, perks that an Indian in the same post may or 
may not get: A plush Malabar Hill flat, a couple of 
club memberships, a sedan and children's education in 
international schools. In the UK, the same person could 
earn between 75,000 and 85,000 pounds, but the net 
compensation in India is much more, says Mehra. *For 
him it's a quantum shift in lifestyle." 

The quality of life in most large Indian cities has im- 
proved. Between them, the four metros boast over a 
dozen golf courses, scores of clubs and about 50 five- 
star hotels. International schools are common, as are 
pubs and gourmet restaurants. DsP Merrill Lynch's 
Holland recollects that *back in 1997, the only places 
one could dine out in Mumbai apart from the Taj 
and Oberoi was Khyber; now there is a whole range of 
options from Lebanese joints to Spanish hang-outs". 
Andreas Nauheimer, GM, Hyatt Regency Mumbai, 
who came to India only last month is already bowled 
over by the country. While struggling at the airport with 
his wife, two kids and eight suitcases, the immigration 
official actually opened up a new line just to help him. 
“The pace at which my work permit and other docu- 
ments got approved is amazing." Most of us who 
have passed through Mumbai may attribute that (prob- 
ably correctly) to luck. Still, there's no doubt that 
India is, today, a happening place for expat execs. [fl 


AUGUST 3 2003 BUSINESS TODAY 81 


bt 





A clutch of BPO outfits 


is pushing back offices 


to smaller Indian cities. 


Guess what? It works. 
BY VANDANA GOMBAR 
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BPO's next hot-spot: The IRM Information Technology's call centre at Jalandhar has virtually no attrition 


T FIRST GLANCE, 
Supportscape's build- 
ing in the heart of the 
pink city does not seem 
like a call centre. There 
is no chain of Qualis' lining the 
entrance screaming *call-centre here.' 
The building itself is a humble three- 
storey stack of brick and mortar, 
without attitude, as are the 150- 
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odd people working here, in an 
ambience which is typical of a non- 
metro—easy and relaxed. A bunch 
of youngsters on the first floor of 
the building is providing e-mail 
based support services to a large 
ISP in Europe, while the phone lines 
are busy in the basement where a 
team of 30-odd people is working 
on debt collection on behalf of 
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THE TIER II PROS 
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e Poor telecom 
infrastructure 


e Relatively poor 
workforce talent 
e Potential client 
discomfort with 
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New-York based Tritium Card 
Services. The client, I am told, is 
more than happy with the collec- 
tions, which are being managed at 
an operational cost that is at least a 
third lower than that of BPO cities 
like Gurgaon, Bangalore and Noida. 
"We knew we were betting on the 
right city. Now, with GE here, our 
stand is vindicated," says a beaming 
Manuj Goyal, the co-founder and 
managing director of Supportscape. 

A gemologist by training and 
vocation, Goyal may have been 
led to Jaipur by affinity for his 
birthplace, but that cannot be said 
for GE Capital International 
Services or GECIS (pronounced 
jekis), the arm which provides out- 
sourcing services for GE. GECIS ze- 
roed in on the city earlier this year 
after going through a shortlist of 
20 cities across the country. The 
first reason that the company cites 
for choosing Jaipur is manpower 
(Rajasthan produces over 50,000 
graduates annually), the most cru- 
cial resource for any outsourcing 
job, and accounting for the largest 
opex. Additionally, the city is eas- 
ily accessible from Delhi (about 
270 kilometres), has good infrast- 
ructure and a supportive govern- 
ment—all of which contribute to 
providing a cost advantage. 

The 200-strong team in Jaipur 
makes up just about 2 per cent of 
the GECIS workforce, which is con- 
centrated in Gurgaon (6,000 peo- 
ple) and Hyderabad (4,000 peo- 
ple), though there are about 800 
people in Bangalore too. “We plan 
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"We knew we were 
betting on the right city. 
Now, with GE here, our 
stand is vindicated” 


MANUJ GOYAL, CO-FOUNDER & MD, 
SUPPORTSCAPE INDIA, JAIPUR 


to ramp up our workforce in Jaipur 
to 1,500 in the next two-to-three 
years,” says Ashok Tyagi, Business 
Leader at GECIS. “We are looking at 
Cochin and Kolkata as additional 
cities, but are also considering 
locations outside India.” 

Although the lower operating 
costs in these cities is alluring eno- 
ugh, there is a neat bundle to be 
saved in the capex too. Says the 
Executive Director of telemarketing 
firm Manipal Informatics, Gautam 
Pai: “If we were to replicate our 
Manipal facilities in Bangalore, the 


SMALL-TOWN BPOs 


The address doesn't matter anymore 





cost would be twice as much if not 
more." With housing facilities on 
offer for its agents, the company 
has willy-nilly created the country's 
first call-centre campus. 


Hot Jobs 

The call centre training agencies 
are also making a beeline for these 
Tier II cities where the next crop of 
BPO agents, less demanding and 
more flexible, are coming up. 
Courtesy the trainers, companies 
like the Jalandhar-based IRM Infor- 
mation Technology, which runs an 
outbound call centre marketing 
credit cards to US, do not need to 
invest in the basic training of agents, 
who are more than willing to spend 
their own time and money to be el- 
igible for what is considered an 
elite and well-paying job. With lim- 
ited white-collared job options (read 
air-conditioned offices without field 
work) in these cities, it is the créme- 
de-la créme of the graduates that 
choose call centre as a profession. 
"The agents that we get here are 
better than those we get in Delhi. 
And there is no attrition since we 
are the only call-centre here," says 
IRM's managing director Rajendra 
Garg. Its clients, which include 
AT&T, Mastercard, Time Resorts 
and Cingular Wireless, are location 
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neutral, as long as you can del- 
iver, he adds. 

Many of these one-city BPO 
companies are in the process of 
expanding into four-digit strong 
teams and are struggling to deal 
with the avalanche of resumes com- 
ing down on them, as also the “re- 
quests" to accommodate the sons, 
daughters, nephews, and nieces of 
the powers that be. The starting 
salaries—Rs 5,000 to 7,000— 
which are lapped up here would be 
scoffed at in the larger cities. 

Even in the US, there have been 
instances of call centres moving to 
locations that are less expensive 
to set up and maintain and where 
the quality of life of the agents is 
better. In outbound calling, the 
one sure-shot formula for survival 
is cost-cutting, which, on the scale 
that it is required, can only be 
served up by virgin cities. While a 
US regulation prohibiting tele- 
marketing calls to those who have 
signed up for the “do not call” list 
is expected to hit this business, 
there are grey areas in the regula- 
tion that the telemarketers hope 
will see them through. No one is 
pushing the panic button just yet, 
besides which demand is still com- 
ing in from Europe and Australia. 


There is, however, a dark lin- 
ing to what is largely a silver cloud. 
The one crucial resource which these 
Tier II cities offer—low cost, non-at- 
trition prone, English speaking man- 
power—is partly vitiated by the lack 
of another crucial resource—tele- 
com infrastructure. Jalandhar's IRM, 
for example, which employed over 
100 agents working in two shifts 
some months ago, has had to cut 
back due to technical problems with 
telecom links, which are also more 
expensive in the distant cities. "We 
have recently shifted to internet te- 
lephony and feel that it will be a 
viable unit soon," says Garg. 

At Patiala, where Rakhra Tech- 
nologies is running a 50-seat centre 
providing the whole gamut of back- 





Manipal Informatics: The company set up this call centre in Manipal 
at half the price it costs in Bangalore 
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Rakhra Tech's 50-seat 
centre provides a 
whole gamut of 
back-office processing 
HARINDER PAL SINGH (L) AND RAVINDER SINGH 


MANAGERS (OPERATIONS), 
RAKHRA TECHNOLOGIES, PATIALA 


office processing to the promoter’s 
chain of gas stations and conveni- 
ence stores in US under Bulk Petro- 
leum Corporation, the telecom in- 
frastructure costs twice as much as 
neighbouring Chandigarh. Never- 
theless, the company is investing in 
real estate to set up a 1,000-seat 
centre since the professed objective 
of the exercise is to provide emp- 
loyment to the educated elite of 
the city. "Whether anyone believes 
me or not, generating employment 
was my primary reason for choosing 
Patiala. I can't deny though that 
outsourcing does cut my costs," 
says the US-based promoter and 
founder Darshan Dhaliwal. 

These problems notwithstand- 
ing, the smaller cities are set to 
capture a larger slice of the $1 
billion (Rs 4,600 crore) BPO pie. 
With clients becoming increas- 
ingly location-neutral and captive 
outsourcing units growing in pop- 
ularity, expect to see more and 
more non-conventional cities com- 
ing into the fold of those who roll 
their r's and twist their t's. Ef 

ADDITIONAL REPORTING BY 
VENKATESHA BABU 
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 ARGE CORPORATIONS AND MULTI-DIVERSIFIED 
d conglomerates in the post World War II ind- 
A—dustrialisation period developed distinctive, inf- 
r „lexible organisational structures. Hierarchies were 
clearly « defined and there was near-metronomic effi- 
- ciency in the process of mass production. With the top 
. management sketching out a long-term strategic vision, 
^. the workforce executed specific roles and res- 
 ponsibilities, with no upward mobility or timely rew- 
. ards. Issues of motivation, human capital manage- 
.. ment and job enrichment were rarely addressed. 
. Innovation and creativity were almost non-existent. 

|... The emergence of services-based industries helped 
. break down certain rigid corporate structures and 
later the growth of the rr and telecom industries un- 
. leashed a progressive change in company policies and 
- cultures. There was greater empowerment of emp- 
loyees. Firms started. addressing business and work- 
related issues beyond the usual standardised pattern. 








.. thought processes. However, it was only during the rag- 
-new economy boom that upstart dotcoms and 
nternet start-ups blazed an innovative trail. 

The culture of change, innovation and creativity 
during the nascent stages of the new economy was also 
fostered by a number of external variables like easier 
availability of seed and venture capital, encouraging 
. mentors or promoters, and sunrise industry backing. 
w-fangled business and management philosophies 
espoused by most of the early successful firms. 
F ible timings, *work-away-from-home" options, 
^ ownership in the form of stock options, entrepre- 

 neurship development characterised the “creative” 
| workplace culture. Expectedly, mere cosmetic cre- 
ative “elements” did not build up the requisite funda- 
‘mental pillars for establishing long-run firms. While 
some of these companies might have been fleet-footed 
and proactive, they were not necessarily adaptive. 

_.. The bubble burst has. made the current. business env- 
.... ironment more volatile and has raised posers about the 
el adaptive nature of established firms as well as those 

-- with long-term promise. How to build capabilities 
<7 that have long-term success potential? How to get back 
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INTERVIEW WITH CARL-HENRIC SVANBERG/ CEO/ ERICSSON 


"The Slowdown 





HAT DO YOU DO WHEN YOU 
are a 125-year-old 
telecommunications com- 
pany tbat needs a new 
CEO to pull it out of its recent trou- 
bles? Well, going out and hiring one 
from a lock-maker may be a start. Thats 
what Telefonaktiebolaget LM Ericsson 
(aka Ericsson) did. On April 8, 2003, 
Carl-Henric Svanberg took over as the 
company's President and CEo—the 51- 
year-old newcomer to the telecommu- 
nications industry moved from the 
world’s largest locking solutions provider 
Assa Abloy. Svanberg was in India rec- 
ently, part of a familiarisation trip that is 
taking him around the world, and as 
some of his answers in the interview be- 
low show, he is a fast learner. Besides, as 
the man himself points out, his is essen- 
tially a “management job”, and he “has 
used Ericsson phones all my life” (the first 
one was in his car, he jokes, and “was 
mobile because the car moved”). The 
car, incidentally, was a Volvo. “I am a 
patriot,” laughs Svanberg. “I use only 
Ericsson phones and drive only Volvo 
cars.” And he has his work cut out at the 
loss-making telecommunications giant, al- 
though he says the company should return 
to profitability “by autumn". Svanberg 
spoke to BT's R. Sukumar. Excerpts: 





You've predominantly worked in the security 
business; how does it feel to move to a 
telecommunications company? 
My first 10 years, I was with ABB. Then, 
I worked for 16 years with a security 
business. When I started off in ABB, it 
was very much like Ericsson: We were 
selling complex systems and equip- 
ment to rather few customers, three, 
four, five per country. And it was (also) 
a huge global organisation. 

I have more of management 
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experience from the security side, from 
the locks business. There are many 
similarities in how to run a large global 
organisation and deal with (diverse) 
cultures and financial markets. Of 
course, telecommunications is some- 
thing new to me. 


It isn’t exactly an easy job, given that 
Ericsson hasn't done very well in the past 
few years. 

Ericsson has been around for 125 years. 
It has always had a leading position in 
the world, in telecom. We were in India 
100 years ago. And communication is a 
human need. 

The telecom crisis was fuelled by us, 
operators, the media and everybody 
else; we became far too optimistic. 
Therefore, everything was growing too 
fast. And we were forced into making 
a correction, especially in Europe where 
a lot of operators paid a huge amount 
of (3G) licence fees. So it was more of a 
kind of a self-generated (crisis). The 
correction we have had to make is ma- 
jor, but one must see that in light of the 
very fast growth. 


But this industry wide crisis has affected 
Ericsson more than, say, a competitor 
like Nokia... 


We are 80-85 per cent infrastructure; : 


20 per cent other businesses. Nokia was 
80 per cent handsets and 20 per cent 
other businesses. The handset business 
is the positive thing of telecom. Nokia's 
infrastructure business was equally af- 
fected, only, it was only much smaller. 


Before you entered into your joint venture 
with Sony, Ericsson phones had a slightly 
stodgy image. Do you think that has 
changed now? 

[ don't know what stodgy means, but I 
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can guess. This (points to the 
T610) is the latest phone we in- 
troduced, and it is actually the 
first phone that Sony and Erics- 
son have produced jointly. The 
others launched before were 
coming out of one company, 
but branded jointly. Fact is, we 
at Ericsson did misjudge when 
this market changed from a tech- 
nology-driven market to a con- 
sumer market. 

Sony brings camera technology, 
design technology, and consumer 
marketing experience. We have mo- 
bile telephone technology and rela- 
tionships with operators. 

Of course, some people say, the 
two have been together for a long 
time and things haven't started to 
happen. It was only 18 months ago 
that we started, and to bring a 
Japanese company and a Swedish 
company together... (grins). 

This one (point to the phone) is 
really starting to make an impact 
on the market. But this is just one, 
and this industry is about have a 
frequent number of introductions 
coming all the time. 


You have been CEO for almost three months now. What 
are your immediate plans to bring the company back to 
profitability? | 

First of all, the situation has come much further 
than everyone really knows. We are a debt free 
company. We are downsizing from 107,000 (em- 
ployees) to 47,000, and are passing 60,000 on the 
way down. We will soon see the end of this. We have 
been cash-flow positive for the past six months. We 
have passed the danger point. We have also said 
that we will show profits sometime during this au- 
tumn, before the additional restructuring charge. | 
think we are actually on pretty good ground. 

If you look at how Ericsson has evolved, we have al- 
ways been excellent at developing leading technologies 
in telecommunications and we have a great organisation 
around the world that takes care of our customers. But 
we can improve the way we work. This is a situation we 
share with our competitors. When the market is grow- 
ing fast, you don't do everything in the smartest way, 
you just work hard to keep pace. Now, in the period of 
lesser growth, the focus on profitability and perform- 
ance has come to stay. For that reason, the slower 
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“Where we 
can improve 
is in the 
operational 
SIde—H&D, 
manufactur- 
Ing, sales" 


period is an opportunity for us. 
Where we can really improve 

is the operational side. We are 
making, for example, as many 
base stations as a car manufac- 
turer does cars in his factory— 
big volume flow. But we are 
treating it as projects, in the 
same way that we treat a big 
core network. That was the way 
everybody operated in the 
1990s. We did the right thing 
then. Where we are today, we must 
be excellent in every part—in our 
R&D, our sales, our manufacturing. 


Your primary priority is obviously to 
return Ericsson to profitability, but be- 
yond that, what are your other priorities 
for the company? 

Ericsson's position in telecommu- 
nications is very strong. And we are 
in an important area, the infra- 
structure side. There is no very 
obvious area that we are missing. 
On the handset side, we have an 
asset in Sony Ericsson; that can 
turn out very well. On the global 
services side, we have a very large 
professional organisation. The majority of the added 
value we provide in the field is services. That in- 
cludes running the networks. So, in more and more lo- 
cations around the world, we are running the net- 
works. That is something you will see a lot of (in the 
future). The problem for the operator is that he has so 
many challenges upfront with the customer, there’s so 
much he has to deal with, that it becomes less strate- 
gic for him to run the network. If we take over and 
run a network, we can do it more cost efficiently. 


What does it mean to India that you are visiting the 
country within three months of taking over as CEO? 

If you look at the world of telecommunications, you can 
split it into two parts. There are a billion subscribers, but 
they are mainly in more mature markets where we are 
rolling out 3G (Third Generation) networks offering 
more data, more advanced services; actually 12 per cent 
of our system sales now, is 3G. 

At the same time, for China and India—actually India 
is a good example, it is just at the beginning of rolling 
out—we have a programme that we call the next billion 
subscribers. This deals with providing cost efficient 
solutions so that we can help our operators reach many 
people, not just a few. India is a major market for us, 


and could really become a very big one. It is very log- 
ical for me to be here. 

If someone, five years ago, had suggested that today, 
China would have 200 million (mobile) subscribers, 1 
don't think many would have believed that. 

Today we are looking at a similar situation for 
India. I don't know who wants to stick his neck out and 
say India is going to have 100 million subscribers. 
That will happen sooner than we think. 


What exactly does the next billion project entail? Does it 
mean you will manufacture low-cost equipment so that 
operators can reduce their costs? 

The whole thing. It starts with operators, the net- 
work, the handsets. Already, India probably offers 
the lowest (mobile) tariffs in the world. That means all 
of us in the chain need to work efficiently and provide 
cost-efficient solutions. 


You visited China 
recently. Do you think 
its mobile telephony 
market there will con- 
tinue to grow? 

Growth will continue. 
We expect China to 
take its 3G decisions 
later this year or early 
next year. 


‘India Is 


us and It IS 
logical for 

me to be 
here now” 


What is your opinion on 
3G? Everyone expected 
3G networks to roll out 
by 2002 and that hasn't 
happened. And what 
has, is actually pretty 
fragmented. 
We had this hype in the 1990s and everyone thought 
everything would fall into place. But then, the situation 
changed. The operators didn't have the money. Their 
plans slowed down and became more healthy, more bal- 
anced. 3G is such a complex technology that you can't 
roll it out overnight. It is the matter of several years of 
trimming and trying and sorting, of operators building 
networks, and of handsets being available. And it isn't 
just a question of understanding the technology; it's a 
question of understanding all the opportunities the 
user gets. What is that he wants? 

The roll outs are more balanced now. We are sell- 
ing 3G networks all over the world. 


People are pushing alternatives to 3G, such as WiFi. 
If you really simplify it, 3G is like wireless broadband. 
It's a way, through your mobile system, to get 





broadband capabilities, including video and whatever. 
Wireless LAN (Local Area Network) is just another 
way of getting into the infrastructure network. One 
radio base station covers the same area as a 1000 
wireless LANs. WE don't see that as a threat. We mar- 
ket our own wireless LANS. 


Coming back to yourself, do you feel handicapped by the fact 
that you do not have a telecommunications background? 

[ may not come up with a great idea on technology— 
that takes time—but otherwise, no. 


At the back of your mind, does the fact that Ericsson has had 
several CEOs in the past few years bother you? 

If you have a very successful and strong CEO for a 
while, it becomes difficult for people who come after. 
There was one new guy that didn't work. And Kurt 
Helstrom who came in and worked as cEo—he was 
at the end of his career; he came in because it was an 
emergency. It was meant to be a short-term solution. 
I don't even think about it. For me, this is a life- 
thing; I am not going to do anything else, as long as 
I don't lose my job (laughs). 
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In top gear: Is Maruti IPO's resounding success an indicator of happier times for stockmarkets? 


Ihe Bull 
Brigade Is Here 


RS 
y 





It has been an exciting end to a very happening quarter. Presenting the 
quarterly mutual funds round-up. A BT-MutualFundsIndia.com study. 


OOM BACK TO APRIL 25, 2003: THE BSE 
Sensex fell to a near six-month low of 
2,924. And then? Cut to June 25, 2003: 
the Sensex vaults to 3,520, a 15-month 
high. What happened? 

In brief, many of the stockmarkets’ worst prob- 
lems resolved themselves. The Iraq war was over 
much sooner than anybody could have guessed, 
and decisively in favour of the US. After that the war 
concluded, a market rebound was seen as just a 
matter of time. Further, signals from the US econ- 
omy indicated that the worst was over. 

And then came the big boost: the Maruti initial pub- 
lic offer (IPO). It sent stocks of public sector enter- 
prises roaring to the top, stirring enough excitement to 
turn the market bullish. 
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Maruti Drive 

The BSE PSU index has outperformed every major in- 
dex on the globe. It delivered a return of 45.6 per 
cent over the quarter ended June 30, 2003. Mid-cap 
stocks had a similar story. The CNX mid-cap in- 
dex jumped almost 46 per cent. The market on 
the whole was buoyant. The Sensex managed to 
yield an impressive return of 18.3 per cent. 

But the major disappointments were the BSE IT and 
the BsE Teck indices, which gave negative returns of 13 
and 3 per cent, respectively. This time the NASDAQ 
had nothing to do with it (the NASDAQ composite was 
up 21 per cent). What hurt the tech sector, apart from 
N.R. Narayana Murthy’s famous profit warning, was 
the appreciating rupee coupled with the hardening 
of US opinion in policy circles on the BPO issue. 













Mid-Cap Might 

The mid-cap equity funds were the flavour of the cur- 
rent financial year's first quarter as they raked in the 
most impressive returns. The mid-cap funds were 
fuelled by positive news on the macro-economic 
front. In fact, ‘fabulous’ would be an understate- 
ment for their returns this quarter. 

The Franklin Prima Fund, a mid-cap fund, gave the 
best returns of 47.9 per cent. The fund has always 
been a decent performer and has a very well diversi- 
fied portfolio that is spread across various sectors 
with highest exposure being in automotive sector 
stocks (infotech stocks constitute a miniscule 0.8 per 
cent of the funds portfolio). 

All the top equity fund performers had a high con- 
centration of mid-cap stocks. Birla Equity Fund, 
second on the honours list, had an allocation ranging 
_ between 35 per cent and 50 per cent in 

i». mid-cap stocks during the quarter. 
à Prudential icict Taxplan, again, was 
very high on mid-cap stocks—with an 
allocation of 53 per cent in May, nearly 
= 9 per cent more than it was in April. 
But in June, its mid-cap holding stands 
pared to 47 per cent. Junior BeES, an- 
other fund that figures in the top five Settorniers, 
has nothing but mid- -cap stocks. 

Out of the 144 equity-based schemes, just five 
schemes gave a negative return—and all of these 
were IT funds. The average return, though, was an 
impressive 22.5 per cent, which is much better than 
the Sensex return (68 schemes outperformed this 
average). This was a complete reversal from the 
previous quarter, where just two schemes delivered 
positive returns. 

As opposed to the equity market, the debt market 
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was in a bit of a muddle, owing largely to the uncer- 
tainly regarding the way interest rates would move. 
While Europe and US saw their benchmark rates pared 
late in June, domestic rates do not look like they 
would go down any further. 

This means that income funds won't behave like 

waves in the ocean on a high-tide day. Unlike the 
previous quarter, when income funds failed to deliver 
due to upward pressure on interest rates, they posted 
an average return of 2.8 per cent this quarter. 
Among income funds, schemes with greater 
exposure to gilts outperformed others. The 
top performer, Deutsche Premier Bond 
Fund—Regular Plan—Growth, a new 
entrant in the Indian mutual fund market, 
' had a fairly balanced portfolio with a 
r 54 per cent allocation in gilt securities, 
| Wien compared to others. Prudential ICICI 

Flexible Income Plan and Sundaram Select 
Debt—par—Growth, both had the heaviest allo- 
cation of close to 83 per cent in government secu- 
rities. HSBC Institutional Income Fund—Investment 
Plan— Growth, again has a well-diversified portfo- 
lio stacked with high-quality debt. The fund has 
marginally increased its average maturity from 6.5 to 
7.1 years in the last quarter. 

There seemed to be a mixed trend as far as maturity 
profile of the portfolios are concerned. Between May 
and June, of the 79 schemes for which data was avail- 
able, 43 had a shift towards a lower maturity portfolio, 
while 32 increased their maturity profile. 

Of the 38 schemes in the balanced funds category, 
the average return was 15.6 per cent. HDFC Prudence 
Fund, which belonged to the erstwhile Zurich stable 
prior to being acquired by HDFC Mutual Fund, deliv- 
ered the most impressive returns. | 

The portfolio of this top performer is modestly 
diversified with 62 per cent exposure in equities. It 
carries 17 stocks (as of June 30, 2003) and close to 
25 per cent of its corpus is in mid-cap stocks. Birla 
Balanced has a little higher exposure in equities 
at 68 per cent. 

Liquid funds have seen the ‘institutional plan’ war 
hotting up, as more and more fund houses are woo- 
ing investors with lower expense ratios. Investors are 
pleased—- at the cost of distributors, whose bro- 
kerages have been pared. The industry has seen 
huge mobilisations in these plans in the last quarter. 
The average return delivered by liquid funds was 1.3 
per cent, which is as expected. 

Gilt funds have continued to be attractive in spite of 
there being no rate cuts in the quarter. Perhaps the high 
volatility in the gilt markets, propelled by intermittent 
period of high and low liquidity, gave a lot of oppor- 
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tunity to fund managers to churn their gilt portfo- 
lios, much to the advantage of investors. 

This gilt story was also responsible for the move- 
ment of even debt portfolios towards a gilt-heavy al- 
location. The 48 schemes delivered an average re- 
turn was 3.7 per cent. 


Risk- Adjusted Rankings | 

Among equity funds, the top performer was Franklin 
India Prima Fund—Growth. This is followed by ssi 
Magnum Sector Umbrella, a well-diversified portfolio 
that follows a value investing style. That is, it picks up 
stocks that might be languishing at the bottom, but mí 





with good growth potential. Reliance Growth, which — ü = 
has the objective of providing long-term capital Pu 


appreciation, is ranked 11th in terms of absolute 
returns, but with low volatility, ranks third. 

The balanced funds rankings remain almost un- 
changed since last quarter, with the exception of FT 
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India Balanced, which replaces UTI's us-95 from 
the fifth position. 





sition in the risk-adjusted category. But there is 
more to it than meets the eye. 
The portfolio is loaded with state government se- 


'scorts Income Plan continues with its top po-. 


curities, most of which are thinly traded, due to 
which the valuation does not reflect the volatility 
due to interest rate movements. This leads to its very 
ow standard deviation, which props it up to the 
topmost rank on a risk-adjusted basis. PNB Debt Fund 
rated as an ‘AAA’ high safety mutual fund by ICRA is 
close behind at number two. 

KM K Gilt 98—Investment Plan—Growth was the 
only portfolio in the top five gilt funds with just a 57 
per cent allocation in gilts when the norm amongst 
others was 75-96 per cent. It also reduced its average 
maturity drastically from 14.7 years to 6.9 years. 
On the other hand, other funds in the category gen- 
erally have a higher maturity profile. 


The Road Ahead 


Good times are here, and could possibly 
become even better if the Indian economy W 
moves strongly on the modest graph to- 
wards recovery that it seems to be charting. 
The recent bull run has seen the return of 
foreign institutional investors (Fils), investing in a big 
way in the stock markets after quite some time. 

Whether the bull run on the stockmarkets stays or 
fizzles out would be decided, among other things, 
largely by the intensity with which these foreign insti- 
tutional investors continue romancing the stockmarkets. 
And while the jury is still out on what would be the best 
bets, one could say with eyes closed that the mid-cap 
party would continue into the wee hours. E 
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N THE GOOD OLD PRE- 
— rollercoaster days, ‘returns’ 
— from stocks usually meant 
-— dividends—the literal ‘share’ 
of the company's distributed 
dii. profits—rather than quick 
-gains from capital appreciation. 
[hat investors are talking about 
dividend yields again is a sign of a 
return to good sense. 

` But what, anyway, is dividend 
yield? It is the latest annual divi- 
dend, divided by the current share 
price. If a company pays a divi- 
dend of Rs 10 per share for the 
last financial year (often announced 
as a ‘100 per cent’ dividend on a 
share of face value Rs 10), and cur- 
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Typically, when dividend yields go high, expect a market rally. 
And with dividends no longer taxable, yields are indicators — 
you ought to keep track of. py | 





rently trades at Rs 100, the stock's 
yield would be 10 per cent. 


What It Means 


Assuming that the following year’s 





SHILPA NAYAK | 
















dividend would be the same, the 
yield indicates the return in per- 
centage terms that you can expect to 
get over the year, purely from div- 
idends, if you were to buy the stock 











30- Dividend Yield On Sensex Stocks Has Increased... 
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1ow—whether or not you intend 
_to sell it after getting your cheque. 
While i investing in stocks for div- 
lends is seen as a defensive invest- 
- ing strategy, the fact is that when. 
- other investment returns fall, it is a 


-+ for retail investors who cannot hope 
-to time the market's ups and downs 
well enough to play a. capital ap- 
preciation game. | 
. . As circumstances would have 
< it, interest returns on debt in- 


- dine, and dividend. yields have 
. been on the ascendant, overtaking 
bond yields in many cases.. 
| In other words, it makes sense 
to. look out for high-yield stocks, 
especially of those companies that 
ace low uncertainties on the 
profit front. The other good news 
< is that high-yield stocks tend to 
oe d market rallies, as their very 
dividend juiciness attracts a 
— swarm of buyers. So, other things 
"being the same, their market 
s pricesare likely to rise, too. 


| Part Of The Rally - 
“The high dividend yields have 
.. definitely been one of the triggers 
or the current rally, which is ex- 
OE. cted to continue with minor cor- 
~~ rections,” says Nikhil Mehta, Chief 
- Executive Officer, Basic Financial 
- Services. “The fresh inflow of in- 
. vestible funds is moving away from 
debt into equity since debt mar- 
are subdued at the present 
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worldwide have been on a down- 
ward trend, which typically ignites - 
investor interest in high-yield stocks. 
In India, too, the same pattern is 
being followed. The yield on the 
benchmark 10-year Government 
bond has halved.to 5.75 per cent 
over the past three years. Several 
strong stocks currently give dividend 
yields that exceed this yardstick. 
. . Most exciting of all, stock in- - 
vestors don't need to pay tax on 









isks ofstocks.— . 
o the move- 
ch remain. 
volatile. * e.company's 
stock pier dwindles, the divi- 
dend still re mains," says Mehta. 
Moreover, it is a rare phenome- 
. non for dividend yields to match — 
up to or even outshine debt. . 
yields. So buy the good stocks ` 
when their prices p, and: you 
will not regret it. W 
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- When top personnel leave, 
) es often get thrown i 


AMAKRISHNA KARUTURI, 
Chairman and Mana- 
ging Director of the 
À Rs 370-crore Karuturi 

Group, knew that dre- 
ams die for many reasons. But be- 
ing hollowed out by his own top 
man was not among them. The 
man had hired a CEO for his group 
company, Karuturi Networks, to 
make a go of VoIP telecom tech- 
nology in the international call 
market. He had invested a claimed 
half-million dollars in R&D to de- 





velop a proprietary ‘black box’ 
for the purpose. Little did he 
worry about its ownership. So 
imagine his shock when the CEO 
quit to set up his own company 
with the same blueprint, based on 
the same device. 

“More than one year’s work 
and an Intellectual Property worth 
at least $10 million had been 
stolen,” Karuturi recounts, bitterly. 
He sought legal help, has filed 
charges, but no redressal can come 
soon enough to save his dream. 





Sometimes, it’s other less defined 
intellectual matter that a company 
loses with a top-level departure. 
Intimate knowledge of processes, 
the little trade secrets that 
documented, knowledge of specific 
market needs... 
of grey matter that is not exactly the 
company’s property, 
but is definitely of very high value to 
When 


Infosys’ 


go un 
a whole tissue-mass 
in legal terms, 


its success prospects. 


Phaneesh Murthy, 
whizkid in America. 


Sales 









pany, he took away intimate details of the US opera- 

tions, and some suspect perhaps even the sales success 
. formula. Murthy has now joined Quintant, a rival in the 
| BPO s ace, as its advisor, and has not only won multi- 
| dollar deals for his new company, but also 
ur senior Infosys employees away. Infosys has 
K operations head, Sanjay Vishwanath, and 
brand manager, Jessie Paul, to Quintant. Two 
lore people. have also switched over. 
Infosys declined to comment on the issue, citing its 

‘silent period obligation (under sec regulations). Also, it 
can be assumed that most clients use Infosys’ services for 
reasons far more strategic than personal equations 
with individuals. But still, it is hard to deny that Mur- 
thy’s departure has injured the firm. 

No matter how professional and systemised busi- 
... ness operations get, companies lose a lot when they 
lose genuine talent. More often than not, this is be- 
cause genuine talent is independ- 
ent of corporate systems. 






















| Independence Of Individuals 
Individual competence may lie be- 
hind the most exciting business suc- 
cess stories, but the archtypal com- 
pany sees it in its interest to ensure 
that it runs as an institution. To the 
outside world: as a corporate brand, 
with consistent constitutional val- 
ues, regardless of incumbents. To 
the inside world: as a self-perpetu- 
ating profit machine, in which success 
is a function of the way business res- 
^ Oources are coordinated and program- 
med to operate. A function, that is, of 
systemised team effort. 

Part of the human resource sys- 
tem, say HR managers, is to ensure that shock depar- 
tures are minimised to begin with. Explains Rajnish 
Kohli, Head (Strategic Planning and Communications), 
HCL Perot Systems: “The process should start at the 

time of hiring, It is a standard practice in HPs that sen- 
ior personnel have to sign a contract that they will not 
|» join competitors or lure talent away from us for a spec- 
< ified period.” A system of constant feedback and 
. monitoring provides early warning signals, feels 
. Kohli. Switch decisions are typically long in plan- 
ning, and that's enough time for damage control. 
“So if early signals can be detec ted, efforts can be 
made to retain the person or ensure that the departure 
has no significant impact." Ensuring a mutually pleas- 
ing separation, he adds, helps the company. 

Others, though, suggest an even more proactive 
policy. Pratik Kumar, Corporate VP (HR), Wipro, favours 
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heavy institutionalisation of er proce esses. “Attrition — 

is a fact of life which cannot be wished away, $3 
“For example, with a key marketing person * who i in- — 
terfaces with clients, one has to ensure that there are 
multiple touch points within organisations | for clients. No 
single individual should be allowed to become a star." 

Documentation is critical. Every manager ought to file 
regular reports on the status of projects, decisions taken 
and the information and reasoning on which these 
were taken. Digitised, much of this can be ‘made part of 
a knowledge management (KM) computer system. 
Managed well, such intensive e-documentation short- 
ens the learning curve of the next incumbent, who gets - 
ready access to the databases and decision-making al- 
















gorithms of the departing executive. Wipro. also has Br 






policy of identifying three people for each 
tion who could take on the task in case of 


exit. *Since these people would be mento! d and COL 


would be aware of the w rk being : 
. done by their mentor, r | 
becomes HR d Kumar. 





Chips Of The BI lick. | 7 
To tech buffs, KM. n ane: the 
most promising tools that can be 


top-level departures. What a KM 
system does, in brief, is map the 
management's collective mind, to. 
the extent possible, for digital stor- 
age. Elaborates Makara! 
Chief. of. ‘Staff (FE 1 
Management), iflex Solutions: ` ‘KM 
ensures that knowledge i is not cen- 
tralised, and i is channelised compa- 






proper KM process also ensures that 
corporate results are independent of individuals. 
KM systems, though, still depend on human judge- 
ment, especially for their security. “A company’s pro- 
prietary information needs to be protected by a well-de- 
fined confidentiality and access policy,” Padalkar says. 
A hacked KM system can do far more damage than a 
manager leaving with a xerox set of customer files. 
In the end, recruiting people of high integrity is 
the only foolproof mechanism to pre-empt knowledge | 





spills. And every company has beans it does not 
want spilt—making every firm a ‘knowledge-based —— 
company’, as Gautam Sinha, CEO of TVA Infotech, a _ 


technology recruitment firm, points out. Appointment 
letters do have protective clauses, and there's a 
whole lot of other policing that can be done. But be- 
fore any of that, businesses need to ask themselves 
this: whatever happened to loyalty? m 


deployed by companies to combat. P 


nywide, on a: need-to- know basis. A 
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detail in quality systems which ensure delivery of the design to unleash 
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Please register for your interview one week in advance 
by sending the filled application along with Rs. 500/- D.D. in favour 
of Indo-American School of Business, payable at Visakhapatnam. 

Students with CAT, GMAT, ATMA, MAT scores preferred. 














At Indo-American Schi 
Business, MBA is not considered a 
course that can be arranged in the. 
classrooms for you. It is envisaged as a- 
voyage through exhaustively crè 














discoveries that transform you inte a 
well-rounded professional, a G 
MBA. 







Whatever might be your goal. Proceeding 
to a higher professional qualification as 
a fresh graduate. Accelerating your career 
progression as a working executive: Or. 
surpassing your father's achievement in- 
any line of business. As a Globai- MBA, 
you are assured to go places. 


The salient features of G-MBA : 
@ 500 professional managers working in 
diverse industries form the core faculty 
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W Theoretical and practical courses in the 
irst year conducted one month each 
at various business capitals - Delhi, 
Mumbai, Kolkata, | Ahmedabad, 
Bangalore, Chennai, Hyderabad and 
4 months in Vizag. 








W Students evolve into global manager 
through real time experience, an unheard 
of concept in any business school. 














8 Specialisation in three disciplin 
Marketing, Human Resources and 
Finance 


DA 








W Internship for one full year with three 





different companies. 








The course for the future needs : 

in the wards of a renowned academician, 
Globai-MBA of IASB is designed to go beyond 
the scope of academics, and aims at fora 
evolution, which. | believe will 
revolutionary changes in the lives of generations 
to come as the entire learning is through 
experience & exposure. in essence G-MBA i 
long awaited program addressing the pre 


needs and factoring the needs of foreseeable 
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future ` 
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bt at work 


FOODWORLD 


Tne 


seven years after it set up shop, 
FoodWorld is close to tasting its first 


ever bottomline profits. sy NITYA vaRADARAJAN 


T'S EIGHT IN THE MORNING, 
and FoodWorld's 3,100-sq 
ft store on Pune's Fatima 
Road is getting ready for busi- 
ness. About 100 crates of dry 
grocery have just arrived and they 
must be put on appropriate shelves 
before the store opens in another 
half-hour. But that's not the only 
reason why the outlet's staff of 
seven is on its toes. FoodWorld 
first came to Pune in September 
1999, and quickly opened four 
stores in tony neighbourhoods. But 
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HOW THEY STACK UP 


Where Its Rupee Comes From 
Brands dominate. 







Branded 


Goods „Staples 


Fruits & 
Vegetables, 
Bakery 


General 
Merchandise 


Figures in paise 







LS 


Retail Universe 
It's largely a southern chain. 


TAMIL NADU 
REY) KARNATAKA 





Chennai: Bangalore: Alin - 
26 26 Hyderabad 
Figures are number of stores 
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by February 2002, all of them had 
to be shuttered. Reason: Unviable 
rentals and poor footfalls. 

Having found better locations 
and having ironed out supply chain 
glitches, the Rs 304-crore retail 
chain wants its eight Pune stores 
to turn profitable in another year's 
time. And managers like Devanand 
Shenoy, who was overseeing the 
unloading that morning, are rac- 
ing to meet the deadline. 

Of course, aching to breast the 
tape is RPG's retail head Raghu 


Raghu Pillai: After seven long years, RPG's head of retail may have finally found a formula that works 


Pillai himself, who, after three 
consecutive years of cash profits, is 
hopeful of turning the bottom- 
line black for the first time ever 
end of this fiscal. In doing that, 
FoodWorld, which operates a 
chain of 87 stores and is a joint 
venture between RPG Enterprises 
and Dairy Farm International, will 
be proving its sceptics wrong. 
More importantly, it may have 
perfected a retail formula that fi- 
nally works. Says Pillai: “You can 
have the best plans on paper, but 








execution is the key. We've honed 
our product delivery." 


Fixing The Chain 

Seven years ago when FoodWorld 
set up shop with a store in 
Chennai's R.A. Puram, it had no 
model to emulate and no estab- 
lished supply chain to plug into. It 
had to learn (by making mistakes, of 
course) as it grew, but that kept 
pushing the profitability horizon. 
Today, though, Pillai is less than 
three quarters away from real prof- 
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its. So how did he do it? 

One of the first things that Pillai 
and his team did to improve mar- 
gins was to consolidate pur- 
chase—especially of staples, fruits 
and vegetables, and bakery prod- 
ucts. The logic was simple. Not 
only did this category account for a 
huge part of the revenue (44 per 
cent currently), but also unlike 
branded goods, where the suppliers 
were well organised, it was a hugely 
fragmented market. That made 
sourcing time consuming and in- 
efficient. “Ensuring consistent qual- 
ity and stable prices to end con- 
sumers was a big issue," recalls K. 
Radhakrishnan, Vice President 
(Merchandising), FoodWorld. 

The answer lay in starting from 
the basics. It identified 75 farmers 
near Hoskote and tied up with them 
for supplies. The farmers were 
taught everything—how to take 
care of the quality of their own 
produce, how to use pesticides, 
how to wash the produce, and also 
how to pack and tag them. The pac- 
ked fruits and vegetables are then 
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K. RADHAKRISHNAN, VP 
(MERCHANDISING)/ FOODWORLD 


"Ensuring 
consistent quality 
and stable 
prices to end 
consumers was 
a big issue" 


shipped in damage-proof crates to 
the consolidation centre in Hos- 
kote, where the produce is visually 
inspected and sorted. From here, it 
get shipped via special vehicles (these 
are not refrigerated trucks because 
the costs are higher—at least Rs 4 
extra per kg) to the stores every day. 

Today, supply schedules are 
given three months in advance so 
that the farmers can plan their crop. 
Weekly orders are sent based on 
the previous year's purchase pat- 
terns, and the crops are harvested 
according to daily requirements. 


H AWM SHdVHDOLOHd 


ANVAASVNHSIMNOM 


While FoodWorld prefers to source 
directly from small farmers, it also 
ends up buying from *consolida- 
tors" (intermediaries who help ag- 
gregate produce). Every month 
FoodWorld buys 370 tonnes of 
fruits and vegetables and 1,200 
tonnes of rice. 

FoodWorld now considers it- 
self so good at sourcing fruits and 
vegetables (its head of perishables, 
K.B. Udaykumar, can actually tell 
you how many kilos of cauliflower, 
say, a three-acre farm will yield) 
that it plans to set up a separate 
chain for perishables. This would be 
an extension of FoodWorld, but 
have little dry grocery. At least five 
stores are to come up on a trial ba- 
sis, and the number could go up 
to 50 if the experiment works. 
Meanwhile, FoodWorld is trying 
to rope in other corporate consol- 
idators to build a critical mass. The 
supply chain will feed both its reg- 
ular stores and the perishables-only 
outlets. *It took us four years to 
understand how best to consoli- 
date, but we did it," says Pillai. 

Consolidation wasn't restricted 
to fruits and vegetables, though. 
Branded FMCG products, which 
fetch a good 48 per cent of Food- 
World's revenues, were another 
category where volumes made a 
big difference to the margins. Here, 
however, the challenge was not so 
much back end supply chain man- 
agement as front-end selling. Food- 
World had to be able to generate 
footfalls (read volumes), and that 
could happen only if its stores 
offered better products at competi- 
tive prices. By partnering with FMCG 
companies, the chain was able to de- 
vise special promotions. In fact, to- 
day it has a busy calendar of pro- 
motions that run through the year. 

Understanding customer re- 
quirements and watching SKUs more 
closely have also helped FoodWorld 
grow its number of bills from 12 
million two years ago to 17 million 
now. Although SEC A stores generate 
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GIANT: INDIAN HYPERMARKET 


T THE VERY HEART OF RETAILING IS ONE SIMPLE LOGIC: THE MORE YOU BUY, 

the cheaper it is. But for most retailers, including FoodWorld, it is 
hard to put that logic into practice because of several reasons. The 
biggest of them perhaps is the fact that the retail supply chain in India 
is underdeveloped. Distribution is highly fragmented and there are costs 
at every stage of purchase and distribution. Therefore, retailers are un- 
able to pass on supplier discounts to consumers. RPG Enterprises' 
Great Wholesale Club was set up two years ago with the idea of con- 
solidating buying and selling—it sells to both end customers and small 
retailers, although individual customers account for a chunk of it sales. 
Says Kruben Moodliar, its ceo: “A hypermarket cannot be an amalga- 
mation of departments and concessionaires. Not only does the front end 
in terms of size and range define the hypermarket, but also the extent 
of consolidation it achieves and the value proposition it offers.” 

Averaging 15,000 footfalls per day, Giant’s revenue is expected to touch 
the Rs 100-crore mark by the end of this fiscal. The clincher: It offers dis- 
counts ranging from 5 per cent on non-food branded goods and up to 60 
per cent on garments, utensils, plastics, and some vegetables. Currently, 
Giant operates one outlet in Hyderabad, but has plans of entering 
Mumbai, Bangalore, and Chennai over the next 12 to 18 months. Under 
this format, each city operates as a business unit with a comprehensive 
sourcing back up. Depending on the product category, sourcing is done di- 
rectly, although the attempt always is to minimise intermediaries. 
Incidentally, it was the FoodWorld team that kickstarted Giant, but 
since 2001 Moodliar—roped in from Game Discount in South Africa—has 
been driving the hypermarket. His plan is to create a national chain of Giant 
hypermarkets. But given that one Giant store costs Rs 20 crore in in- 
vestment, Moodliar may have to take one region at a time. 


eeeeeeeseeecse® 


A O- E E 


""*"*"*"9"9"9?9*595»9?*9»99*59"9»9*9?»9"97"92?9?7952?»5»52929?»9?9"^"^*9"»* 


""*"9*"9"*9979*»9?9*9"9^*9"9^952959"9"9"24^9? 





OVU UVAVHAVUd 'V 


SEU qee  = — 


more revenues because of high-value 
purchases, smaller SEC C stores, says 
Pillai, match up in terms of mar- 
gins because of sheer volumes. 

Since a lot of the goodwill in the 
retail business is built word-of- 
mouth, FoodWorld has taken extra 
care to train its frontline staff. Every 
store manager is personally re- 
sponsible for redressing customer 
complaint. If it is an availability 
problem, then the manager has to 
state when the product would be 
available. If it's a quality-related 
issue, the manager is empowered to 
offer replacement. In fact, a for- 
mal complaint redressal system, 
billed “Your Views Matter", is be- 
ing put in place. Once formalised, 
a CRM agency will docket, monitor, 
and mine data based on complaints 
in order to improve customer serv- 
ice and store revenues. 

Another thing that Pillai did 
over the recent years was to ruth- 
lessly shutter underperforming 
stores. Since 2000, he has closed 
seven stores in Pune, Coimbatore 
and Bangalore that failed to break 
even in two years (typically, each 
store is given about six to eight 
months to break even). That's one 
reason why FoodWorld's foray into 
northern part of the country is 
hanging fire. Even today, 52 of the 
chain's 87 stores are in just Chennai 
and Bangalore. *Running a single 
store effectively in other metros is 
far more difficult than opening a 
chain of them in a single state," 
points out Pillai. But the chain's 
co-promoter, RPG Enterprises, is 
experimenting with a hypermarket 
format in Hyderabad that has am- 
bitions of going national, too (See 
Giant: Indian Hypermarket). 

Snafus and a slower-than-expec- 
ted road to profitability has pushed 
back FoodWorld's own national 
roll out to 2005. Pillai, however, isn't 
complaining. Right now, his atten- 
tion is solely on the bottomline. 

ADDITIONAL REPORTING BY 
DIPAYAN BAISHYA 
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bt case game 


. The Case Of 
. Rural Micro-credit 





Should Archimedia reorient its rural marketing thrust? It's an issue that gets very little public 
discussion. So, as a special case, we invite six solutions from rural market experts. 


O ONE COULD 
Ne Sukraat 
Singh’s app- 


earance. He sure 
looked bronzed from 
his recent journeys 
deep into India’s hin- 
terland. But what his 
colleagues noticed 
most about the CEO of 
Archimedia Ltd was 
his manner. Speci- 
fically, the way he had 
taken to long silences, 
his eyebrows knit, his 
gaze unblinking, his 
hand to his chin. 

Had it been such an 
awesome experience? 
Singh’s team of three 
executive directors wondered. Project Inner Force had 
started off a couple of years ago as a minor experiment 
in micro-credit marketing in rural India. Archimedia’s 
primary idea was to deepen the FMCG marketer’s rural 
penetration. There was not much leverage sought 
from the initiative, and certainly no plan to effect any 
major change in market dynamics. 

Yet, the project’s success had been so compelling that 
the CEO himself had decided to spend a week with the 
company’s rural forces, particularly those that had 
ventured into the so-called ‘media-dark’ territory. Yes, 
India had more than 38 million Tvs in rural India, of 
which 13 million were cable & satellite (C&s) linked. But 
the challenge was in going after the rest. Of the 700 mil- 
lion people in India’s 700,000 villages, a sizeable frac- 
tion was still not using any Archimedia products at all. 

“The immediate benefit, I guess,” said Jeev Reddy, 
executive director, “is that we can get out of the sachet 
mindset. We can relieve ourselves of the pressure to 
keep reducing pack sizes and ‘price points’ to lift non- 
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users into the market.” 

“Yes,” responded 
T.N. Dev, another exe- 
cutive director, “Small 
pack sizes are not just a 
pain in the neck for us, 
they are a raw deal for 
the consumer, eventu- 
ally. Instead of adapt- 
ing our packs to the 
cash-in-wallet realities 
of low and daily-wage 
earners, we can now 
work on the cash-in- 
wallet realities to en- 
able the purchase of 
larger packs.” 

“From the data we 
have,” said Rajan 
Subramanian, the 
third executive director, “our micro-credit scheme 
is working well, especially with women. They just 
have to hear stories of how their neighbour managed 
to buy something chunky, and that’s it—they want 
to join a self-help group.” 

The basic idea was simple. A group of women 
would get together periodically to put, say, Rs 10 
each, into a common pool. And then they would 
hand over the entire sum to a single member to 
make a big purchase. And this would be done turn 
by turn (with the order determined by a draw of 
lots). Presto—a primitive form of banking, based on 
group cohesion and mutual trust. 

What Archimedia was doing, however, was slightly 
more advanced—with rural NGOs and financial insti- 
tutions roped in to mobilise people and inject the sys- 
tem with an added dose of liquidity. Also, the very pres- 
ence of the company was job-generating in its own way. 
Locals, for instance, were being encouraged to take up 
independent distributorships. The real goal, as the 







pem CEO had said over and over again, was mass rural 
empowerment, no less. 

. "The plan is working to perfection, ” added 
| ‘Subramanian, belting out a set of statistics. 
“Sounds terrific,” said Dev, “getting a micro-credit 

N advance of Rs 2,000 is quite a big deal out there. And 

. with local operating costs so low, some of these locals are 

. doing business of more than Rs 15,000 a month. That's 

... enough to leave them with nearly Rs 1,000 in profit— 
-which is darned good in purchasing power terms," 

Sukraat Singh didn't stir. He sat there in much the 

same pose, listening. Or so they thought. They could- 

.n't tell for sure. The statistics couldn't be bothering him. 

The CEO had expressed his satisfaction with these just 
the other day. Nor could the expansion plan. With 
some 5,000 self-help groups already in operation 
| across some 5,000 villages, the plan was to mitipiy "e 
project's reach rapidly. On this, there. — 3 

Was no argument. 
© © - Was there something else? p 
^. > “The good part,” said Subramanian, 
. trying to elicit a comment from the — 
chief, “is that the villages just can't stop 








talking about self-hel p groups. Many of a 
these people are getting acquainted | 
with banking for the very first time. 
Just the learning has stirred up so much 
excitement. People are discovering things about our 
products that they had no clue about.” 
The enticement worked. *Oh, are. they?" asked 
Singh, almost startling the other three. 
“Well, to the extent possible under the circum- 
.. stances,” replied Subramanian, tentatively. | 
. —. By now, the three had begun to figure out Singh's 
concerns. Regular urban mass marketing was far eas- 
ier, they knew, at least to the extent of keeping the 
persuasion tools within the well-defined parameters of 
the company. Project Inner Force, however, was well- 
xctured only as a financial system, leaving space for 
ot of vagueness and Brownian motion in the actual 
rocess of product adoption by rural consumers. 
< “We shouldn't end up creating infrastructure 
. merely for rivals to come and take advantage of,” 
| said Singh, “that’s all.” 
E “Bat we are the rural pioneers,” objected Reddy. 























place. Singh would finally let on what had struck 


"It's a myth that the B 
rural consumer has a 
commodity mindset. 


1 She is more receptive E 

£ tothe notion of brand @ 

value than many in @ 
south Mumbai” 










l is there a management geniüs- latent i m you? Take a crack at the thirty-first Interactive BT Case Game. 































"That's irrelevant,” said Singh, “We. cannot 
erate under the assumption of a rural mo 
we don't inseminate this market with bra: 
fast enough, we could lose the investment. 

“But,” ventured Reddy again, “our brand team 
involved in the project...” 

“No, not intimately enough,” 
know what?” bce 

This was it, sensed his three colleagues. The 
reason they were all sitting in his office in the first 


said Singh, "and Yvo F 


him hardest on his rural sojourn. 

"] met this middle-aged woman who wanted to 
know why we had all these colourful wrappers for 
our products—when everyone knows they must be 
discarded, and it's the actual usage that delivers 
the quality- of-life increments. I told her about the 
—. practical aspects—product integrity, 
aroma preservation, transportation 
and so on—and she just. nodded. | 

along. But when I started talking 
about brand identity, she had ques 
after question. And, boy, better 
any B-school session lve attend 
|. And you know what? It's a huge m 
-> that the rural consumer has a com- 
modity mindset." 

“Interesting,” said Reddy, for all of them. f 

“You know, whether it was tea or soap, she. — 
was more receptive to the notion of brand val € 
than many of the cynical clowns we keep bumping. 
into down here in South Mumbai. | think we need - 
to reinvent Inner Force to capitalise on this phe- 
nomenon. Fast. We must stop looking at this thing 
as just an economic operation." 

"But surely,” ventured Reddy, “we need to test 
your hypothesis through a representative random- 
sample survey before we allocate any resources toit" — 

"Potential brand appreciation is not the best t ng: Se 
to determine through some questionnaire," sa D 
dismissively. But Reddy had a point, he knew. T S$. 
a megacorp, not a gutfeel-happy entrepreneurial ven-. | 
ture. The company's management system would need 
 substantiation to justify change in the project, 

The question: what should the company do? ffl 
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Chairman & Managing Director, 
| Anugrah Madison Advertising 
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NOUGH HAS BEEN SAID AND WRITTEN ABOUT THE 
-4 myths of rural marketing. One of these is that a 
M rural consumer is not brand conscious. Exp- 
eriet xt has shown that the rural consumer is very 
n d loyal; but i it takes a lot of time and efforts to convert 
pua brand. Unlike his urban counterpart who is 
o impulsive decisions, a rural customer is very 
rned about the value for money he gets from any 
Te product that he buys. Hence there is a need for very per- 
.  suasive communication to help him make up his mind. 
Besides, the impact of exposure to Tv has resulted 
not only increased aspiration levels, but also created 
greater awareness of brands. The CEO of Archimedia has 
understood this phenomenon and is right in his belief 
< that instead of treating Project Inner Force as just ano- 
ther innovative distribution effort to reach the rural mas- 
ses, something must be done 





 "Archimedia to simultaneously build the 
should continue company’s brands in the mar- 
to keep up its kets where the project is being 


introduced. 

This can best be done by 
first understanding the mind- 
set of the potential consumers 
through qualitative studies for 
each product category. Quali- 
. tative studies help understand the hopes and aspirations, 
... fears and mental blocks that rural folks have for any 
~~. product category. This knowledge can be used to evo- 
— lvea suitable communication package that addresses the 
<- Specific problems of the market, offering the companies 
i -products as effective and economic solutions. The 
. con 
C ut the dangers of using spurious or duplicate brands. 
‘We must also remember that there is a growing mid- 
«dle class in rural India that is moving away from basic 
agriculture- related jobs to more white collar activities, 


< tradition of being a 
pioneer and keep 

^ up its effort to build 

. its brand equity in 
the rural markets" 














- which const tutes 40 per cent of the rural audience and is 
cr literate, i is exposed to mass media in some form or the 
© Other. It is interesting to note that children in rural India, 
-dike their urban counterparts, influence the choice of 


1148 BUSINESS TODAY AUGUST 3 2003 


hmunication strategy could also warn the rural folks . 














brand that enter boustbalds- And they a are ETE in- 
fluenced by tv. So, in dealing. with the rural. markets, 
Archimedia will do well to remember that they are deal- 
ing with two distinct audiences. The middle and upper 


class, who to a great extent behave and act like the ur- ~ 
ban audience, and the huge labour class, which may be > 
illiterate but is still driven by common sense and ration- — — 
ality, need to be tackled through traditional media and : ra 





below the line activities. E 
So, while Project Inner Force will ely in ensuri g E 
the company's brands reach the unexplored mar 





is the sustained communication effort to build the brand | 
in rural markets that will help the company establish its 
brands. It will be an expensive proposition. But in the 
long run, it will be worth it because rural folks do not 
change their brand loyalties easily. Archimedia should 
keep up its tradition of being a pioneer and keep up its 
effort to build i its brand ELM in the rural markers. 





"DALVEER SINGH 


“Country Manager, 
Ogilvy Outreach Communications Network 
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AKE A TRIP INTO THE HEARTLAND AND you WILL 

often encounter foundation stones announcing 

the launch of a project that was supposed to 
change the lives of people. Look carefully at the dates 
and you will find that some of these were launched — 
decades ago but never proceeded beyond the laying of 
the foundation stone. Poor 
planning killed a good cause. 






"Unlocking rural 





Had it not been for demand has many 
Archimedia’s CEO Sukraat | ‘dimensions. Mere 
Singh’s visit, Project Inner- accessibility : and mak- - 


Force had all the chances of  ingit: as ay fora, small - 
meeting the same fate. It was - 
up to an illiterate lady to 
reintroduce him to the four - 
Ps of marketing. . | 7 
Unlocking rural d mandi is a problem da his b 


many dimensions to it. Mere BE a and making | 








‘company’s es roduc 
is not enough" - 


Forte Sud to do) to afford des con T 
is not e ds While the compa 










rkets, i it 1 Qe 

























ceeds to invest in category development. 
mportant to ensure entry barriers for competitive 


distributor in charge of the micro-market- 
t may be one way of going about it. The rural 
tor should create and manage the communication 
1 a hired salesforce that does brand value com- 
munication, as well as category development. 
s There is a need to make sure that micro-credit really 
increases the net disposable wealth of the rural areas be- 
g targeted. The company needs to think of ways in 
which it can develop opportunities so that more peo- 
ple can break the poverty cycle and become potential 
of i its s products, 





RAD EEP LOKHANDE | 


Managing Director, 
E Rural Relations - 
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| =  RCHIMEDIA NEEDS TO GET THE PROBLEM IT FACES 
ORB in proper perspective. The company has al- 
L 3 Lready launched the project, but could not get 
: proper response. Thus, the problem it faces has a lot to 
« do with revitalisation of the process of penetrating the 
i rural market. 
Apart from this, Archi- 
media also feels it necessary 
to explore alternate means 
of penetrating the rural mar- 
ket than the ones it has in- 
vested in so far. 
— To get its Project Inner 
Force back on track, the com- 
| pany should make a proper 
ahanon of all aspects of the project, in terms of its 
structure as well as the processes involved. There is 
need to re-orient the thinking of the project par- 
| terms of entrepreneurship. The company has 
: the attitudes and values of entrepreneurs 
i ame ng its. stockists and retailers in the rural areas. 
| The company should find out the attitude of ru- 
ral people towards savings as well as entrepre- 
-. meurship. This is essential since there is a vast dif- 
ference between rural consumers and their urban 
counterparts. Many projects initiated in the form of 
rketing through women's self-help groups have 
to sustain themselves. 
s therefore essential that the company try to 
hose factors that make rural entrepreneurship sus- 
le. A long-term perspective orientation needs 


A “The company has 
Wu. toi inculcate the 


4 anione ix stockists | 
and retailers in the - 
: tural areas” 




















„Brand value communication is a must. Put- 




















to be based on creating trust and confidence vis-à-vis the 
company's initiatives. 





“Executive | Vice President (Tradit iona tie gl Pi 
| „Pepsi Foods | 


thoroughly and ona reg nia ; ad ede A 
ginal intent in hnic its ia Inne 





ning the distcibution. obj ective thro ig 

However, uti innovation of this 
ten overwhelms corporations and Archimedia seer 
to be no exception. First, the CEO articulates the 'real - 
goal’ as mass rural empowerment. His associates be- 
lieve that it is an opportunity to move out of 
packs to large packs. The drift from real 
















ity is cleat: 
There is no connect with the consumer. This is a sit- 
uation that has to be remedied. 

So what should Archimedia do? The company has. 
the first-mover advantage in distribution. It should 
continue to expand its dis- | | 
tribution network through. 
the self-help group model. 
However, scaling up the wW 
model from 5,000 villages © 
will take time. The 7,00,000- ur 
village opportunity has tobe t 
stratified for coverage suc 
through distributor, hub and- 
spoke, and wholesale models. 

It also needs to be remembered that availability 
is only one leg of the rural marketing tripod. The 
other two are affordability and acceptability. The ar- 
gument that the rural market is now ready for 
large packs seems dangerously out of place. Daily 
wage consumers with more resources will first. 
adopt more categories before trading up on pack- 
sizes. The argument also incorrectly assumes that the 
only issue after availability is affordability. 

Archimedia needs to connect with the rural con- 
sumer afid communicate its propositions effectively. 
Sukraat Singh’s conversation with a ‘real’ consumer con- 
firms the disconnect between the company’s proposi- 
tion and the consumers’ perception. The top man- 
agement needs to spend more time working on rural 
markets. Field-based understanding, especially of rural 
areas, is the lifeline of any successful FMCG. Qualitative 
research can help sharpen insights obtained thus and 
could then be verified quantitatively. 

Archimedia needs to move fast. A sm 


business" 








NE 





arter competi- 
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a p | s ‘Archimedia 


tor with a more consumer-friendly strategy could at any 
moment snatch the initiative away from the company. 





B . Vice President & Manager 
E j Thompson Social & Rural, J. Walter Thompson 







HE FACT THAT ARCHIMEDIA'S MICRO-CREDIT SCHEME 
is alive and kicking across 5,000 villages is proof 
E enough that the rural market has come of age. 

While Archimedia's top management waits for market 
research learnings to come in, others may have already 
stepped in and grabbed a sizeable chunk of the market. 
. . Moreover, one doesn't need random-sample res- 
~~ earch to figure out whether or not rural India is brand- 
driven. A look at the hundreds of Fair & Lovely 


: clones, locally packaged tea hawked at baats, and 
farmers in Bihar queuing up to buy a particular brand 


a of maize seeds says it all. 
— While a megacorp like Archimedia cannot rely 


|. entirely on gut-feel, it would take eons to gather the 


quantum of data, market insights and research findings 
that our urban marketing fraternity usually insists 
upon. In India's hinterland, learning and implemen- 
tation need to happen simultaneously. Testifying to this 
fact are the FMCG biggies who have been dabbling in 
revolutionary rural marketing concepts for years now, 
and have yet to hit upon a sure-shot model... either in 
terms of low cost per contact, or self-sustainability. But 
. as and when they do, they 


NN | would be miles ahead of those 
ph . needs i innovative who used research as an ex- 
... rural mass media cuse to sit it out. 
is solutions: that The ideal gameplan for 
|... dont make cost Archimedia would be to retain 
< per contact hit its first-mover advantage, and 
them in their keep fine-tuning its strategy 
— - solar plexus” as its moves along. However, it 


needs to customise techniques 
for quick feedback, analysis and course-corrections, and 
weave these into its existing strategy. 
. This is perhaps the only practical option for the 
company. Those who do not possess the time, 
money and guts to opt for it should ideally look at a 


-localised rural market, or be content with Singing it 
ae out i in the urban marketplace. 


| Coming back to Archimedia, if it is just worried 
f "übout competition moving in on the market it pio- 
neered, it is oblivious to the second big threat: the 
fakes. One can always battle with competing brands on 
a level-playing field, eye for an eye, scheme for a sche- 
me. But the spurious stuff manufactured in small-town 
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backyards is a different ballgame altogether. x sw 
Clearly, to tackle these different layers of compe- - ; 
tition, Archimedia needs more than the sel sustaining m 





sales and distribution system that it is pioneering i in the 
rural markets. The company needs innovative ‘rural 
mass media' solutions that don't make cost per contact 
hit it on its solar plexus. And that's a point in time when 
only those who understand the difference between 
an advertising agency and a rural acvenising ey sur- 
vive to tell their success Stary | 
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ICRO-CREDIT HAS BEEN. IN OPERATION IN THE 

rural world for some time now. Archimedia's - 

effort to rope in rural non-governmental or- 
ganisations and financial institutions as part of its ini- 
tiative to empower rural consumers is a step in the right 
direction. To be able to touch 50° per cent of the tar- 
geted 7 lakh villages, the | company: will need to 
maintain an undiluted focus. - 


on its marketing programme - "Rural marketing - | 

and conduct research surveys revolvesaroundtwo — — 

to ascertain its impact at fre- factors: Ensuring! that 

quent intervals. the product reaches — 
Rural marketing in India ie coutttrystde; and. NM 

has traditionally revolved aro- . . €i ni Du 


und two strategies. One focu- the bran 
ses on ensuring that the prod- ^ rural: 

uct reaches deep into the : | 
countryside, while the other stresses communication : 





of the brand's values to rural consumers. Archimedia 
could make use of interactive communication formats . i dn 


such as roadshows to build its brand equity among ru- 
ral consumers. The company could simultan eously ply 
vans that stock its products to create not only sales vol- 
umes, but to build up stockists’ confidence and im- 
prove cash flows. Furthermore, the company’ s mobile 

distribution network and the executives who operate 





it could build up considerable clout with the rural sub- Ed 
stockists and retailers by providing them with useful —— 
tips for healthy homes and imparting information E > 


on improvements in farming. T 
Archimedia would do well to continue with is — 
Project Inner Force based on the feedback cit ; e 
its periodie. surveys. This way the compa 
ate goodwill and increase its. sales vò 
since the branded products selling 
are also preferred by the rural consumers, small sa- 
chets and packs should get priority notwithstanding 
their relatively low purchasing. E m 
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On the continued dominance of capitalism and American 
power. And on the need for eternal vigilance. 


F YOU'RE A LOYAL READER AND FAN OF 

The Economist, like this reviewer is, a 

new book by its Editor Bill Emmott is 
bound to raise expectations. For one, 
the magazine that he edits rarely disap- 
points. Well, there is that regular dose of 
Brit superciliousness and sometimes too 
many tired bits of wry humour, but dis- 
count those and the magazine is usually a 
pleasurable read—insightful, on-the-ball 
and lucid. Everything you’d want from 
contemporary journalism. In 20:21 
Vision—The Lessons Of The 20th Century 
For The 21st, Emmott, like his magazine, 
grapples with questions about the future 
of the world. Two questions really. One 
deals with the future of capitalism, whet- 
her it will survive and maintain the pace 
of its spread and dominance across the 
world. And the second with whether the 
US, the world’s omnipotent superpower, 
will continue to dominate the world’s 
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BILL EMMOTT 





By Bill Emmott 


Farrar Straus & Giroux 
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affairs, keeping peace and helping 
the spread of capitalism. 

In his book, the two questions 
are pre-answered in the affirma- 
tive. So if you're looking for 
Emmott to surprise you, don't. The 
questions are also the two most im- 
portant challenges that face us to- 
day. Will capitalism continue to 
spread? Will the US dominate? 

Yet, it could result in a bit of a let- 
down if you look for great insights 
into the future. Emmott's gaze into 
the crystal ball cannot be prophetic. 
And, as everyone writing about the 
future does, he too delves into the 
past and the contemporary. 

Take capitalism. True, there are 
unsettling aspects of capitalism, like 
sharp inequalities in incomes, parti- 
cularly during the initial phases when 
an economy opens up, and the rise 





-of globalisation. Both continue to 
. be pet causes for the critics of capi- 
. talism, but theirs is hardly a thriving 
_ breed. Simply because there's no 
real alternative. “Governments that 
run their economies as though ET 
can be certain about the outcomes.. 
have been mostly proved wrong." 
Even the anti-globalisation move- 
- , ment, which opposes the spread of 
ae capitalism, doesn’t proffer alterna- 
3 tives to markets and liberal democ- 
racy. Adds Emmott: "Although it 
will never be loved, capitalism is al- 
ready a lot better regulated in all 
the rich countries than it was a hun- 
dred years ago and in an increas- 
ing number of poor ones, making it 






. inequality or even environmental 
_ damage will be devastating.” 
|... Emmott doesn’t naively ask—unl- 
_ ike economists and journalists in the 
1980s and 1990s—whether capital- 
ism will survive, Instead, he asks 
whether the world, particularly the 
developing world, will be able to 
overcome its mistrust (or at least 
 ambivalence) towards capitalism and 
share in the prosperity it brings. 
Likewise, for the other geopoliti- 
cal question. It isn't really whether 
the US will dominate—it’s a super- 
power many times over, so that’s 
already answered. In the aftermath of 
the Iraq war, many nations may 
. worry about US dominance and its 
-. overt tendency to throw its weight 
around. But Emmott is clearly not 
worried. He sees America as a hand 
at steers the world to prosperity. 
-US leadership, combined with techno- 
. logical advances are what, he notes, 
-have been responsible for the 
progress of much of the world since 
after the Second World War. 
Still, one need not share 
Emmott's bullishness to empathise 
v" with his final chapter, which calls for 
-. paranoid optimism" about the fu- 
er qure of the world. A tip: read this 
* .." . book's chapters as discrete essays 
v and not necessarily in sequence. 
= SANJOY NARAYAN 





















less likely that periods of instability, 


| peni the free market's 
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(C bi eds academic hes ues t - 
... the University of Chicago's B- 
D school) the coveted job of IMF's 
Chief Economist, i is fue It = 
- desrvesaread. = ss 
The second. thing i is more 
-. complex, and more important: 
the book dried relevant, < as 
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v d incentive of mambar to oppose 
_ their crony power to do s so, in creating 
. in distress, and finally, in raising public 3 
pe gers of a hijacked market system. > 
* In conclusion, this book is interestin b 
ce ‘invisible hand’ a as s 
v oS force, inevitably victorious. Instead, it treat 
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i have worked in non-governmental organisations (NGOS) 
for many years now and am planning a transition to the cor- 
porate sector. However, there is a general perception among 
recruiters that NGOs are not as professionally demanding of 
th nployee as the corporate sector is. Consequently, they 
~~ doubt the competence of people working with Ncos in 





|... meeting the demands of the industry. This is making it dif- 


`= ficult for me to make the switch. How do | convince prospec- 
. tive employers about my competence? 
Unfortunately, the stereotyped image you are talking 
about does exist and you can only counter that during 
-the interview, where you can highlight your achievements 


- - and also explain how the NGOs you worked for operate. 


This should help. If you have been doing something that 
is relevant to the corporate sector (like marketing cards 
or gifts to institutional buyers or raising funds), then foc- 
us on it. If you bave no such items to list, you are 
right, it will be difficult for you to switch to a company. 
One solution: compromise on the position. 


| have just been promoted to a managerial position in my 
organisation. How soon should | begin to evaluate, reassign 


TE and, if necessary, remove members of the staff under me? 
me feel a number of changes are due, but | don't want to dis- 


: courage my staff right at the outset or jeopardise my 
. image by appearing to be ruthless. 


E —. You must evaluate your staff daily at an informal level. 
— But formal evaluation and reassigning of duties is usu- 


i ally done not before three months of taking over as a 
supervisor. As for relocating people, a lot will depend on 
— bow senior you are, what kind of people you are rem- 
oving, and tbe approvals you need before doing that. 
© There is no clear rule about this—it should not be too 


* : ! early or too impulsive a decision, nor so late that it jeop- 
ae  ardises your image as a competent manager and your 
seniors think you to be indecisive or laid back. However, 


. I would recommend that you spend some time not 


f : 5 ; only. to familiarise yourself with your staff, but also to 
Cut make sure you have come to the right conclusions 
-= about the people in your department. You would do well 


5 in to decide upon a plan of action, then. 


What is likely to be more effective when. supplying ref- 


erences in a resume for a prospective: emplo er— a ref- Pr 





erence with an impressive title, a high-lev 


tion in the industry or a friend or co-worker who ovis ee 
the quality of my work and is therefore i in a better posi: p 


tion to vouch for me? _ RC S 
A friend is not likely to be. looked upon pe 





thentic reference because he or she will, in all prob- m Vu 
ability, underplay your shortcomings, which is not 


what the prospective employer wants. A good refer- 
ence will be someone you have worked with, espe- 
cially if that person also happens to be your senior or 
at a ‘high-level’ as you call it. A co-worker would be 
a good reference, as would be an ex-boss or a client 
with whom you have worked, But make sure you — 


have no bistory of unpleasantness: with the person ‘you. ic M : 
name as à reference because a wrong reference. can do mM 


more damage than no reference at all. 


| have never had a problem landing a job |. apply for, not Lr 2 


UA 47 


when the company in question grants me ani 





boastful, my job. However, my problem i is that interview 
calls from the companies that | apply to. take time. For 
nearly every 20 resumes that | send out, 1 receive just one 
interview call. I’m trying to switch jobs. and iis is prov- - 
ing to be a major problem. Please help. 

Perhaps your resume doesn’t convey all the infor- 
mation that is desired by prospective employers before 
they call someone for an interview. A resume is the 
only source of information about. you that a pot- 
ential employer has. When an employer has a choice 


of many resumes, be or she usually goes for the one 
that sounds more promising. The people who ATES xs 
granted the interview may not be the best qualified, IM 
but they are most likely ones who have the best re- 0o 
sumes: You would do well to review your resume ` 









by putting yourself in the company’s shoes. Try tak- 

ing professional help to write your resum fresh. 
Your aim should not be overplay your ements 
but to present them in the best, posi er. | 


dr Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing. Partner, Us practico) of HR firm, 


n Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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eview.| —— 
do my interviews as well as | do, at the risk ofsounding — 








SESA GROUP 
Fran yal ye notte m me eerta i ve Anan ram nna B i rt rm 


M nda M ma po Aaa SoA AA A O T DAEN 
tederyesea anri nat arho En P oui nadaa eta aae RA. 














SESA GOA LIMITED 


SESA GOA LIMITED, the flagship company of Sesa Group is India's largest exporter of iron ore in the private > 
sector. For the past five decades, Sesa Group is involved in iron ore mining, beneficiation and exports, with o 
group turnover of around Rs. 600 crores. The principal shareholder is MITSUI & Co., Japan. The group is als 
operating a 200,000 TPY metallurgical Coke plant and a 220,000 TPY Pig Iron plant at Goa. 









Sesa Goa hos mining operations in Goa, Karnataka and Orissa. It is an ISO 9001, ISO 14001 and OHSAS 
18001 Company. 


GENERAL MANAGER (Purchases & C 


The group is looking for persons with around 15 years of experience in materials management in large, p 
sector or private organisations preferably in the iron and steel or manufacturing industry. Candidate shoul 
handled imports, raw materials, consumables, MRO items, capital equipment and project purchases. 















The position will look after the Group requirements in Mining, Pig iron, Coke, Shipping, Shipbuilding at Cor 
level. 





Candidates with an engineering background will be preferred. However, professional buyers with science backgrou nd ; 
may also apply | 













Interested candidates may mail their resumes, giving details of qualification, experience, remuneration drawn and. 
expected and other details, within 15 days to: 






Corporate Human Resources 


Ro n : SESA GOA LIMITED, 
| -Sesa Ghor, 20 EDC Complex, Patto, Panjim, Goa 403 001 
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SECTOR WATCH 


e Great IT Invi 


The IT industry has thrown open doors to graduates 
and managers, besides recruiting engineers. 






F THERE’S ONE SECTOR THAT HAS SINGLE-HANDEDLY MANAGED TO PUT 
India on the global map in a short span of time, it is rr. With a con- 
tribution of close to Rs 60,000 crore to the country’s GDP, not only 
is IT a key economic driver but also India's great white hope for the future. 
And in competitive times such as these, the extent of rr adoption is what 
differentiates the smart companies from the laggards. With companies, 
small and big, making significant investments in IT to up their efficien- 
cies, the demand for iT professionals in the country is almost perennial. 
Hot jobs: The opportunities in IT could range from bread and butter code- 
writing to developing embedded systems to tT-enabled customer rela- 
tionship management. Verticals like banking and financial services, retail 
and telecom that are growing exponentially in the country require mas- 
sive IT support. Specialisation in a high-growth vertical is invaluable. *The 
growth areas are integrated circuit (IC) design, digital/analog chip and 
board-level design, algorithm design and optimisation to embedded 
software development, system engineering in communications, control, 
media processing and medical applications," explains Srini Rajam, 
Chairman and Chief Executive Officer, Ittiam Systems. Another area that 
has seen an explosion in job opportunities is the BPO sector. Not- 
withstanding a recent proposal in the US state of New Jersey that seeks 
to cut down on the amount of work outsourced by the US Government 
to India, analysts insist that the boom in the industry will continue for some 
time to come. Currently, the BPO sector employs close to two lakh peo- 
ple and the number is expected to go up to a million by 2007. 
Basic qualifications: While engineers and MCAs have an advantage in 
the areas of software development and R&D, the ITES segment offers 
.. great new opportunities for graduates from the non-technical streams. 
_ “An engineering degree in electronics and communications, electricals 
or computers is still a passport to a good job. Engineers with three-to- 
five years' relevant experience are much in demand," points out 
<< Rajam. Adds Jayaram Easwaran, vp (HR), Hughes Software Systems, 
|. “There is an increasing demand across all levels. Engineers, MCAs or 
advanced diploma holders, in rr there's room for everyone." ffl 
MOINAK MITRA 
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Want a Career that makes you sr ile? 
Log on to JobsAhead today! 


Over 1,00,000 jobs! 6,000 companies! 



























s position is one of our chents, which is among the top 10 business 


ER 


s Coria Services Put. Lid 





policyholder and shareholder's funds in optimum manner and effec- 
p: x of treasuty operadan: Risk management of resources, 
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COSTING-ACCO 





EXECUTIVE 
nt Source 


to perform all activities pertaining to cost accounting, cost report- 
Bs cost audit, accounting and finance at the factory. 


GER- 
s Consult 
a should have around 7-9 Years of experience with strong 
counting skills. Would be responsible for all aspects of account- 
g of income and expenditure including revenues. Payroll and 
associated cost. Would also be responsible for inter company trans- 
ctions. Job Code: 178268 









in India. The position is of a Manager-Audit, which reports to 





Better Job , Better Life . 





The candidate is responsible for: Costing for determining the sta 
dard material cost and working out the actual material cost. Coorc 
nating the Risk Assessment Processes. Job Code: 180689 





Responsible for managing the internal audit, regulatory comp. 
ance, and legal functions. Ensure regulatory compliance within tl 
company primarily with respect to the US regulations impacting tl 
operations. Job Code: 180846 





Management Consultants Limited 


Urgently required for Mafoi Wanpe Consultants a qualifie 
CA with good analytical skills. Experience Should be in the range 


1-4 yrs. Job Code: 179542 





A Research consulting firm requires Research Analyst for worku 
on an American project. Candidates with 1-3years experience in d 
areas of research should apply. 


Job Code: 179905 





Entire gamut of activities pertaining to the finance function wt 
focus on handling banking & Financial institutions. The positic 
will be reporting to the Director-Finance(Group). Job Code: 1801+ 


































NOLOGY ARCHITECT 

eikoss - 

st have ; a strong background in design/development of large 
net. or Client Server systems or complete software product lifecycle 
osure. Self motivated, punctual and a natural leader that flour- 





sin aial environments. Job Code: 181132 


ETY /ARE. ENGINEER 
t sm Logic Solutions Ltd. 
ated for an MNC, people who have worked on Tibco, SAP, EAI 
-related skills. People should have good communication skills 


3 iould have worked at least for 3 years on tibco and EAI. 
‘Code: 181210 









NIOR CONSULTANT 

chSpan_ India Ltd. 

pertise in Java, JSP and Servlets, plus is expertise in Microsoft tech- 
ogies specifically C#. Strong database knowledge preferable in 
ase. Some fixed income domain knowledge required; Knowl- 
e of VB; SOAP desirable. Job Code: 180756 


INAGER IT 

rasus International 

didate will be responsible for the day-to-day running of the Lot- 
É puer ty systems. Work leader and coordinator for group of IT 





xit Web Solutions 
intain, support: and enhance existing production processes, which 
being. run daily, weekly, and monthly. Responsibilities include 
‘kend database analysis, programming, testing, QC, resolving data 
es documentation. Job Code: 180903 | 


sume Blaster - It's Easy! 


instant Access to over 20,000+ Jobs 


SOFTWARE ENGINEER 


SYSTEM ANALYST 

S.B ELE.D. Consulting Private Limited 
Ás part of the e apps group provide the cutting edge difference i in 
marketplace. Enhance the quality of customer experience end tc 
Enhance the overall skills of team members, To deliver on tim 
budget to customers. Job Code: 181168 


DELIVERY MANAGER (SAP) 
ABC Consultants Pvt Ltd. 

World's Top 5 Consulting organization looking for a person to hat 
he delivery of multiple projects on SAP-& commercial orientation 
per the company's business initiatives. Must have 12-15 years oft 
experience in Latge Software Companies. Job Code: 180583 





USABILITY ENGINEER 

Greenfield Management And Consultant 
Candidate must be a Bachelors, Masters or PhD in Humar y: 
Interaction, Human Factors Psychology/ Engineering, Cog 
chology, Industrial Design, Visual Design, Computer Scie 
lated field. Job Code: 180767 


nce or. 


PROJECT LEADER 
Finders and Seekers 

This Software Project Leader will work with microelectronics m n 
ment to identify, propose, assemble, and lead software proje 
tives. Develop and document project plans in adherence to « 
standards etc. Job Code: 180787 


Larsen And Toubro Infotech Limited 
We are Apes for candidates with ed technical Po and e 





“MANAGER - RECRUITMENTS 


ir Web Solutions 





E will be responsible for developing and executing 
ffing plans, effective sourcing and recruiting strategies for all kinds 
requirement across the board. Minimum 8 years of directly related 


tuitment leadership experience Job Code: 180825 


NAGER-HR 
fron Global Limited 


hes :elected candidate will manage complete HR activities including 





isals, Policy formulations, payroll management Attrition, 


t itment of s enior personnel etc. Job Code: 181006 





- candidate will be a part of the International Mobility team. Will 


esponsible for all HR activities related to relocation of employees. 


HUMAN RESOURCES 


e candidate would b 
ppraisal, training & development, personnel & 


e responsible for recruitment, compensation, 
admin, employee satis- 
ction among other related activities. Re ou for strategizing, ini- 


s. Job Code: 179112 


ting and implementing new HR processe 





R MANAGER 
xdows Consultants 
uite MBA from a pue institute, 


. Will be 


perience with at least 2 years experience in a leadership role 







To Apply to these Jobs: Log on to www.jobsahead.com/jobstoday and type the Job Code 


GE 
Three P Consultants Pvt. Ltd. 
Should have atleast 7 years of. The incumbent will be responsible fi 
tems, procedures and processes as pe 
has already started implem 


and knowledgeable about all 


Befler Job , Better Life ; 






























MANGER HR 


Impact Management And Personnel Services 





The candidate will be responsible for handling all the gamuts 


HR in a leading financial services organisation and will be reportii 
to the COO. Only full tme MBA's from good institutes need app 


Job Code: 180911 


D 


S, P. EE. D. Consulting Private 
Need to have at least 2 yrs experience in Functional HR. Must ha 
handled all line HR activities, like implementing Performance, Cou 
rance Handling Job Code: 180063 


ASSISTANT MANAGER HR 
j Limited 


seling and Grie 


SR, MANAGER- HR 

Aptech Ltd. 

MBA in human resources/ MÀ (psychology) with around 8+ ye: 
of experience having exposure in the areas of Recruitment, Traini 


and Organization Development. Job Code: 179669 


RECRUITMENT OFFICER 

Qaialys Software Technologies Ltd 

Will be responsible fot recruitment of people for short term as w 
long term positions in US/UK and India. Ability and willingne 
to work late hours to overlap US hours. Job Code: 179431 


NERAL MANAGER-HR 





or implementation of all sy 
SAP R3, which the compa: 
should be computer literz 


'stems of HR. Job Code: 177211 





enting. He e 








Resume Blaster - Ifs Effective! 


No running around for jobs, SAVE TIME ! SAVE MONEY ! 


www jobsahead.com 















è : candidate should preferably be an MBA/PGDM in marketing He 
b ; e heading an entire port operation. Should have good communi- 
n skills and should be willing to work in Chennai, 


Code: 163489 





re Elastomerics Ltd. 
be responsible for the overall profit center. Achieve organizational 
n the short and long term through development and implemen- 
on of strategic plans for the long term profitable growth of the 
apany . Job Code: 165821 


[-INFORMATION TECHNOLOGY 

iN et Technology Resources 

ponsibilities will be to facilitate, provide guidance and technical sup- 
t for the implementation of SAP across all the manufacturing units. 


> person will also be responsible for developing a medium term 
itegic IS/ IT Plan for the organization. Job Code: 172329 





et share, revenue and visual presence in the market. Job 


CTOR- -BPO 
reers Global 





3 person will be responsible for registering and establishing the 
npany,sourcing and establishing infrastructure, recruiting; and train- 





E rkforce etc. Job Code: 174741 


: CHIEF INFORMATION OFFICER 


Ascent Consulting Group Mumbai 


Beler Job. Be 






























Ladder Networks = 
Required! A dynamic and experienced indiv idoal te 
created position of Chief Information Officer. Re 


Chief Operating Officer, this position will oversee the 1 
ment Job Code: 165222 


DIRECTOR- TRAINING 
Success Point. E 
The incumbent will be handling the entire training divisio ol 
international call center. Must be an excellent trainer, rar 
ager and planner. Must be an MBA. fob Code: 16 7069 





HEAD - MARKETING( INTERNATION ind 
SARK Sytems India Limited a 
The Marketing Head will strategise entire had iig ; 
company and be repsonsible for reaching the cog 
bottomline and topline. Job Code: 173508 


Oráte. gow 





GM - INTERNATIONAL BUSINESS 
UB Group - Spirits Division 
The incumbent will manage a profit center with a tur no 
crore per annum, the business of which is to deal. si 
principals and channels and expand the base tà i 


Job Code: 174591 


GM OPERATIONS 


Oversees the operation of the lottery gaming system & software. 

facilitate efficient lottery transaction processing between retail ar 
: j i a 

lets & other customers. Job Code: 174898 





‘asume Blaster - LR Affordable! 


if costs less than two rupees per consultant 


esume Blaster - www.jobschead.com/services/jobseeker. himi 
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INDIAS BEST 


BOOKSHOP 
I OR WHAI? 





In this writer's opinion, Chennai's Landmark (actually 
there are two of them) is it. sv is. 


ORRY IF THIS SOUNDS BOASTFUL, BUT WHEN IT 
comes to books yours truly has been there, 
done that. From Alwar's second-hand bookshop 
in Chennai's Mylapore borough to the stalls that 
dot Mumbai's Fountain area to an unnamed 
shop on the second-floor of a nondescript building on 
Bangalore's Brigade Road to Delhi's everyone-knows- 
about-it Sunday market at Daryaganj, I’ve done it all. 
Bookshops, I’ve seen aplenty. Bombay’s Strand is 
alright. Bangalore’s Gangaram is too pleb. Bangalore 
Airport’s Sankars is probably the best airport bookshop 
(and a pretty good bookshop in its own right). The 
city’s Rhythm and Blues, a bookshop that used to host 
mini-concerts on weekends is no longer around, but 
it was always more attitude than content. There’s a 
very cool bookshop opposite the syna- 
gogue in Kochi’s Jew Town. Delhi’s 
Bookworm and Fact and Fiction have the 
ability to surprise you. As does Kolkata’s 
Oxford. And Crossword is overrated. 
Along the way, I have picked up some 


It's lost something over the 


years, but this circular 
bookstore is stil! going strong 
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treasures. On a Chennai pavement, not too far from the 
residence of the Maha Vishnu of Mount Road, I once 
found a copy of Jane At War, the campy comic strip that 
entertained soldiers during WW II from the pages of The 
Daily Mirror. An otherwise regulation-airport book- 
shop in Mumbai once surprised me by offering for sale 
a centenary edition of C.S. Lewis’ Chronicles of Narnia 
(to this date, one of the only two I have seen). And in my 
impoverished college days, I picked up unsold J.G. 
Ballards (I still have one that my batchmates spared, The 
Unlimited Dream Company) for 10 bucks a pop from a 
circular book stall on Delhi’s Janpath. 

Chennai’s Landmark (I am a purist and will root for 
the first store that came up on Nungambakkam High 
Road, although the one at Spencer Plaza is bigger, 
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reason to visit the Spence 
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and ‘more fun’) is, to this writer’s mind (and I hope the 
preceding paragraphs have established my credentials 
as a bookstore critic), the finest of them all. That end- 
orsement doesn't come from a foodie's preference for 
the coffee and cookies served up by the store's café— 
the one I like better, the Nungambakkam Landmark 
doesn't have one—but from the sheer celebration of 
books on display at the store. From John Barth's Giles 
Goatboy to three rare Tolkien treasures (a comic book 
version of The Hobbit, since spotted in a couple of 
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. 
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shops, and two children's books Roverandom and Far- 
mer Giles of Ham) to Peter Beagle's The Last Uni- 
corn to The American Book of The Dead (arguably, the 
finest encyclopedia devoted to The Grateful Dead), to 
assorted Burroughs and Kerouacs (come to think of it, 
I never did send in that complaint about the poor 
quality of binding on a Flamingo edition of The Naked 
Lunch) picked up in the first flush of adulthood, to. 
arguably, the only copy of Tbe Wbole Eartb Catalog 
seen in Indian bookshops for a long time, this writer's 
library is filled with treasures from Landmark. 

I felt let down when the store took over the 
other side of the basement in the building it was 
located on Nungambakkam High Road (since re- 
named U.G., or Uttamar Gandhi Road in keeping 
with the unwritten dictat about every major Indian 
city having its main artery named after the 
Father of the Nation), but with music, 
stationery, souvenirs, DVDs and vHs, and 
CD-ROMs moving to the other side, it just 
meant more space for books (the cards 
corner was an eyesore till it was moved; 
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why do card shoppers invariably throng the outlet in 
giggly groups?). The Spencer Plaza store (for those 
who don’t know their Chennai, this modern plaza 
came up in the same place were the historic Spencer 
& Co. building that was gutted in a 1983 fire stood), 
at 40,000 square feet is bigger than the U.G. Road 
one (12,500 square feet). And a few months, may be 
three, from now, Bangalore will have a Landmark 
that is the biggest of them all (45,000 square feet). 
India's Bookwoman 
In 1987, Hemu Ramaiah, then a 30-year-old, whose 
love. for the written word had led to jobs at the 
Danai chain of bookstores and in a couple of hotel 
bookshops in Chennai, decided that she wanted to get 
into the business herself. With her brother Nataraj as 
a partner, she founded Landmark. Today, Landmark 
boasts three stores across Chennai and Kolkata; it 
recorded revenues of Rs 50 crore in 2002-03 
(Crossword, a more top-of-mind chain than Landmark 
north of the Vindhyas, does substantially less, Rs 30 
crore, from its seven stores). And Ramaiah, a die-hard 
Chennai-lover, has arrived as the high priestess of 
Indian book retailing. Today, she manages the stores 
with her husband Jai Subramaniam, whom she mar- 
ried in 1989. “I am an accountant and am just known 
as Hemu's husband,” laughs Subramaniam. “I do 
the worrying and she does the spending." 
Subramaniam has obligingly divested Ramaiah of her 
mobile phone to create a “no disturbance" zone for this 
writer's meeting with the duo, but she keeps zipping out 
to the answer the phone, once coming back fleetingly to 
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ask me whether journalists make good fiction writers; 
she wants that to be the topic for Landmark's next 
forum (this piece should convince her, I guess). The 
Spencer's Landmark—"We have travelled all around the 
world and not seen one like it," gushes Subramaniam— 
Is big on events. Quizzes, discussions, you name it, the 
store hosts them. And with in-store escalators zipping 
people up the two floors the store occupies, there isn't 
a bookshop like this anywhere in India. Put Landmark's 
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Landmark’s Ramaiah: India's Bookwoman #1 


success down to Ramaiah’s belief that “supply cre- 
ates its own demand", a hoary business saw that holds 
the promise of serendipitous discoveries to come while 
browsing the store. “The more variety you have, the 
more you sell," says Ramaiah. And so, the Spencer's 
Landmark, that opened doors for business in October 31, 
2001, ran out of space on Day One. That didn't stop 
Ramaiah from adding 120 more racks. All told the 
Spencer’s Plaza store stocks 1.5 million stock-keeping 
units, including 300,000 books. 

Positioned as a “fun destination”, the conversion 
rate at the Spencer Plaza Landmark is lower (one out 
of eight customers ends up buying something) than the 
old store (1:3), and the Kolkata Landmark (1:5). But 
from the minute it opened for business, there was 
no doubt in Ramaiah's mind that it was a success. “The 
first day is important and the first week will decide the 
success or death of a store," she says. There was a price 
to pay: Landmark undertook debt (for the first time) 
to launch the Spencer Plaza store, although 
Subramaniam's estimate that the store would become 
profitable in the second year proved right. None of 
these, not even the company's IsO 9001 certification, or 
Ramaiah's passion for books, not even Landmark's joint 
venture with Chennai’s East West Publishers, Westland 
Books that supplies books to other stores can, however, 
explain what makes Landmark the best bookstore in 
India. My copy of The Whole Earth Catalog can. And 
that's just the way it should be. Œ 

WITH INPUTS FROM NITYA VARADARAJAN 
IN CHENNAI 
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to get ripped. That is, get your muscles de- 
_ fined to show the "cuts", the veins and, well, 
look really hot with the shirt off your back. 
Ask your friendly neighbourhood instructor : 
and chances are he'll tell you to go for lighter weights 
and do more reps per set. As anyone whos followed that 





Getting Ripped 


"HERE'S A MYTH THAT DOES THE ROUNDS IN 
most gyms about what's the best way 
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regime knows, you can't be more wrong. Doing lots of reps 


with lighter weights achieves nothing. You might as well 
„walk around the gym and ogle at the women (or the men, 
depending on your gender or orientation). 


- Getting ripped has little to do with building muscle mass 


_or size. The whole point of lifting weights is to build mus- 


cle mass and strength. But getting ripped to show what 


you've built is another story. It's about getting rid of the layer 


of fat over your muscles. It's possible to have a ripped body 
that doesn't show because you haven't got rid of enough fat. 


‘And that's where cardiovascular training comes in. 


Most weight trainers use cardio sessions as mere warm- 


ups before moving to the weights. True, lifting does burn fat 


but the simple fact is that intense cardiovascular training 


_ bums more fat than lifting does and, if integrated well in your 
workout sessions, makes you muscular and lean. Of 


course, all this assumes that there's one all important in- 


 gredient in your workout regime: lifting. Simply because 
without weight-training, there'll be little for you to show off. 


. There are many ways of incorporating cardio sessions in 


your schedule. A personal favourite is a 20-minute session 


before hitting the weights followed by a 10-minute session 
after you're through. You could either run or walk briskly on 


the treadmill; or even jump on a stationary bicycle, aithough 
that last option isn't always good for the knees. But what- 


ever you do, it has to be intense. For instance, if you walk, 


it should be at the fastest speed you can reach. 


.. There's another way of melding cardio into your regime 
and, although | don't do it, I’ve seen many people get as- 


toundingly ripped following it. Its the cardio interval. One 
set of weights alternating with a short but very intense burst 
-of running on the treadmill. So your full set, if you're 


bench pressing, say, would be a bench press followed by 


a two-to-three minute run on the treadmill. Then rest and 


do your second set and so on. It's exhausting and takes the 
mickey out of you but if you're in 100 per cent form, you 


could try it. The most ripped guy at my gym does it. 


Cardio is one, but there's another factor critical for 
getting ripped: diet. But more about that next time. 
MUSCLES MANI 
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Bookish Thoughts 


| Blame it on travel and taxing schedules. Books aren't too high on the priority list of India Inc's 
CEOs. But meet three for whom a regular visit to their favourite bookshop is a pilgrimage. 




















y: sos BOOK IS SOMETHING THAT CAN 
rejuvenate me instantly. In a city 
like Chennai which has a strong tradi- 
tion of reading, getting a good book is 
no problem. The Landmark bookshop 
in the city is worthy of being a land- 
mark. Air-conditioned, well-designed 
bookstores offering a mix of products 
have caught on everywhere today, but 
I believe Landmark is the trendsetter. 
The store has a great range of books on 
all subjects and I have managed to lay 
my hands on some old classics that 
are hard to get. Here, there is no hurry 
to leave, no pushy salesmen trying to 
hardsell something. I buy a lot of books 
on management, history and philoso- 
phy. Recently, I picked up an inspiring 
book called Maverick by Ricardo 
Semler. It's a highly stimulating and 
amusing book about how Semler trans- 
formed his authoritarian family business 
into a more participative one. 
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Vikram Singh Mehta chairman, Shell Group of Companies (India) 
ORK REQUIRES ME TO TRAVEL ALMOST INCESSANTLY BETWEEN DELHI AND 
X mumbai, and often overseas. But no matter where I am, I devote two 
hours every evening to my books, with some western classical music playing 
in the background. That's my way of getting away from the rigours of busi- 
ness. Oxford and Strand Bookshop in Mumbai and Bahri in Delhi's Khan 
Market are some of my favourite haunts in India but Pm not the kind 
who’ll spend a lot of time at the bookstores browsing through titles. 

[ have a fairly sizeable collection of books both in Delhi and Mumbai. 
Political biographies and books on political economy interest me a lot. Pm 
currently reading Burmese Days by George Orwell and a book called 
Infidels on the conflict between Christianity and Islam. 


Anand Sudarshan ceo, Netkraft 
BR TRAVELLING CAN BE AN OCCUPATIONAL HAZARD IF YOU ARE A 
senior exec. But I look forward to my trips out of Bangalore because 
that gives me a chance to make another one of my routine visits to Sankars 
bookshop at the Bangalore airport. It's small but has a very eclectic collection 
of books. Last week, I picked up a remarkable book called The Biography Of 
Zero. Another bookshop that I love to visit often 
is Landmark in Chennai. I have been a regular 
there for more than 15 years now and I’ve seen 
it grow over the years. It is probably the biggest 
and the best bookshop in the country. 
The way the shop is laid out and 4 
the hassle-free manner in which | 
you can browse is fantastic. 
Apart from the books that 
help me to stay alive in the 
business, I love to read | ™ 
books on science, mathe- 
matics and engineering. [f 
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The DBF Program 


For Non-Finance Executives 


The ICFAI University has designed and developed the DBF Program for the benefit of non-finance executive 
who are keen to get insights into basics of business finance and related areas. 


Duration : One year 
Eligibility: Working Executives with a Bachelor's degree. 
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AMRISH KUMAR: Waiting to grow big 


Breaking Time Zones 


SHREE YEARS AGO, KAPIL KAPOOR RETURNED TO 





*. 


India from Bausch & Lomb in Bangkok to - 
take charge as the Managing Director of Timex 
India. With the American watch major floundering 


in the Indian market after a broken Jv with Titan, 
he had the daunting task of pulling Timex out of the 
mire. Not only did Kapoor successfully break the in- 


ternational mould by positioning Timex in the - 


lower segment, he also managed to outsource man- 


. ufacturing to a great extent. The impressive per- - 


- formance has earned Kapoor an expanded role as the - 


Regional Director for India and South Pacific, which — 


covers Australia, New Zealand, Thailand, Malaysia 


and the Philippines. And what's more, he will be 
ing out of Timex's HQ in Middlebury, US. The 
gena times for ied have j just started to tick. 









VIVAN MEHRA 


KAPIL KAPOOR: | 
. Managing East : 
| b by moving West - 
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Fashioning A Change 


OR SOMEONE WHO IS JUST 25, AMRISH KUMAR HAS 
Eois an eventful life. By the time this economic grad 
from Bristol University, UK, turned 23, he had worked 
for two major financial services companies, Kotak 
Securities and HDFC Bank. But in 2002, Kumar chucked 
up a bright career to join his fashion designer mom Ritu 
Kumar's eponymous 15-store apparel chain business. “I 
had a couple of consultants to look at our business and 
we found that by using technology we could become pi- 
oneers in an area that is very niche," Kumar says. 
With an investment of around Rs 10 lakh, he's imple- 
mented a globally popular customer relationship man- 
agement (CRM) software SalesLogix. “For a small busi- 
ness that has limited but high-value transactions, ef- 
fective CRM is critical," he adds. Kumar isn't restricting 
himself to just implementing technology. He has also 
convinced his mother to introduce a cheaper pret line 
called Label to reach out to the younger lot and 
broaden the customer base. There aren't any immedi- 
ate expansion plans, instead Kumar's focus will be on 
modernising the chain. Way to go. 





KARAN BILIMORIA: Brimming over 


Frothy Success 


TS TOUGH TO KEEP THE 42-YEAR-OLD UK-BASED BREWER 

Karan Bilimoria out of news. Weeks after he was 
elected co-chairman of Indo-British Partnership, which fos- 
ters trade and investment between the two countries, 
Ernst & Young, in July, named Bilimoria as *London's 
Entrepreneur of the Year for Consumer Products". 
Commenting on the award, the Law graduate from 
Cambridge gushes: “After creating Cobra from scratch, 
in the most competitive beer market, I’ve learnt that if 
you have the passion and drive to succeed, the sky is the 
limit." We hope there aren't any burps for Bilimoria. 


VUHAW NVAIA 





SUBHASH GHAI: Betting on technology to cut piracy 


Digital Designs 


OLLYWOOD ICON STEVEN SPIELBERG HATES lE 

George Lucas of Star Wars fame swears by it. 
But in Subhash Ghai the latter has found a high-pro- 
file proponent of the digital moviemaking movement 
in Bollywood. For those not in the know, a digital 
movie can be filmed and stored in small diskettes, 
reducing the chances of both piracy and wear and 
tear. Ergo, Ghai’s Mukta Arts, a production house and 
Manmohan Shetty's Adlabs Films, a movie processing 
and infrastructure company, have tied up to create a 
new film distribution company that will help around 
400 theatres in rural centres and B-cities to support 
the digital format. *It's a big step towards backward 
integration in the film industry through technology. 
It will allow us to widen our reach and cut down on 
piracy," says Ghai. Spielbergs be damned. 
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Reddy Reckoner 


XACTLY A YEAR AFTER 60-YEAR-OLD YAGA 

Venugopal Reddy left RBI as its Deputy 
Governor to make it to the rarefied echelons of 
IMF in Washington, he looks all set for a second 
innings at the central bank's 18th floor —.— 
office in Mumbai's Mint Street— A 
this time in the gubernatorial role. 
A career bureaucrat, Reddy is rem- 
embered most for his speech deli- 
vered in 1997, during his six-year 
stint as RBI’s Deputy Governor, 
on forex management that ac- 
tually brought the markets 
down. That, according to 
Reddy, was to see how the 
market reacted to a statement 
from the RBI. Seems like he 
wouldn't want to be 
forgotten as just another 
signatory on the 
currency notes. 


Y.V. REDDY: 
A new innings 























Survival Secrets 


ITH A SUCCESSFUL SOFTWARE PRODUCT LIKI 
Flexcube and a Citigroup parentage to bx OT, 


i-flex Solutions’ pedigree was never in doubt. In a 
year when tech stocks took a collective beating, 
its shares rose by more than 150 per cent. For 
the company’s 46-year-old Chairman and MD 
Rajesh Hukku, success would taste sweeter as 
Time magazine acknowledged him as one of 
the 15 “tech leaders of the world who survived 
the crash”. “The key to success,” says Hukku “is 
our committed team and a leadership that’s fo- 
cussed on making a difference in our chosen 
niche.” Nirvana for IT companies, if you still 
haven't figured out, lies in products. Œ 


CONTRIBUTED BY ROSHNI JAYAKAR, MOINAK 


MITRA, PRIYA SRINIVASAN & SHIB BANERJEI 


AMITY 


LEADERSHIP 
= CORNER E 


If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY 


BUSINESS SCHOOL 


THE NO.1 PVT. B-SCHOOLIN INDIA 


Website : www.amity.edu 
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Leading By Consent 


VIKRAM TALWAR, Vice Chairman & CEO, ExlService 


LEADER BELIEVES IN GIVING HIS TEAM 

members the freedom to express their 

opinions and ideas. He surrounds him- 
self with people he perceives as self-starters— 
those who have the drive to initiate actions. 
There are five mantras of good leadership: 
Entrepreneurial spirit: A leader senses, tar- 
gets and accomplishes his goals with unswerv- 
ing faith and resolve. Hurdles on the road to 
entrepreneurial initiative need to be stead- 
fastly surmounted through self-belief, convic- 
tion and a never-say-die attitude. 
Innovation: The very quality that makes a 
team deliver successfully over time is innova- 
tion. A leader realises that the timeless adage 
‘change is the only constant’ holds true 
throughout the life of an organisation. 
Empowerment of people: This is the cornerstone 
of management thinking at every successful 


organisation. A good leader encourages his 
people to participate in decision-making and is 
open to their ideas and suggestions. 
Simplicity: This ensures that the ideas of the 
leader will reach and be understood by each 
member of his team. The virtue of simplicity, 
coupled with assertiveness, determines the eff- 
ectiveness of a leader. 

Quality: Maintaining quality at work is an 
infallible way of ensuring an organisation’s 
success. Demanding perfection while rea- 
lising each team member’s limitations is the 
essence of good leadership. 

Leadership is not dictatorship. A true 
leader never asks his team members to do 
what he as an individual would not do. He 
knows the art of extracting the best out of a 
team, without coercion. Leadership is about 
leading people with their consent. El 
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1 From left: Jayakar Jerome, Commissione! 
Bangalore Development Authority 
Nandan Nilekani, CEO, Infosys and 
S.M. Krishna, Chief Minister, Karnataka 


Politicians; BE crat companies, professionals, 
and citizens have come together to make 
jindia’s city of the future. Now, Mumbaiiwanits to follow 
/ Suit: The renaissance of Indian ji osi ES 
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Kirloskar Oil Engines Limited Runs 
Oracle E-Business Suite 





Enriching Lives 


Successful businesses in India plus 
thousands of others worldwide run 
Oracle E-Business Suite. 





oracle.com 
or email us at mktg.in@oracle.com 


Copyright © 2003, Gracie. All rights reserved. Oracie is a registered trademark of Oracle Corporation and/or its affiliates. Other names may be trademarks of their respective owners. 
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Epson Dot Matrix Printers. Performance that never lets you down. 
With an Epson Dot Matrix Printer, you can be sure that your print jobs go without a hitch. However demanding the job, an Epson 


Dot Matrix Printer is built to deliver. So if reliability matters, simply turn to an Epson - the world No.1 in Dot Matrix Printers. ....Epson Dot Matrix Printers.... 
ROCK SOLID RELIABILITY 
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From The Editor 


ITIES CAN BE CRAZY PLACES. WHERE DO THEY BEGIN? 
Where do they end? Can you still call Andheri in 
Mumbai a suburb or is it part of the city? And 
Borivali or Vasai? I remember driving a few years ago 
from Cochin to Thekkady and the city never seemed to 
end. It was one long seamless urban stretch. Cities 
grow all the time. Ten years ago, east Kolkata would 
have meant a near-rural area where fishing in swamps 
thrived. Today, the area is dotted with high-rise blocks 
and five star hotels. The speed of development can be 
startlingly fast: just consider the pace at which Delhi’s 
satellite Gurgaon has grown and is still growing. 
Managing such dynamic settlements as cities has never 
been easy. And most government agencies like municipal 
corporations have shown that they are just not capable of 
doing it on their own. That's where the fledgling Banga- 
lore model comes in. In what is a unique exercise, the main 
stakeholders of that fast growing metropolis—the gove- 
rnment, business and professionals—have come together 
to make their city a better place. What’s more, the model, 
as Deputy Editor R. Sukumar’s cover 
story will tell you, seems to work. And 
the Bangalore exercise could well 
become a model for all Indian cities. 
Now for some more good news. 
With a constant flow of good results 
from the corporate front, we asked 
BT's Mumbai-based Chief Analyst 
Narendra Nathan to roll up his slee- 
ves and do some number crunching. 
And here’s what we found: Corporate India never had it 
so good. Profits, which had started climbing in 2001-02, 
have shot up further. Nathan’s analysis of the results of 
2,595 companies shows that while sales grew a modest 12 
per cent, net profits zoomed an impressive 54 per cent in 
2002-03. In fact, some companies like Tata Engineering, 
Reliance, ONGC and Indian Oil reported their best-ever 
profits. The more important point is this: India Inc. has 
finally come of age. Thanks to consistent improvements in 
efficiencies, and development of new markets abroad, it has 
learnt to thrive despite the economy’s constant hiccups. 
The other bit of news that pleased us came from Dalal 
Street. The Bombay Stock Exchange (BSE) is considering cha- 
nging the methodology of computing the Sensex. Instead 
of total market capitalisation as the basis for calculating 
weightage for stocks in the Sensex, BSE wants to move to a 
more realistic free-float method to calculate the index. 
Now why would that make us happy? Simply because 
BT's own stock index, the BT 50, which we launched in 
our April 13, 2003 issue, is based on the free-float method. 
It's nice to see the BsE following us! For a detailed exp- 
lanation of how BT computes its index, turn to page 20. 
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Ramco VirtualWorks™ - 
The quiet revolution in Enterprise Solutions. 


Governments, like enterprises, work best when the command 
chain is perfectly integrated. And when the information 
available is reliable, timely and clearly catalogued to help in 
- making decisions. 


This is where Ramco Systems can help. After ten years 
and hundreds of complex implementations worldwide, 
Ramco has developed a software framework - 
Ramco VirtualWorks . Where applications can be 
co-created on the fly. By selecting modules from a library of 
hundreds of ready-to-use powerful business processes. 
It allows for the rapid implementation of the most ambitious 
projects on a massive scale. Without worrying about 
obsolescence. Or being hampered by the diversity of 
individual applications. 


So governments can visualise the type of solution they wish to 
put in place for their ministries. And we can show them how 
the software will function. Even in the initial stages of software 
development. 


From here, progress to the actual implementation can 
happen in a matter of months, not years. And adapted to 
accommodate all the legislative and executive policy 
frameworks. 


Can an Enterprise Solution only run an enterprise? 
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Best of all, as these policies change, the underlying 
applications can change as well. With rapid and minimal 
programming. 


In Andhra Pradesh, we have already made a beginning. 
With HR solutions that integrate several thousand employees 
in the government. The solution will be deployed in less than 
a year. 


Proving that enterprise solutions can do much more than 
run an enterprise. They can, in times to come, enable 
governments to be more effective, transparent and efficient. 


It's what every government aspires to be. 


Call toll free : 1600 44 2345 or 
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17 ASeason Of Bailouts 
With general elections round the corner, ailing 
projects of India Inc.'s beleaguered promoters 
are getting a fresh lease of life. 


18 Red No More 
LMU's Freedom may be kicking in some real 
money for the embattled company. 


19 Prime Reformer 
It's likely to rain reforms this fiscal, thanks to a 
new economic blueprint from the Vajpayee stable. 


19 Stock Shocks 
It's more than just sentiment. Technical factors 
can also play havoc in the stockmarket. 
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26 Dabba Trading 101 50 City In Sync 
Kerb deals are rechristened Dabba trading Politicians, bureaucrats, companies, 
on Dalal Street. professionals, and citizens have come together 
to make Bangalore India's city of the future. 
28 Losing Altitude Now, Mumbai wants to follow suit. The 


Indian Airlines is fast losing marketshare to rivals. renaissance of Indian cities begins here. 





28 Phaneesh Murthy: Ver. 3.0 Cover photograph by Deepak G. Pawar, imaging by Kapil 
It looks like the star dealmeister is all set to lend 
Bangalore-based Quintant an experienced hand. 


30 Go Green, Get Paid FEATU H ES 


Trading carbon credits inspires a new fund—India 
Renewable Energy Enterprise Development Fund. 64 Profits ‘R’ Us 





34 CEOtoons Corporate India is on a roll, 
judging by the sudden spurt in 
38 Talisma's New Innings profits. Business is making a f 
Bangalore-based Talisma starts anew under dramatic comeback—and ON GC's S. Raha 
Dan Vetras, the company's new CEO. across Sectors too. 


38 The Great Pharma Boom 
Small or big—pharma companies across the 
country see their stock soar on D-Street. 


40 Dilbert 
44 The End Of One-Man Show 


Expanding the powers of directors should make 
SEBI much more effective. 


70 Ambit: Dealmaker 


Ambit is in the hot seat, it appears. 
Till recently just another player in 
the Indian arena of mergers and 
acquisitions, Ambit and its boss 
Ashok Wadhwa are suddenly 
scorching the corporate map 

with their deal making. 


Ambit's A. Wadhwa 
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78 Services 


Infosys’ N.R. Narayana Murthy 


86 60 Minutes 


BT-Gartner meet: BPO is in 


94 Time To Reboot 


74 Board Of India Today Economists 


‘Is this the best Indian economy in decades?’ 
That's what the Board of India Today 
Economists (BITE) had to answer. And 
: s doing so were Indira Rajaraman, 

Octo EON Siddhartha Roy, Kirit Parikh, Subir Gokarn, 
BITE: Cautiously optimistic Suresh Tendulkar and Bibek Debroy. 





Now that everybody who reads anything has — 
read more than a lifetime’s worth on India's | 
BPO boom, it's time to look at the ripple 3 E 
effect the phenomenon has had. This time, UNES 
we look at the ancillary services that have EUER ud: 
sprung up around BPO centres. 


BH a 
The Food Counsel's G. Talwar 


82 Infosys Inc. 


Now, why would Infosys want to widen 
the slice of US-owned stock in its equity 
pie? That, in effect, is what its latest ADR 
issue does. And we delve right into the 
company’s inner motivations to 
understand the move. 


ja 
PET ANE 





*Customers want solutions, not software." So 
says Henning Kagermann, CEO of SAP and 
former physicist and math professor. In an 
exclusive interview with BT, he speaks of the 
state of the enterprise software market, the 


new merger wave and his India strategy. SAP’s Henning Kagermann 


90 BT-Gartner Roundtable 


Just where is the Indian IT and BPO 
industries headed? To answer the 
question, BT conducted a round table 
discussion with Gartner, featuring some 
of the business’ top opinion-makers from 
India and around the world. 





What’s happening at Polaris? The stock has 
halved over the past year, its merger with 
OrbiTech is still wobbly and the BPO 
venture is still to make a go of itself. Does 
Arun Jain have what it takes to rescue 

the company? 


Polaris Software Lab’s A. Jain 


PERSONAL FINANCE 
108 Steel Stocks 


The once-ignored Indian steel sector is back on the investment radar, 
and for good reason too. Here’s a close look. 











MANAGING 


116 Compulsive Job Hoppers 
Why do some people seem to 
have this innate urge to hop 
jobs all the time? Find out. 


118 At Work 
How Maruti Udyog pulled 
off an IPO that even Suzuki 
was so sceptical about. 


122 Case Game 
Should Longenuff raise its 
consumer engagement budget 
to revive its tea brands? 


128 Bookend 
A line-up of 50 fashion- 
defying management gurus, 
some initiation advice for 
ambitious young recruits and 
a nice parable on customer 
orientation. 


ODAY 


130 Help, Tarun! 


BACK OF THE BOOK 
136 India’s Oxford 


Welcome to the Pai-created 
educational habitat that is 
Manipal—not quite 
Oxfordian in academic 
reputation, but a dedicated 
township that generates quite 
some money. 


PEOPLE 


140 Anil Nanda’s new start; 
Victor Menezes’ lost 
chance; Ravi S. Deol’s 
synthetic story; David 
Davidar’s maple move; 
Vijay Mallya’s renewed 
faith; and Rajat Gupta’s 
professorial stint. 


COLUMNS 


63 By Invitation 
By Salil Parekh 


98 Left Angle 
By Paranjoy Guha Thakurta 


142 Leadership Secrets 
By Anil K. Khandelwal 





Rajat Gupta 





AUGUST 17 2003 BUSINESS TODAY 5 


WWW. -business- today. com 


The online edition of Businass Today 








[Web Exclusives | Exclusives 


Money In Touch 

Once upon a time, the country's automated teller 
machines (ATMs) were linked to banking systems 
via satellite (via VSAT systems to be precise). They still 
are. But GSM’s GPRS, an offshoot of cellphone net- 
| work technology, could prove better—in enabling 
mobile ATMs, for example. 





Free Float Sensitivity 

From September 1, 2003, the Bombay Stock 
Exchange’s venerable old sensitive price index—the 
Sensex—turns even more sensitive. It turns into a 
Free Float index. Keen BT readers, of course, know 
what it is, since the BT Index is free float. But what eff- ^| | 

ect might the Sensex switchover have on it? NL 


Now, now, now. Either marketers are getting phe- | 
nomenally lazy, or entertainingly creative. Either | 
way, two of the world's biggest brand value gainers, 
going by the recent BusinessWeek-Interbrand listing, | 
m Efe Samsung and HP, have leveraged Hollywood over the | 
AE past year to engage the consumer. | 





Now, get a hot new management tip f b the crema every vee and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 


TO RECEIVE BT’S TIP OF THE DAY 


1. Go to “Write messages” 2. Type “BTTIP” on the 3. Send the message to 4. You will receive the 
on your mobile phone. message screen. the number “2424”. hot management tip for the 
day in a return message. 


TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Will agriculture lead the revival? 


1. Go to "Write messages 2. Type "BTPOLL Y” for Yes. Type "BTPOLL N" for No. 3. Send the message to 
on your mobile phone. the number “2424”. 





“Send BTPOLL F after August 17, 2003, for the final poll results. Readers can also participate in the poll at www.business-today.com 





NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology www.activemediatech.com 
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Count on us 


Young an swingin ! 


Presenting Carbon & Steel = Hot singles from Zen 
Two international Z-door limited editions. Only 300 numbers each. 


Welcome to the clan of the singles. Just 600 of you. As Carbon - the Sporty pedals. Chrome tipped exhaust. And the unbeatable all-aluminium 
purest of elements — in Mica Black colour. Interiors in red and grey leather. 16x4 Hypertech engine. Very powerful. Very private. Yet with room for 
And Steel - the most malleable alloy — in Starlite Silver colour. Interiors occasional friends. Possess one today from just 300 numbers each of 
in blue and cream leather. Alloy wheels. Tubeless radials. Power windows. Carbon and Steel. And announce to the world your single status — in style! 


Hakuhodo Percept 4UL/032/07 


Available in select cities only. 


HOT SINGLES 
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x Only DishnetDSL gives you: 


^ e! STM4 (622 Mbps) optic fibre networkin the county. 
Be & 42 city coverage. 
e Complete redundancy, monitoring and control. 
-a Latency of less than 70 milliseconds. 
e SLA guarantee at 9996 uptime 
$ Last-mile access over leased lines, DSL or wireless. 


What's more, just compare our prices with others 
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Call us for an IP VPN configured specially 
for your needs or e-mail: ess@ddsi.net 
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Experience the full power of the net 
www.ddsl.net 
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Perform Or Perish 
Apropos your cover story The Search 
For The Next Infosys (BT, August 3, 
2003), if recent trends are any 
indication, it is no longer mere hype 
but concrete results that will decide 
companies’ ranking on the bourse. 
The stockmarket scam three years 
ago, coupled with the worldwide 
melting of tech stocks, has brought 
the traditional science of investing 
back in fashion. People have rea- 
lised that it’s not worth betting one’s 
money on companies that are unable 
to demonstrate their worth on a 
consistent basis. 

—— NAVNEET DHAWAN, fhrough e- maid 


The story In Search Of The Next 
- Infosys (BT, August 3, 2003) does 
well to highlight the fact that 
companies whose scrips top the 
charts today may not necessarily be 
the leaders in the future. Many of 
the top companies may fall by the 
wayside in face of stiff competition 
from other Indian companies or 
because of changes in the global 
economic environment. On the 
other hand, demographic changes 
may well place companies like 
Apollo Hospitals at a leadership 
position tomorrow. 

AKHILESH SAH, Farzabad, UP 


Spreading Wings 

Apropos Pharma’s Mid-Cap Manna, 
(BT, August 3, 2003), it is heart- 
ening to see Indian pharma comp- 
anies shedding their inward orienta- 
tion and looking beyond the coun- 
try’s borders to sell their products. 
This has meant a shift for the com- 
panies from their traditional busi- 
ness models to emphasis on new 
drug research and development 
and on ramping up marketing skills 
to compete on an equal footing 
with global players. It is also enco- 
uraging to see investors reposing 
their faith on the moves of domes- 


tic pharma companies and expe- 


cting significant growth from them. 
SIDHARTH BALAKRISHNA, through e-mail 





A Bibliophile’s Paradise 
Apropos Is This India’s Best 
Bookshop Or What? (BT, August 3, 
2003), it feels good to see 
Landmark, arguably India’s best 
bookstore, finally getting its due 
recognition. With its myriad colle- 
ction of books, and the owners 
organising a host of quizzes, dis- 
cussions and debates, it is a book- 
store that has to be seen to be belie- 
ved. The in-store associates too have 
excellent knowledge of the books 
stocked, making it easy for 
customers to get just the book they 
want. It is heartening to know that 
Landmark is spreading wings and 
opening what would surely be a 
wonder of sorts in Bangalore. 
ASHISH DAGA, through e-mail 


Rationing Education 

The story Great Indian Housing 
Boom (BT, July 20, 2003), made a 
good read. Your publication has 
successfully captured the enthusi- 
asm of wannabe house owners in 
the story. With finance companies 
cutting interest rates to an all-time 








low, young peo 





increasingly convenient to buy their 





own houses. Busine: 


: Today should 


perhaps consider doing a similar 


story on easy access to educational 
loans for students wishing to pursue 


higher studies in India and abroad. 


M. DS: MANN, through e-mail 


Misplaced "rust : 
This refers to your story UTI Reborn 
(BT, July 20, 2003), which seems to 
have been done without your having 
delved deeper into the fur 





the fund. The efficiency. of UrI has 
deteriorated. beyond description. 
The fund's track record of treating its 
investors is dismal Ihave had two 





encounters with UTI and regret to say 


that I got treated by the fund shab- 
bily on both occasions.This after 
writing numerous letters and requ- 
ests to those in charge. UTI needs to 
be more accountable in its dealings 
with investors ifi it wants investors to 
return toit. 0 


S.S. NAY AR, Signals Vikar, A Madhya Pradesh | 


Tackling Tragedies 


Kiran Karnik in his column — 


Commissioning Omissions (BT, 
August 3, 2003), demands the same 
attitude from Indian Railways in 
investigating accidents as that of the 
Indian Space Research Organisation 
(SRO). Given the multiplicity of enq- 
uiry committees and the extent of 
political interference i in case of rail- 
way accidents, it becomes difficult 
for the enquiry committees to come 
to a consensus. What we need is to 
bring these investigations directly 
under the purview of the court, 
without allowing any political interf- 
erence. Only then could we have a 
system as efficient as that of ISRO. 
ANKUR GOYAL, tbrough e-mail 
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Next time you travel the world, try something new. 


Start with how you fly. 2l. 
UI 


Keep discovering. Siti d AS 


WWW.emirates.com Over 60 destinations worldwide 





For more details contact your local travel agent or Emirates in Mumbai : 2879 7979, Delhi : 2332 8080, Chennai : 2822 3700, 
Hyderabad : 2332 1111, Kerala : 1-600-444345 (toll free), Gujarat : 1-600-212020 (toll free). Discover frequent flyer benefits at www.skywards.com 
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The ‘TECHNOLOGY IN 
BUSINESS’ magazine 
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nagazine for business leaders 

derstand how companies can 
apply information technology, and are 
constantly looking for effective new strategies 
based on existing or emerging technology 
solutions most relevant to their businesses. - 
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“= If you're a cxo (that's typically a ceo, coo, CFO, 
= CIO, CTO, or heads of marketing or operations) 
7 who is striving to improve your organisation's - 
performance, Smart Inc is for you. 


At Smart Inc, our proposition is very 
simple—to offer concise, unbiased, focused 
and relevant ir advisory for corporate decision 
makers like you, advice that you can easily link. 
to your strategic and long term business goals. 





We call that an essential read. Wouldn't you? 


Subscribe online at www.smartinc-india.com 
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: and the occasional pang of jealousy. 


The IBM ThinkPad. Attracting attention since 1992. 


People are bound to stare. Especially when it's over a sleek statement like the 
IBM ThinkPad. But that's the kind of thing one gets used to, when one carries 
w — India’s No.1 notebook’, that has over 1000 awards to its name. 


Fully equipped with future-ready touches like the freedom of wireless 
connectivity’, to make sure you are online, wherever you happen to be. 


The IBM ThinkPad comes with a unique Embedded Security Subsystem? 
that allows you to encrypt data, making it meaningless to intruders. 


To protect your investment, most IBM ThinkPad notebooks come with a 
3-year insurance? and a 3-year global warranty?. Moreover, you are 
backed all the way with award-winning IBM service and support. 


You'll appreciate everything about the IBM ThinkPad. 
And you'll notice others will too. 


pentium 4 





IBM is a registered trademark of International Business Machines Corporation in the US and/or other countries. Other company product or 
subsidiaries in the United States and other countries. Microsoft and Windows are registered trademar 
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IBM ThinkPad notebooks, powered by the 
Mobile Intel? Pentium® 4 Processor-M or 
Mobile Intel’ Pentium? IIl Processor-M 
are designed to suit varying needs. 


R Series: Best blend of portability and essentia 
features. Ideal for sales people. 
Estimaled Street Price: From Rs. 84,900/- * 


T Series: A balance of performance and portability 
For the office, at home or anywhere in between. 
Estimated Street Price: From Rs. 1,59,900/- * 


X Series: Extra-light, extra-small, ultra-portable 
notebook. Ideal for frequent travellers. 
Estimated Street Price: From Rs. 1,24,900/-* 


A Series: A high-performance desktop alternative Weekdays 9am to Bp. 
Ideal for people who need to carry work home. to buy direct, locate an IBM 
Estimated Street Price: From Rs. 1,45,900/-* reseller for more information 
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"ÉÍ HE JAPANESE, SO A STORY ON THE TECH-CIRCUIT 
goes, will never be able to create a software 
product like Windows. Their quest for perfec- 

tion, and the countless bugs in the software, will prevent 

them from ever reaching a stage where they can release 
. the product. That story may not be kind to either the 
-— Japanese or Microsoft, but fact is, release-and-debug is 
the software industry's preferred launch-strategy. 
. India's expertise in software services, the argument 
.. goes, comes, at least in part, from the quintessential 
ae Indian survival tactic of mending things on the fly. 
Governance is another issue. Today, 
re core business of Indian govern- ^ ` 
ments—Central and state—is poli- 
tics, not administration. Ergo, when a 
government wants to be seen to be 
addressing an issue but doesn't re- 
ally care whether it makes a difference 
Or not, it institutes a committee 
headed by a retired bureaucrat or an 
in-office CEO. The committees them- 
selves do stellar work, often exceed- 
ing their brief, but their recommen- 
dations, usually collated in the form 
of a report are rarely heeded. 

Circa 2000, some 30 per cent * 
of India’s population lived in its 
3,700 biggest cities and towns. By 
2010, this figure is likely to be 
around 35 per cent. Yet, none of 
India’s largest cities, with the possible exc- 
eption of Bangalore (see The Future Of Indian 
Cities Is Here), seems to be working with an eye on the 
future. Reports abound. Mumbai has had the best in 
the business study its problems. In 1993, then Chief 
Minister Sharad Pawar commissioned McKinsey & Co. 
‘to find out how the city could be projected as the best 
business destination India. In 1994, urban planners 
W.S: Atkins submitted a report on urban transport so- 
-lutions for Mumbai and Coopers & Lybrand, one 
on waste management. In 1997, it was TCS’ turn to 
present its findings on urban transport. In 2001, Crisil 
suggested how Mumbai could be made a global fi- 
nancial capital. And in 2003, McKinsey & Co. and 
Bombay First are working on a report on turning the 
city into a ^world class" one by 2013. 

Delhi, being Delhi, has eschewed external expert- 
ise in favour of home-grown talent. Thus, the bulk of 
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pioning Chang 


its current city-centric efforts revo 




















forces headed by the state's Tra er Aj: 
Maken and its Health Minister And tl 
Kolkata Corporation has. four or o she 
for its efforts: One on sewage and w: lent, t 
second on women’s employment, n envi- 
ronment, and the fourth, headed b ubrata 
Mukherjee himself, on evolving a “meg: lan". 


While it doesn't take rocket-science to figure out the | 
problems that ail our cities—traffic gridlocks, water 
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waste management—most reports d y 
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HE CHEQUES HAVE COME 
not a day too soon. Last 
month, financial institu- 
tions cleared the restruc- 
turing of two high profile 
projects in trouble: Essar Oil’s 12-mil- 
lion tonne refinery in Gujarat, and 
BPL Mobile’s cellular network in 
Maharashtra, Tamil Nadu, and 
Kerala. The Ruias of Essar and Rajiv 
Chandrasekhar of BPL have E 
i3 sending missive after missive to fi- 
nancial institutions and the Finance 
Ministry for more than three years 
now. So why are the powers that be 
smiling on them now? 
. . Blame it on the general elections, 
which could take place as early as 
February next year. When govern- 
. ments go to the polls, they usually get 
into a generous mood for various rea- 
sons. In the case of BPL, for example, 
the finance ministry is believed to have 
played a key role in ensuring financial 
closure, since Chandrasekhar took his 
appeal straight to the FM. 
-. Expect more of corporate India's 
_ beleaguered promoters to follow suit, 
„and get their ailing projects their sec- 
ond or third lease on life. And of 
cor porates in distress, there is no 
dearth. . For example, the Delhi-based 
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Parasrampuria group's has defaulted on loans worth Rs 705 
crore, and is currently a BIFR case. Then, there is siEL, Mardia 
Chemicals, the Modern group, Mukand Steel, the Lloyds 
Group...all of whom need their loans to be restructured. 
Says a senior official with an Fi: “There is a host of companies 
clamouring for a bail-out package." 

The point, however, is, can any amount of restructuring 
guarantee viability of businesses hanging fire for years? 
Unlikely. Consider Essar Oil's 12-million tonne refinery. 
While international appraiser Uhde (part of the Thyssen 
group) appointed by the lenders has said that the project cost 
compares favourably with those of similar projects abroad, 
the fact remains that the Rs 2,000 crore cost runover makes 
every tonne of Essar's output that much more expensive. And 
should existing players 
like Reliance, Hindu- 
stan Petroleum Corpo- 
ration Ltd or Indian 
Oil Corporation de- 
cide to meet the com- 
petition by slashing 
prices, the going may 
get a lot rougher for 
Essar. In any case, it 
will take another 24 
months to complete 
the project, work on 
which had been two- 
thirds completed when 
cash-flow problems 
and a cyclone in 
Gujarat brought it to a grinding halt in 1998. 

As for BPL Mobile, it may have lost out on precious time. 
Three years ago, it was one of India's hottest mobile telephony 
company. Today, it is a faltering one with 6 lakh subscribers in 
the states of Pondicherry, Tamil Nadu and Kerala. Rivals such 
as Bharti, Hutch, even late-entrant BSNL have forged ahead. And 
the entry of Reliance and Tata Teleservices with CDMA services 
has further skewed the pitch even for the bigger cellular players. 
An operator like BPL Mobile may not be best placed to compete 
on tariffs, which, in India, are already the lowest in the world. 

Is there a better way of dealing with bail-outs? There 
maybe. For example, instead of allowing the same man- 
agement to operate the restructured businesses, the lenders 
could perhaps buy out the promoters and sell the rescued 
business to a better and bigger group or company. 

That way, the lender can keep his loans from turning 
bad and more good money being thrown after bad. Agrees 
S. Naren, Head (Research), HDFC Securities: “Theoretically, 
it is possible and makes economic sense. But a change in 
management in the company is not something that is 
done in India." Indeed, doing so requires tremendous 
political will. Not the most abundant of items in India—and 
rarer still in a year of elections. 





R. Chandrasekhar: North Block smiles 
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Deepak Singhania: Enjoying the ride 


Back to Black 


LMU's best-selling Freedom offers 
liberation from losses, too. 


EEPAK SINGHANIA PROBABLY HAD 
himself as much as the cus- 
tomer in mind when he decided to 
brand his 110-cc motorcycle laun- 
ched in July last year Freedom. A 
year on, the motorcycle has sold 
1,61,515 units, contributing 85 per 
cent of the erstwhile scooter-manu- 
facturer's revenues. More impor- 
tantly, it may be kicking in real 
money for the embattled LML. This 
late-entrant to the motorcycle market 
has posted a 79 per cent drop in its 
losses to Rs 5.30 crore in the first 
quarter of this fiscal, and Singhania 
is talking of riding back into the 
black by the end it. And in order 
to do that he plans to step-up pro- 
duction of Freedom, recently intro- 
duced in 15 different options, from 
2.3 lakh units a year to 4 lakh units, 
at a cost of Rs 125 crore. With mo- 
torcycles like Hero Honda Passion 
and Yamaha Libero showing a drop 
in sales, LML Freedom sure stands to 
gain. The hitch: motorcycle sales 
have slowed to 7.4 per cent (April- 
June 2003) from the 25 per cent of 
the last three years. Freedom alone 

may not take LML very far. 
SWATI PRASAD 


Prime Reformer 


Prime Minister Vajpayee draws up an ambitious list of reforms to implement this fiscal. 


I: THE ATAL BIHARI VAJPAYEE 
government's new “economic 
blueprint" is to be believed, then it 
should be raining economic re- 
forms this fiscal (never mind that 
we've already lost a quarter). At last 
count, the government had taken 
up 115 items for policy formula- 
tions and 47 projects and schemes 
to complete this fiscal. The blue- 
print, entitled "Priority Agenda 
for Action for 2003-04"' and 
drawn up by the Planning Com- 
mission with inputs from the Prime 
Minister's Office, is ambitious in- 
deed. It not only has *people-ori- 
ented programmes" such as pro- 
viding Kisan credit cards to all eli- 
gible farmers and setting up farm- 
ers’ markets on highways, but also 
tackles a number of contentious 
issues such as labour reforms, sub- 
sidies on cooking gas and kerosene, 
and changes in the Banking Regu- 
lation Act to reduce the govern- 
ment's stake in public sector banks 
to 33 per cent. Says K.C. Pant, 
Deputy Chairman of the Planning 


STATSPEAK 


stock Shocks 


[ WONDERED WHY THE STOCKMARKETS 
are so volatile these days? Apart 
from usual suspect sentiment, there's a 
technical reason. No circuit filters apply 
to stocks where trading in options and 
futures is allowed. So, a stock can fall or 
rise to any level in a single day. Now you 
know why the chart (right) looks like the 
EEG Of a headbanger. 

NARENDRA NATHAN 





Atal Bihari Vajpayee: Emerging as 
reform's number one champion 


. Commission: “Never before has a 
comprehensive policy agenda cov- 
ering practically all ministries been 
articulated in this form." 

But what is more interesting is 
the fact that out of 115 policy issues, 


the Prime Minister will himself be 
monitoring 23, including doubling 
of food grain production by 2010, 
and creation of a national environ- 
mental policy. Similarly, of the 47 
key schemes and projects to be com- 
pleted this year, the Prime Minister 
himself will monitor seven. These 
include his pet project (the Golden 
Quadrilateral and the north-south, 
east-west corridor), creating an en- 
abling environment for increasing 
India’s share of global trade from 
0.7 to 1 per cent, and full comput- 
erisation of the income-tax systems. 
Many of these reforms require 
Parliamentary approval. Besides, 
“Even the issue of phasing out sub- 
sidy on cooking gas and kerosene, 
which can be done through an ad- 
ministrative order, is unlikely to 
happen in an election year,” says 
Bibek Debroy of Rajiv Gandhi 
Institute for Contemporary Studies. 
Then again, if there’s anybody who 
can ram through all opposition, it’s 

the Prime Minister. 
ASHISH GUPTA 
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Volatile Sensex 
Better get used to it. 


3,095 


July 25, 2002 







3,126 


July 25, 2003 
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KULDEEP BHARDWAJ 






After a small dip, the BT 50 is inching back up. 
That means the overall trend is still bullish. 


100 , 


HIGILIDH 


July 2003 


IRST, ALLOW US TO GIVE YOU THE BIG NEWS. THE 

Bombay Stock Exchange is going the Business 
Today way. It is turning its bellwether index, 
Sensex, into a free float index. If you've been fol- 
lowing the BT 50, you'd know why. If you 
haven't, well, it's never too late. Allow us to 
tell you why a free float index works better. One of the ad- 
vantages of a free-float index is that it is far more responsive 
to a market uptrend or downtrend. True enough, BT 50 
Index, India's first index based on free-float did just that with 
the recovery underway. But we are getting ahead of the story. 

In early 2003, BT decided to launch its own stockmarket in- 
dex because of issues it had with the construct of India's two 
most commonly used indices, BsE's Sensex, and NsE's Nifty 
(which hasn't yet announced any plans of going free float). Both 
are based on market capitalisation; that is, the weightage allotted 
to a certain company in the index is based on its market cap- 
italisation. The problem: the inclusion of closely-held compa- 
nies with large market capitalisation distorts the index. 

BT decided to adopt the free-float method, wherein the 


market cap of a company is based on the quantum of shares 


available in the market for trading. Ergo, this method excludes 
the holding of promoters and strategic investors. Howewver, 
while companies are required to furnish their shareholding 
pattern to the exchanges, the current format of disclosure isn't 
very strong—some companies have reported that their free 
float is 100 per cent, while it is common knowledge that a ma- 


|. jor portion of the equity of these companies is held by a few 


strategic investors. BT discounted these strategic holdings 
when it was calculating free float. To complete the methodology: 
the free float is according to data as on December 31, 2002; the 
index begins in January 2002, a relatively stable period; and its 
base value, like other indices is 100. Keep tracking! 
NARENDRA NATHAN 
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ACC 
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Bajaj Auto 
Bank Of Baroda 
BHEL 

BPEL | a 
Britannia industries 
Castrol India 
Cipla 
Colgate-Palmolive (India) 
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Digital GlobalSoft 

Dr. Reddy's Laboratories 
GlaxoSmithKline Healthcare 
GSK Pharmaceutical - 
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Hero Honda Motors — 
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infosys Technologies 
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Diebold ATMs are now 


manufactured in India. 


k A GLOBAL COMPANY And, if vou know Diebold, vou 


also know that we have the 
region s most comprehensive 
sales and service organization. 

THAT ACTS LIKE A LOCAL COMPANY. It all adds up to one strong 
commitment to India. Bv one 
powerful self-service company. 
Expect highly localized solutions 

DIEBOLD INDIA. delivered quickly and efficiently. 

For India. From Diebold. 


Want to learn more? 
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BT-CIRRUS 


Brand CEO 


Three corporate chieftains, but three very different personalities. 





VERYBODY KNOWS THAT N.R. NARAYANA MURTHY IS THE MOST 
quoted ceo. But did you know that six times out of 
eight Murthy isn't talking about Infosys at all? That's a 
contrast to, say, Ratan Tata who's never in news for any 





What They Talk About 
90% 35% 
80% o 
70% 30% 
60% 25% 
50% 20% 
20% 
40% 15% 
30% 10% 
20% 
10% 5% 

0% : a 0% 

Ratan Tata N.R. Narayana Murthy Azim Premji Infosys Tech. 

@ External B Internal E Viewpoint m 2002 ia 2003 


Note: External: All articles written about them but external to their business 
Internal: All to do with their industry 


Viewpoint: All they said on a subject off since last year. 





Tata Group 


Note: It's amazing how the Tatas as a group have an overdrive on 
personality; as does Wipro. However, Infosys seems to have cooled 


s Azim Premji 


other reason. There’s more that BT-Cirrus reveals. The 
personality quotient is down for Infosys, but Wipro’s 
Premji has been on overdrive. The most aggressive 
personality of them this year is Tata. Surprised? 


Second Half 2002 Vs First Half 2003 ‘Personality’ 
000 
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Ratan Tata 


N.R. Narayana Murthy Azim Premji 


Bi Aug-Dec 2002 IB Jan-June 2003 

Note: All three of them are getting aggressive this year as compared to 
last year. While Infosys has declined on the overall personality genre, 
Narayana Murthy's interface with the media continues. 


Wipro Group 





Significance Of 'Personalities' In The 








What Tata Gets Quoted On... 





Contribution To The Total Image Scores Of 


Media-Focus Mix 97.596 Their Respective Companies 
25% LT 10% BREED. rm 
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15% 6% 
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5% 0.04% 0.07% A 
0% . indian Hotels Telco Tisco TCS Tata Inc* i 
Infosys Tata Group Wipro Group 0% 
NE j Period: Aug 2002-Jun 2003 ^ — *Includes Tata Sons and some others ^ Azim Premji N.R. Narayana Murthy Ratan Tata 
W Corporate W Financial Results — Financial Note: All articles relating to Ratan Tata cannot be attached to a single 
W Marketing & Sales wwe Personalities Tata company and all such articles in the database have been credited wmm mage score share% 


Period: August 2002- June 2003 to Tata Inc. 
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experience. A plan that could change your life. 
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+ Investment Advisory * Wealth Management Solutions > Equity Broking and Derivatives 
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vefo Merchant Banking + Syndication » Institutional Equity and Debt Broking 
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For those who set standar 
e Import Car of the Year 2 


it could well be a role model for other cars. The Toyota Camry. Never before has so much 
attention been lavished on the smallest details. Test drive one today. And experience D TOYOTA 


automobile excellence of a whole new level. 
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Dabba Trading 101 


Everything you need to know about the latest scam on D-street. 


What is dabba trading? 

Dabba (empty box) trading refers to 
illegal or parallel stockmarket deals, 
those that aren’t routed through 
the official exchanges. 


Is it a new phenomenon? 

No. It is no different from ‘kerb’ 
deals of the 1990s, which disap- 
peared with the advent of 
screen-based trading. | 


Why has it returned? 
Regional exchanges have 
become defunct. Brokers 
from these exchanges have X 
reinvented ‘kerb’ dealing under 
a new name, dabba. 


N 


How does dabba trading work? 







the trade through the exchange. 
Two, brokers and investors assem- 
ble at a pre-ordained place. Recently, 
India’s stockmarket watchdog, SEBI 
superseded the board of Ahmedabad 
Stock Exchange for allowing an un- 
official market ro exist within its 
premises. Three (this is the most 
prevalent), the two parties entering 

into a dabba transaction also enter 

& into one through the ex- 
à changes (in the ratio 1: 100; 
| that is, if the unofficial deal 
is for 100 shares, the offi- 
cial one is for 1 share) to 
keep track of the price at 
which the transaction is effected. 


What is the lure of dabba? 
First, investors can take a forward 


any margin requirements (stock 
exchanges mandate that anyone 
taking a forward position has pay a 
certain amount every day dep- 
ending on the stock’s volatility). 
Second, they can take forward 
positions on all counters and not 
just the ones allowed by SEBI. 


So, what’s bad about dabba? 

Problems in the dabba market can 
spread to the stock exchanges as 
most dabba brokers operate on 
the exchanges. And unlike kerb 
deals that used to be reported to 
the exchange the next day, all 
dabba transactions are in cash. 
Since no contract notes are is- 
sued, investors can’t claim any 
protection from unscrupulous bro- 







In three ways. One, it happens at a | 
broker's office where two clients | 
transact directly without routing | 





position (settlement happens on a 
future date at a price agreed upon 
on the day of the trade) without 


kers. Three, dabba trading could 
result in tax evasion. 
NARENDRA NATHAN 








Vision 2020 


A BPO fairytale comes out of Chennai. 


I THE KIND OF MOVING-UP-THE-VALUE-CHAIN (OH 
no, not that again) story that is all too rare in the 
Indian Business Process Outsourcing sector. Six years 
ago Vision Healthsource was a medical transcription 
outfit. By 1998, however, its promoter Anurag Jain re- 
alised the need to move up you-know-what and dive- 
rsified into the much broader area of medical billing, re- 
ceivables and claims processing. Last fortnight, Jain was 
rewarded for his vision: the low-profile Chennai-based 
company was acquired by Texan billionaire Ross 
Perot's Perot Systems in a $10 million (Rs 47 crore) 
deal. Last year, the 500-employee company registered 
revenues of Rs 11.75 crore ($2.5 million), processed 25 
million transactions, and provided end-to-end workfloor 
management services for nearly 2,000 doctors in the US. 
"We were looking for someone with cultural com- 
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Jain: The Brothers Grimm could have authored his story 


patibility who could extend our market reach and ca- 
pabilities," says Jain. “The acquisition will result in an 
expansion of Perot's healthcare BPO capabilities and fur- 
ther our position as the market leader in this space," says 
Chuck Lyles, vP (Healthcare group) Perot Systems. 
Since we started with a cliche, let's end with one: this 
deal sure looks like a win-win. 

T.R. VIVEK 
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iPBX 


Whatever your communication needs - 
come talk to us for a solution 


A technology leader for the last 125 years, today Ericsson helps create 


the most powerful communication systems for companies across the 


Scalability 8-32,000 lines 
Highest in the worid 


world. Whether you are a small business enterprise or a multinational 
corporation, Ericsson provides smarter, faster and better end-to-end 
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May Day, Losing 


Altitude 


Indian Airlines is fast losing marketshare to aggressive rivals. 


TAGNATING CAPACITY AT 26 

million ASKs (Average Seat 
Kilometres), a drop in marketshare 
to 39.8 per cent from 61.2 per cent 
in 2000-2001, and rising aviation 
fuel prices are tightening the 
screws on the domestic national 
carrier. Things don't look pretty, 
and nobody knows it better than 
Indian Airlines’ CEO Sunil Arora. 
“In the last one year, Sahara has 
emerged a major threat and more 
than doubled its marketshare al- 
most entirely at our cost,” he says. 
“Without capacity expansion, it 
will be very difficult for us to 
maintain our market position.” 


The trouble with the vexing ques- 
tion of capacity expansion, however, 
is that it is more political than cor- 
porate. The government has already 
approved a phased funding of Rs 
9,000 crore for IA to revamp its 
fleet by acquiring 43 aircraft, seven 
of them wet-leased. But there’s little 
coming. Ergo, Arora is looking at 
other ways to make the airline— 
which has a passenger load factor of 
70 per cent, compared to Jet’s 90 
and Sahara’s 87 per cent—more 
efficient. Beginning April 2003, IA 
has set up a dedicated cell for fre- 
quent flyers (they fetch Rs 600 crore 
in annual revenues) in Mumbai. 





To cash in on the holiday boom 
Arora has relaunched IA Flyways, 
holiday packages that cover 30 des- 
tinations and 60 cities, and is push- 
ing hard on the apex fare front as 
well. Simultaneously, IA is trying 
to spruce up employee skills. ““This 
is primarily to bring them up to 
speed on the service front and im- 
prove on-time efficiency of the air- 
line,” says Arora. But all these ef- 
forts can only have a marginal im- 
pact. If fresh capacity is not cre- 
ated then the airline may well see its 
marketshare dipping even further in 
its golden jubilee year. 

DEBOJYOTI CHATTERJEE 














Is Phaneesh Back to Real Business? 


The official version: the signs are all there. The short answer: We think so. 


Yr 





HEN PHANEESH MURTHY WAS STILL THE STAR DEAL-MAKER IN 
E W Infosys, he thrice tried to rope in friend and one-time neighbour 
— . Tiger Ramesh, former founder of Bangalore Labs. He failed all 
— three times. Now, finally the friends are working together. Only this 
time, it was Ramesh's turn to rope his friend in. On paper, Phaneesh's 
Primentor is a consultant to the $30 million (Rs 138.51 crore) funded 
Quintant (it's an instrument mariners use to measure the altitude of 
stars), but people in the know jokingly refer to him as a backseat 
driver. But what's more exciting than the friends coming together 
is Quintant's business model. It has identified four to five processes 
in banking and insurance that Phaneesh and Ramesh think ac- 
count for about $300 to $400 billion (Rs 13,85,100 crore-Rs 
18,46,800 crore). They will build technology and framework for each 
of these processes and charge customers per transaction. The idea 
Is to use the same infrastructure for multiple clients. Quintant has 
already hired 75 managerial heads and is building a 10-acre campus 
in Bangalore's Whitefield. Watch this space. 
VIDYA VISWANATHAN 






DEEPAK G. PAWAR 


Phaneesh Murthy: Exploring new ops 
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As the world's leading provider. of busi 
t der 4 software, we dave anos 


We don't rush SAP? solutic E dnto the market 


place. They're engineered for n and ect 





^ bility, then tested and retested c 
makes them the perfect choice fe mission=c ritic 1 


business processes. 


Altogether, we spend more than. $1 billion a ye ear 








you reduce costs and limit your financial risk, 


Here's one way: our breakthroug 






. technology platform, SAP NetWeaver. 
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services company? Frankly, not a lot. Which is why 





owe offer customized solutions for 23 different 








ndustries, as well as solutions scaled. spec ifical ly for 





: En small and midsize businesses. After all, you want 
A solutions that fit, not almost fit. 





implement, . operate, and continuall 


solutions. Their goal is to maximize your return on 
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We’ re cons stantly looking for new ways to help 
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What does a small pharmaceutical manu- 
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Even the pee software is useless without dep. 


n eappors. Se we ll DX ays stand be 





the SAP c ustomer Services Netw d 


They can help you strategically. 








investment and hel p you realize your objectives faster 


"than ever. 





We've been in business for over 31 years. Todav, 


29,000 of our em plovees are servicing 19,600 


customers in 120 countries. As you can probably 


deduce from those numbers, we're committed to 


being your trusted partner for the long term. 


Evidently, that commitment has not gone 
unnoticed. As BusinessWeek Online recently 


commented: "In a world where being safe is sexy, 


SAP mav be the biggest eve-catcher on the block.” 
4 . I x 





Lately, there's been a lot of turmoil in our 
industry. Hopefully, y you haven't been affected. 
But if you are, you should know that you have an 


alternative: a company whose main priority is its 


customers needs; a company that places the utmost 
importance on relationships; a company that will be 


here for you. 
Tf you'd like to talk to that company, call us at 
080 - 5582086 or email in fo.india&?sap.com 





3 SAP AG. SAP and the SAP logo are trademarks and ragistered trademarks of SAP AG ik Germany and several other countries. 
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Just Greenbacks 


Going green actually pays. 





Carbon credits: Can you see the mills churning money? 


INSTALLED CAPACITY 
(MW) AS ON DEC 2002 


RENEWABLE ENERGY SOURCES Cnet 
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RZ 


Source:Ministry of Non-Conventional Energy 


*Includes exports as of December 2001 


OR AN INDUSTRY THAT’S USUALLY ASSOCIATED WITH 
bleeding-heart activists, it’s a remarkably clear-headed 
move: Allowing companies or countries to sell “carbon 
credits” to those whose emissions of greenhouse gases 
exceed globally-accepted limits under the Kyoto Protocol. 
This will not only encourage development of renewable en- 
ergy sources, but in the long run make polluting units un- 
viable—since having to buy credits will make their cost of 
operations that much more expensive. A clutch of Indian 
companies across states including Andhra Pradesh and 
Maharashtra has started trading carbon credits. Whether 
or not it reaches its promised potential of $100 million— 
the current deals will bring in about $5 million over a 10- 
year period—tt has inspired a new fund: India Renewable 
Energy Enterprise Development Fund (IREED), which will 
be closed in September, 2003. Country advisory for the 
fund is Rabo India, while the investment advisor is the 
Mumbai-based BTS Investment Advisors. Moral of the 

story: Go green and get paid. 
VANDANA GOMBAR 
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AUTOMOTIVE 


The D Stack Up 


SEGMENT CARS ARE NOW CALLED 
A5 by SIAM, classified by length 
(4701 to 5,000 mm, in this case) 
and not price. As you can see, the 
segment is ruled by the Korean 
price warrior, Hyundai Motor. But 
guess what the second largest sell- 
ing car in this segment was? The 
Mercedes C200, which now sports 
the Kompressor engine. Technically, 
it's not an A5. Customers, it seems, 
couldn't care less though. 
KUSHAN MITRA 


ROAD WARRIORS 


Who says the luxury car buyer doesn't chase value? 





GENERAL MOTORS (VECTRA) £ j 
105 ao 


HONDA (ACCORD) 
em 


FORD (MONDEO) 











I Apr-Jun 


Figures are unit sales 
*Honda replaced its offering in this segment. The new Honda Accord was 
launched last week. However, sales of the old Accord ended in May. 





[vM qWuvHS3 d33d T0 


perg "s y GIN SE CODE Us Ea ihe Ge PL ae a TÓC sk S TA r 










. Tailor-made, 











. just for you. 








[ RT E 
| E 
l p 
ell Él 
Duplex/Finisher Duplex/Mail Bin Stack Fully Configured 


The freedom to choose is yours. 


No one knows your needs better than you. So why spend your time 
looking for a run of the mill copier when you can customize Sharp's 
digital copier-printer just the way you want it? It boasts the widest range 
of options, from feeders and finishers to printing. The digital copier- 
printer. Built by Sharp. Designed by You. 


E 


- -= wg  AR-M450/M350 -- ies Sharp. 


SHARP CORPORATION, JAPAN 


For details contact: Sharp Business Systems (India) Limited 
Delhi, Mumbai, Hyderabad, Bangalore: Toll Free No. 1600 444 321; Kolkatta: 22816743/4; Chennai: 28141511/31; Pune: 5531010; Chandigarh: 379536 
Jaipur: 5106950; Guwahati: 2662216; Lucknow: 2285078; Nagpur: 2260914 : Ahmedabad: 6583201; Baroda: 2762440; Kochi: 2314154 


bt trends 


ENGINEERING IS NOT ENOUGH 


A survey of final-year graduates from 20* top engineering schools reveals a yearning for higher education to further career prospects. 





Top Preferred Recruiting Companies" * Intention To Pursue Higher Studies 
40 & Infosys Technologies = 88% as 
2 oS | o 9 o o 
3 oo pee 80% 79% BM 790, 9275 81% 79% mame rco; 
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© McKinsey — 
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< **Campus Recruiter Index comprises companies mentioned by respondents and not the entire universe of Indian companies 
= Excluding final year students of IIT Kharagpur and REC Calicut Source: A.C. Nielsen ORG-MARG Campustrack (Engineering) 


Glamourama 


The LIFW is high on hype, low on business. pe 
E [FTY-SEVEN DESIGNERS, 48 MODELS, 35 SHOWS, THREE TEAMS 

of choreographers and make-up artists, eight major spon- 
sors, 15,000 visitors, and a mere Rs 25 crore in sales. That 
was the fourth edition of the Lakme India Fashion Week, the 
second one to be held in Mumbai, and it will probably go 
down in the books—if anyone considers it worth their while 
to chronicle it, that is—for its campy kitsch than for anything 
else. The event's organiser, the Fashion Design Council of 
India (FDCI) claims there were 50 foreign buyers lapping it all 
up but designer Payal Jain says there were hardly 10 serious 
foreign buyers. And the UK's Selfridges and France's Celine 
and L’eclaireur were there more to familiarise themselves with 
the Indian market than to strike deals. “Fashion Week is a 
time when most deals are initiated rather than signed and 
sealed," defends FDcI’s Executive Director, Vinod Kaul. 
What the event lacked in terms of the commercial ele- 
ment, it made up through hype and unparalleled media cov- 
erage: 400,000 words in print (excluding this piece), 1,200 
minutes on the tube, and 360,000 photographs. And despite 
Kaul’s brave words, FDCI seems to have realised the need to 
push the business of fashion: early next year, it proposes to 
host a market week, exclusively reserved for business. 
That’s practical fashion for you. 





E 


DIPAYAN BAISHYA . LIFW: Business is certainly not on her mind 
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SUMMER COLLECTION 


2003 


BLUE WAVE ON SOFT | WHITE SAND. 
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Louis Philippe summer collection 
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and other leading menswear stores. 
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eotoons 


by Saurabh Singh 


Vijay Mallya’s UB gears up to make 
an entry into the Rs 1,800-crore 
country liquor market... 


...EIH’s Biki Oberoi will 
launch the country’s first 
cruise liner in the backwaters 
of Kerala this season... 






... Jagdish Khattar of MUL 
reported a 10-fold increase in 
profits for the last quarter 

thanks to great exports... 








...and Ratan Tata 
finalises plans to 
prune the number of 

companies in the 
group from 80 to 30. 





s 
Vera NOT EVEN THE SUMMER 
SHOULD MEET YOU. 
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The upper crest. 


Luxury Suits > Shirts > Trousers > Accessories 


CONTRACT-1576-2003 





CQuickShoare.. 


Simplicity in form, with sleek black 


lines and brush 


eda i im nium 
designed to be tactile and 
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Simplicity in function, with a built 
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sharing. QuickShare™ starts with 
: J 
WITH Quick Shere.., a built-in cambie, Wiehe emi 
upto vou 
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button * High Resolution 65,536 
colour screen * MMS (Multi Media 
Messaging) * Bluetooth and 
Infra Red Connectivity + Polyphonic 
Sound with DJ melody composer 


* Easy-to-use menu with Joystick 


* Y Sony Ericsson 





BE SURE. BE SAFE. ALWAYS INSIST ON INDIA WARRANTY CARD 
For further information, please call Sony Ericsson Customer Care Centre at 011-51615555 or visit www.SonyEricsson.com 


Authorised Distributor: Salora International Limited, North: Delhi: 51614326/ 51614327/26388580, Noida: 95120-2: 18/19/2513903, Chandigarh: t 
604639, Jalandhar: 2274093, Jaipur: 2366481/2370023/ 2371620, Lucknow: 2788595/2788862. South: Chennai: 52139489/90/91, Bangalore: 
Hyderabad: 27802073/27800094, Cochin: 371850/360943. West: Mumbai: 23886570/23861930, Pune: 4219511/421951 Nagpur: 


Ahmedabad:6441289/291, Indore: 5029161/22562261, Raipur:5055336/2432776. East: Kolkotta: 22374953/22370805, Patna: 6626 





In the last few weeks, you may have read numerous attacks on 
Star in India's foremost and most established television channels, 
newspapers and magazines. Some of them accused Star of 
bypassing Indian regulations, others implied that the audiences, 
just by watching entertainment of their choice, were somehow 
under "foreign control". 


While the articles go into company structure, they do not 
adequately declare the broader context - which we feel is a mix 
.. of vested interests, commercial pressures and competitive agenda. 

. We believe that the media campaign is aimed to confuse and 
mislead people, and to misrepresent the facts. 


Last week has seen a series of blatant and direct attacks against 
Star - we have sent written responses to two publications, - 





THE FAC TS 


Space TV: Space TV has not received any: License for [ JH Ht only received a letter 


inviting it to apply for a Letter of Intent - but. clearly: stating hat the issuance of the Lol 
and the final Licence is expressly conditional upon various eligibility criteria, including 
the regulations regarding equity holding. Star has never denied or hidden its interest in 
DTH and Space TV's application for a DTH: Licence. Star is indeed an interested busines: 
entity and therefore, is involved in facilitating the application process. 


Star News: When the new guidelines for uplinking news: channels were formulated, Star 
was given 3 months to find Indian partners. Today, Star has only a 26% equity in Star 
News - both in letter and in spirit, The fact is that Star News'is now completely Indian- 
controlled, run by an all-Indian staff. Furthermore, Star does not control the Board of. 
Directors. | : 


Radio City: Star has a fully legitimate contractual buds relationship with the licence- 


reproduced here. 





Is Star "foreign"? 

Star directly employs over 700 
people in India - these are the people 
behind Star's success. At Star India, 
everyone from the management to 
the employees are Indians drawn 
from across all parts of the country. 
And, several hundreds of people 
across India are employed by 
businesses, which are empowered by 
Star. A DTH business for example, 
would create employment for over 
5,000 people and indirect 
employment for an additional 
10,000 people. 


In the days that Star partnered the 
Zee channels in India or 
commissioned NDTV to supply 
content for Star News, no one tagged 
Star as "foreign". And no one ever 
doubted if Zee or NDTV were 
anything but Indian. 


Today, Star News has an extensive 
team of journalists - professionals 
. who have worked in established 
print publications and TV channels. 
The new team at Star News has 
covered the recent war in Iraq with 
an objectivity and depth of which we 
are proud. There is no question that 
no matter which media company 
they worked for, each one of them 
would undoubtedly continue their 
life's work, keeping the interests of 
the country first and foremost. 
Raising x doubts about their abili ty to 
continue to do so on Star News is an 
insult to them, and to every Indian. 


Star Plus programmes are built 
around families and family values, 
and their culture is unmistakably 
Indian. Would 50 million viewers 
watch Star Plus every week if the 
programmes did not strike a chord? 


Every week, it is these audiences in 

. Hindi-speaking markets who decide, 
that Star Plus has 50 out of the top 
- 50 shows. 








When Kaun Banega Crorepati was 
launched, audiences all over India 
felt that Mr. Amitabh Bachchan's 
diction had brought with it, a revival 
of "shuddh" Hindi on television. At 
Star, we feel proud to have played 
this role. 


India Today points out that we 
control 65% of viewership in India. 
The fact is, that it is the Indian 
public that has preferred to watch 
Star channels over others. All 
channels are equally available on a 
TV set, and whether or not 
somebody watches a Star 


programme is up to them. Whether 


Star has no share, or a 65% share, 
is the result of the choice that 
viewers have made. No one can 
dictate to Indian audiences what 
they ought to watch; living in a 
democracy, the right to choose is 
an important part of one's basic 
freedom. 


What has Star brought to 
India ? 

Star has been investing in building 
the Indian entertainment industry 
since 1993, long before Kaun Banega 
Crorepati or Kyunki Saas Bhi Kabhi 
Bahu Thi were launched, long before 
Star became a part of your daily life 
or the media plans of advertisers. In 
the days before Star was a leader, 
Star was still an investor in the 
Indian economy, but nobody ever 
accused it of being an unwelcome 
"foreign investor" and a threat to 
Indian players. 


Over the last decade, Star has helped 
drive the explosion of opportunities 
in the industry and helped shape 

its health and growth. Television 
today forms 6096 of India's 
entertainment economy and is 
valued at Rs. 11,100 crores. (Source: 
FICCI - KPMG report on The Indian 
Entertainment Sector) 
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| holder of Radio City, Music Broadcast Private Ltd. and Star Has no epu interest in MBPL 


Every day, Star invests over Rs. crore 
to bring quality programming to 
viewers. 1n turn, Star's investment - 
benefits hundreds of Indian. — — 
producers, artists, sóngwriters, 
editors, cinematographers, set- — 
designers, make-up artists, lighting | 
technicians, cameramen, script. — 
writers, sound engineers and others. 
Virtually every corner of the. 
entertainment industry in the 


country benefits from the sheer scale. 


of Star's investment in India. 


Within India, while Star is being = 


attacked for being an investor into - 
the Indian industry, it is worth 
noting that outside India, Star's 
investment into the Indian market 
continues to be cited as a case study to 
attract further foreign investment into 
the country. 


On a dailv basis, Star is actively 
engaged in contributing to the 
community in several ways other 
than entertainment. Everyone , 
knows about Kaun Banega 
Crorepati, but not many know that 
over Rs. 5 crores was contributed to 


charity pies. celebrity episodes. - = 


over 146 hous. is allocated just dor. a 2 


free-of-cost public service : 
advertisements. Whether raising - 
funds for the Gujarat earthquake 
disaster or supporting the anti- — 


tobacco day, Star has demonstrated 
its commitment to the sommanny. | 


it serves. 


Unmasking the agenda. - 


Take any topic. If you find the same 


point of view being espoused across | 
different media vehicles, it could be. 


worth doing some homework and 
looking into the affiliations within 


the media industry. The ow nership - i 


of television media propertiesis > 
much more well known than the 
affiliations and trails of print - 

media houses. oe 
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| just a couple o examples of such 
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affiliations - 


group and Radio Mirchi; The India’ 
Today group, Aaj Tak and Red FM. 


This is simply a pointer that it is 
essential for media companies to 


. declare their affiliations and interests 


a more obvious manner, especially 


K when. they publish articles that seek tc 
07 ome the ee of their 
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“Pirie LARIDE, "Wisek IY refers te thie week Zork dusse-3th Jite 2003 
Since its relaunch in April 2003, the 
new all Hindi Star News has |. 
substantially increased its ratings an 


popularity in the Hindi! 









adjoining table). This has led to ` E 
Certain parties feeling r threatened. - 
E Competitive pressures aside, it is no 
secret that several major print medi: 
= houses esent the broadcasting medi 








-y, and are lobbying for a revisio 


Es in i the print media policy. And some 
of these very groups who are now 
> trumpeting the "desi vs. videshi” 

- ;, argument to paint Star as. "foreign", " 


are the ones who have been. lobbying 
to. allow 100% foreign direct. - | 
investment in the print media; Col 
this be the. agenda behind the recent 


attacks aga inst Start 





To sum up. tart strives to o constant 

























10th July '03 


: f "The Editor 
N The Times of India 
j ‘Dear Sir, 
-This refers to your article, "Star 

News equity: More than meets the 


eye’, in the Times of India, dated 
10th July '03. 


^ Your article raises issues with respect 
- to the structure of Star News - but 

. the fact is, that we are fully in line 
| with the government regulations, 






aE Star News was India's first 24-hour 
-|-> channel, and has brought the 
T. country independent news coverage 
_ day in and day out for the last 5 
~ years. This year, after bringing the 
.] content in-house, we have gained a 
| market share of 2296. This clearly 
4. shows that the channel is liked by 
the audiences in our country, and 
.] considered an Indian channel. The 
vp channel is put together by a team 
that is 100% Indian, and it stands 
“| for an independent, balanced and 
. unbiased flow of news to its 
. audiences, 












. Jn your objections to the Indian 
media policy, you have singled out 
i|- Star as an obvious target for attack 
| -we find it unbecoming of your 
"| newspaper's reputation. 


The approach to ‘foreign’ and 
‘Indian’ is not only ill-advised but 
also unfounded since it does not 
| reflect the opinions of the people of 
|. our. country. We are confident that 
the people who vote for Star News 
with their remote controls every day 
consider it an Indian channel. To 
sum up, our company complied 
with the new guidelines for 
uplinking of news channels from 
1- India although the time was short 
(3 months) to reduce the foreign 
holding to 26% and get Indian 
partners, The board of directors 
represent the various stakeholders in 
` the company. The news creation 
team, is run by an independent 
.] editorial team headed by Ravina 
Raj Kohli, Sanjay Pugalia and other 
senior news journalists who have 
vast experience working in diverse 
news channels. 





One last point we would like to 
make. Being in the media business 
yourselves, both in print and radio, 
seeking changes in the current print 
media FDI regulations, you have in 
fact a vested interest in the subject. 
It is only fair to declare your interest 
to your readers so that they can take 
it into account when they form an 
opinion on the subject. 


] We hope that you will be able to 
d^ publish this letter in its complete 
| form. 


x E Yash Khanna 


: ` Sr. V. Pa Corporate Communications 
] Star India Private Limited 
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The Editor Lith July '03 


India Today 


Dear Sir. 


This refers to your article 'Loopholes 
Galore' in the India Today dated July 
14th 2003. Whilst we do not wish to 
debate with you on the appropriate 
media policy for India, we would like 
to respond to several points made in 
your article regarding Star. 

(excerpts) 

l. Space TV 

We note that, at this point in time, 
all Space TV has received is a letter 
from the IB Ministry inviting it tof 


apply for the Letter of Intent upon (= S 


payment of Rs 10 crores and 
fulfillment of other conditions in the 
formal DTH Guidelines issued in 
March 2001. This has been widely 
reported in the press already. 
According to the DTH Guidelines, an 
applicant for a DTH license has to 
obtain a Letter of Intent and 
subsequently the final operating 
license before it can offer a DTH 
service. We understand that the 
letter issued to Space TV is not the 
Letter of Intent and therefore Space 
TV is still a number of steps away 
from being able to offer a DTH 
service, 


We fail to understand why you 
focused on Space TV's paid-up 
capital in relation to STAR. We trust 
you are aware that Rs 10 crores ts in 
fact only the amount of the non- 
refundable entry fee required to 
make a DTH license application; we 
do not understand how you could 
have concluded that this is the total 
investment for the DTH business. 


We have no doubt that the IB 
Ministry will only grant the final 
DTH operating license to Space TV 
or any other applicant if the Ministry 
is satisfied that the applicant 
complies with applicable conditions. 
Star is indeed interested in DTH and 
we have never sought to hide this. 


2. Media Content & 
Communication Services (MCCS) 
First, you are wrong that MCCS's 
application for a news channel 
uplinking license was made on Star 
News letterhead. In fact, 

the application was made on MCCS 
letterhead. Also, contrary to what 
your article said, MCCS' registered 
office address is not the same as that 
of Star India Pvt Limited. Having 
said that, as MCCS' current business 
focus is on providing content to the 
Star News channel, the display of 
the Star News logo prominently on 
the MCCS letterhead is only natural 
and part of its overall branding and 
marketing strategy. 


Second, we do not see any anomaly 
with Ms.Ravina Raj Kohli carrying 
the titles of President of MCCS and 
President of Star News. Ms. Kohli is 
a full-time employee of MCCS. Her 
designation in MCCS is in fact 

President - Star News channel. 


Al 


i SU hate mentioned co cos (s: nea 


take lessthsua minh- 
that the accreditation į process itself does 
not take one year. Companies which 
are eligible to apply for accreditation 
should be operational for one year, 
which MGGS has been. 


We understand MCCS may indeed 
develop relationships with other news 
channels. Ms. Kohli's role is to service 
the Star News channel. 


Third, you have pointed out that 
MCCS's paid up capital is Rs 1 lakh 
only but the operational expenses of the 
Star News channel is Rs 200 crores. 
While MCCS currently has à paid-up 
capital of Rs 1 lakh only, itis proposed 
to increase the atas capital to at 
least Rs 4 cx gal shareholders 
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You have also stated that MCCS was 
incorporated on May 30, 2002 
whereas the parent company Star 
News Broadcasting was incorporated 
later on August 8, 2002. While it is 
entirely possible for an existing 
company to be bought over by new 
company making the new company the 
parent of the older one, the fact is that 
Star News Broadcasting does not hold 
and never held a single share of 
MCCS. 


Finally, we fail to understand why you 
find it suspicious that Mr. Ajay 
Sharma's name appears in MCCS's 
application for a license to uplink a 
television news channel, Star India Pvt 
Limited is a 2696 shareholder in 
MCCS and Mr. Sharma's involvement 
is as a director representative 
nominated by Star India Pvt Lid. 

3. Radio City 

Music Broadcast Private Limited 

( MBPL) is a radio licensee company 
wholly owned by the Ispat group which 
is controlled by Mr. PK Mittal. 
Digiwave is a joint venture between 
STAR and the Ispat group which 
supplies radio content to MBPL. 
Digiwave and MBPL have a 
completely legitimate business 
relationship, leveraging on Star s 
expertise and experience in generating 
popular Indian content, which enables 
MBPL to offer quality radio 
programming to listeners in India. 


Over the last ten years, Star has 
invested significantly into the Indian 
entertainment industry and driven the 
overall expansion of the industry by 
bringing quality and choice to 
audiences. We directly employ aver 700 
Indian nationals. We air India content 
on our Indian channels, created and 
produced by Indians, indirectly 
generating employment for hundreds 
others in India. 


Indians have the right to buy and 
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Your article attempts to raise alarm _ 
bells about "foreign control" in the 
name of "nationalism, You speak ef c 
"Rupert Murdoch's grand design" and 
you state that he "already controls 65 
per cent of viewership in India". 
Putting aside the fact af the simple 
distinction between Mr. Rupert 
Murdoch and Star, we would like to 
first point out that India isa 
democracy and, living in a democracy, 


watch what they enjoy Star's E 
popularity is not and cannot be 
gained through ownership 
and “designs”, Surely, Indi 
not trying to suggest tha 
audiences should be deprived o 
right to choose the contest they 
because that content is defined 
"foreign" under law. 


Indeed, 45 out of the top 50 50 shows 
amongst Hindi entertainment - 
channels every week for the last 5 52. 
weeks prove that the Indian paina 
are choosing to watch Star because 
they relate to it. T hat would not be 
the case if the content was "foreign". 
We are thrilled Indian audiences like 
our content - and the credit for his 
goes to the many hundreds of bu 
employed by Star in Tadia.. 


Finally, we feel obliged to enlighten o 
your readers that you ave in the print 
media business but your affiliate 
company Aaj Tak is in the television 
news business and therefore 
competitor to Star News. Your ar ticle 
fails to point this out although tie 
standard practice for such cori 
interests to be pointed ot 
reputable publications for 
we note that Fortune rm 
writing about AOL Ti ew 
CNN, would expressly note: 
are related entities ji 
Aaj Tak's audience share among 
Hindi TV news audience post 
relaunch of: Star News has eroded 
from 39% to 38% while He 
share of Star News has inc 
10% to 22% - testimo j 
that Star News is gaining: 
over time. This cannot help but make © 
us wonder if; your article was written ius 
with.a view to promote a vested 
interest. 






Indian audiences waich Star becas 


objective front: and no de 
guise of debating national media 


policy. 


We hope this. clarifies: the various 
issues you raise in your article. We do 
hope that in the interests of letting 
your readers get truly involved in the 
subject, and in the interest of 
objectivity that is the hallmark of 
reputable publications such as India 
Today, you will be able to publish this 
response in its entirety. 


Yash Khanna 
Sr. V. P, Corporate Communications 
Star India Private Limited 


CC: Minister for Information and 


Broadcasting | 





; lioe He runs a school, but it's got to make money 


Wake Of The Flood 


| Talisma begins afresh under a new CEO. 





1 WAS QUICK. IN OCTOBER LAST, DAN VETRAS, AN - 


industry vet, signed on as President and coo of 


. Talisma. No, nine months later, he is its ceo. Talisma 


z may no longer be Bangalore's hottest company—it 


. was a products company, not a bodyshop!— but Vetras, 


and the additional $5 million (Rs 23.08 crore) that Oak 


Ventures has put into it (money that has catalysed its re- 
. Capitalisation to the tune of $25 million/Rs 115.42 crore) 
a its best bet yet of living up to its initial promise. — 


. For those who came in late, in 1994, charismatic for- 


. mer Microsofter Pradeep Singh founded Talisma with a 
$1 million order from the Redmond giant to support its 
= customers on Compuserve. The experience helped 
-= Talisma stumble on to a mail-management product 
that turned out to be hotter-than-hot in the internet 


era; it ended up with a full e-cRM package with features 


to manage all sales functions. That pitted the start-up 
against biggies such as Siebel, sap, and Oracle. Singh's 
E differentiating Strategy was to eventually bundle support 
. services with the product and he was convincing enough 
to raise money from seasoned venture capitalists like Oak 
. Ventures. Then came the downturn. 


By then, Oak (it funded Compaq), was convinced 


that basing the engineering team in India was the 
. way of the future. The additional $5 million followed, - 
. as did its own choice of ceo and cro (Mark Brent). 
. "We are letting other Oak companies go to school on | 


- Talisma” says Vetras. The vc has even made Ranjan 


- Chak (he headed the Oracle centre in Hyderabad), 
poem s Chairman and a partner in Oak. 


Still, Vetras has to generate revenues from Talisma. 


E The first step towards this, he says, is selling off Talisma's 
-= tech support services business. Then, the company - 
_ plans to come up with features like customer support 
_ through corporate instant messaging. And Vetras hopes 
. to sell a cost-effective platform to multi-nationals who are 
-= moving their customer management offshore. That's 
43 hot. Will it be second time lucky for the company? 


VIDYA VISWANATHAN 


38 BUSINESS TODAY AUGUST 17 2003 


nsv8 AWOHS 








Pharma Story Part Ill 


Indian pharma's strengths run deep. 





N. Prasad: No, the N doesn't stand ior Neo j 


E'VE SEEN IT BEFORE. IN THE SECOND 

half of the 1990s, when the soft- 
ware boom was on, D-street couldn't have 
enough of software companies. Today, the 
flavour-of-the-season is pharma. 

That could explain why analysts and bro- 
kers are focusing their energies on Hyderabad, 
where a clutch of small to mid-sized compa- 
nies that have emerged market favourites are 
based. There is Matrix Laboratories, Granules 
India, Avon Organics, Natco Pharma, Neuland 
Labs and Vimta Labs. Three years ago, 
Matrix—then called Herren Drugs—was a 
company that was in the red; by March 2003, 
it was a Rs 400 crore star with net profits of Rs 
90 crore. “Our exports to the regulated mar- 
kets (including North America and Europe) is 
up from 10 per cent to 65 per cent of turnover 
in three years,” says its Chairman and CEO 
N. Prasad. Not surprisingly, the Matrix stock 
is up from Rs 30 about 18 months ago to Rs 
550 today. Granules India, listed on Bombay 
Stock Exchange in October last has seen its 
price increase from Rs 18 to Rs 74 in nine mon- 
ths. And Neuland Labs has seen its stock move 
from Rs 50 to Rs 125 in the past six months. 

Still, analysts advise caution: “For every 
company that is seeing its stock soar on the ba- 
sis of fundamentals, there are three weak 
companies whose stocks go up too," rues 
Rajendra Naniwadikar, a member of 
Hyderabad Stock Exchange. Watch this space, 
then, for the latest on the great pharma bust. 

E. KUMAR SHARMA 
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success icons 


Salil Chaturvedi, Provogue 


He created a brand newnabel the 7 uasa Jt) lo, din 4 years flat. 
Clearly, areadymadeexample of 





McDowell's Signature presents a man who's truly a new sign of success. The man 
who's redefined semi-formal wear, with bold, revolutionary products and bolder 
marketing strokes. Grabbing more than a fair share of attention, and market share. 
Salil Chaturvedi has certainly proved that the old ways of business, and fashion, can do 
with some improvement. 





The "Sign of success 


McDowell's Signature recognizes successful new age entrepreneurs who've created wealth by changing the rules of business Successories | 





Rediffusion-DY&R/Bang/MCD/03/03 


bt trends 


No Copyrights Please, We're Indian 


The Calcutta HC says Sahara's Karishma violates no copyrights; now, it's up to the SC. 


B: THE TIME YOU READ 
this, the Supreme 
Court would have either 
struck a blow for intel- 
lectual property rights, 
or set a precedent for pi- 
rates to cite in their defe- 
nce. On August 4, aro- 
und the time this magaz- 
ine hits the stands, the 
court will hear New 
York-based author Bar- 
bara Taylor Bradford's 
appeal challenging the 
Calcutta High Court's order of July 
21 that allows Sahara Media 
Entertainment to air its Rs 60-crore 
magnum opus Karishma—A Miracle 
of Destiny. It has been Bradford's 


K 


Karishma.. 





THE mit 


.: An IP sleight-of-hand, surely 
concession all along that the serial is 
based on her work, A Woman of 
Substance. The High Court, in its 
July 21 order, observed that Indian 
copyright law did not protect basic 


MA- 
Y 3 = - TEE 





plots and characters and 
that the only material for 
the petitioner's suit was 
an interview with the dir- 
ector of the serial Akash- 
deep Shabir where he 
said the serial was based 
on A Woman of Substa- 
nce. On the strength of 
the court's order Sahara 
resumed telecast of the 
serial—the first episode 
was aired a good two 
months back, on May 12. 
If the apex court upholds the High 
Court's order, this writer proposes 
to tap the opportunities presented. 
J.K. Rowling, here I come. 

SHAILESH DOBHAL 





OR SHOULD I TAKE 

A BETTER JOB WITH 
LONGER HOURS AND 
A HIDEOUS COMMUTE? 


YOU CAN'T WIN. 
SO I RECOMMEND 
THE CHOICE THAT 
KEEPS YOU AWAY 
FROM HOME MORE. 
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THE FIRST CHOICE IS 
A SURE PATH TO 
SELF-LOATHING 

AND UNHAPPINESS. 


BECAUSE FRANKLY - 

AND ILL TRY TO SAY 
-| THIS DELICATELY - 
—| ALITTLE BIT OF YOU 

GOES A LONG WAY. 





SHOULD I KEEP MY 

| COMFORTABLE JOB 
| THAT HAS NO des 
GROUJTH POTENTIAL? J- 







THE SECOND CHOICE 
WILL SQUEEZE THE 
LIFE OUT OF YOU 
+ LIKE A VISE ON A 
: = PEACH. m 


— f THAT'S THE PROBLEM Y 
-] WITH GOOD ADVICE: 
_ | NO ONE WANTS TO 
— 1 HEAR IT. 











Great performance. Amazing price. HP 
Now you get it all-in-one. 












Doesn't that bring a smile to your face? To have the convenience of 
print-copy-scan in the world's smallest all-in-one. That not only saves you space but also helps you get 
professional quality prints for your colour proposals, offers and catalogues. Add to that, its low cost 


of ownership and you have the ideal machine for your growing business. 





HP PSC 1210 
PRINT, SCAN, COPY 


Rs; 23,9997 


multi-slot memory card 
reader supports: 











Lifelike colour and crisp black text from 
4800 optimised dpi’ 


HP PSC 2210 
PRINT, FAX, SCAN, COPY 


Rs. 13,999 * 


4800 optimised dpi in colour 
HP PhotoRE! 4 colour layering technology 


HP OFFICEJET 4110 
PRINT, FAX, SCAN, COPY 


Rs. 8,999 * 


Up to 4800 optimised dpi in colour’ 


HP PhotoREt 3 colour layering technology 
for brilliant life like images 


HP PhotoREt 3 colour layering technology 


Copy without PC, fax through PC 


Freeware creative software for project reports, 
promotional posters & business cards 






33.6 kbps, 50-page memory fax Secure Digital" 


48-bit colour'* 
Up to 17/12 ppm speed (black/colour) 
3D object scanning 


Scan to e-mail/fax 


Create impressive multimedia shows 
or even a customized CD with 
HP Memories Disc Creator 


33.6 kbps, 65 page memory fax saves 
up to 50% on ISD Fax 


36-bit colour, amazing 600 x 1200 dpi 
optical resolution scanner has the 
eye for detail 


12 black/10 colour ppm 
Copy & fax without PC 


Memory Stick® 


Scan and print photos, share albums, 
make school projects 


With digital camera card slots World's smallest Aio* * 


Up to 12 ppm in black and 10 ppm in colour 
E 


Unit level replacement warranty. 
170 cities support helpline, 80 cities service centres. 





Tel: 9628 123 123 Delhi & NCR, Mumbai & Bangalore. 
1600 444 999 (Toll Free) in other cities OR email: in.contact@hp.com 


For datasheets, SMS your email ID followed by a space and then the word "aio" to 98114 01110 (e.g. abc@xyz.com aio). * *Based on flatbed all-in-one products. Testing by CompuMetric Labs, Inc. (2/03) 
www.hp.com/go/aioreports + Based on ITU-T Test image #1 at standard resolution. More complicated pages or higher resolution may reduce number of poges stored in memory. "Up to 4800 x 1200-optimised dpi 
colour printing on premium photo papers and 1200 x ! 200-input dpi. * Estimated street price. Sales tax & levies extra. © 2003, Hewlett - Packard Company. * Microsoft Windows PC only 










iB PUBLICIS HP 300 03 


Most people desire to 


fly this someday. 


You want to take it to 


office, everyday. 
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The End Of One-Man Show 


A board-run SEBI should prove more effective. 


ET SINCE IT WAS SET UP IN 1988, 
the Securities and Exchange 
Board of India has been a one-man 
show. Its Chairman—and it has 
had quite a few powerful person- 
alities, including S.A. Dave, G.V. 
Ramakrishna and D.R. Mehta—is 
not just its face, but also its key ad- 
ministrator, deciding on both pol- 
icy and operational issues. It was- 
n't unusual for the chairman to 
personally sit in on hearings of 
cases being investigated. 

All that is going to change. The 
recent revamping of the SEBI Act, 
1992, has put two full-time direc- 
tors, A.K. Batra and T.M. Naga- 
rajan, on the Board (earlier except 












Degrees Offered in : 


* Marketing & Business 

* Computing Science & IT 

* Criminology & Psychology 

* Environmental Studies 

* Art, Design & Electronic Arts 
* Performing Arts & Law 

. Humanities & Media Studies 









South Asia Office 











New Delhi - 110 029 
Fax : (91-11) 26198707 


for the chairman, the other board 
members were part-time), and given 
them adjudicating powers. Under 
the new set up, Batra will look after 
corporate finance, investment man- 
agement and corporate restructur- 
ing, and takeover code. Executive 
Directors C.K. Das and R.S. Loona 
will report to him. Nagarajan, on 
the other hand, will handle mar- 
ket intermediaries regulation and 
supervision department (MIRSD), de- 
rivatives and new products, inte- 
grated surveillance and investiga- 
tion. EDs Pratip Kar and C.S. Kahlon 
will report to Nagarajan. Says G.N. 
Bajpai, Chairman, SEBI: “This will 
free me up to look at macro issues 





brought together by Business Today & Standard Chartered. 
perfect environment for a battle of wits amongst the B-school students 


The Middlesex University summer school is held at the beautiful Trent Park campus in North London. The Trent Park campus is one of the five 
main campuses across North London, where the University offers a wide range of undergraduate and post graduate degrees. Middlesex 
University is a modern University with "excellent" ratings in academic quality, student support services and library facilities. A recipient of 
several Queen's Anniversary prizes, itis the only British University with offices across the globe, including India 


The ACUMEN winners will have a wide range of appealing study opportunities from introductory to advance level. This apart they will also get 
a chance to explore the city of London with it'S wealth of historical, cultural and social activities. 









B-2/13, Africa Avenue, Safdarjung Enclave, 
Phones : (91-11) 26165184, 26198708. 


E-mail : middlesex@hathway.com 





VAGNVd AVÍNVS 


G.N. Bajpai: Power reforms 


and be an effective regulator." 
Not only does SEBI now become 
a board-run organisation, but resol- 
ution of cases will no longer be 
dependent on just one man's sched- 
ule. Says L.C. Gupta, former SEBI 
board member: “SEBI should not be 
a one-man show. The organisation 
can grow only if the Chairman has 
good lieutenants." Obviously, Bajpai 
has already got the message. 
ROSHNI JAYAKAR 





Studying in London could 


change your life forever... 
Make Middlesex University Your Destination now... 


A place at Middlesex University's summer school in London is the prize for the winners of ACUMEN, India's only National B-School Challenge 
Comprising of 3 modules - quizzes, debates and case games - it provides a 


Admissions Open 


for Sept. ‘03 
Intake 





For free counselling and on the spot admission contact : 
South India Office 


#2A, Temple Tree Apts, 28A, Pycrofts Garden Road, 
Nungambakkam, Chennai - 600 006 
Phones : (044) 28229171, 28274347 
Tele / Fax : (044) 28229798 
E-mail : mdxchennai@sify.com 





For more information visit : www.mdx.ac.uk 








MIDDLESEX 
UNIVERSITY 
LONDON 


Highlights : 

$ University Accommodation 

$ Partial Merit Scholarships Available 
$ Direct Admissions Visa Consultancy 
$ Local Qualification accepted 

$ Free Orientation Course 
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1998 & 2000 
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* What does it take to lead organisations in the 21" century? * How do you implement strategies 
and engage the organisation in change? * How do you capture and sustain value from global 
markets? * How do you create sbarebolder value and ensure sustained financial performance? 

Philip Kotler, Dipak Jain and several eminent management thinkers will provide answers to all these 
issues in the ISB-Kellogg Global Advanced Management Programme (GAMP). The ISB-Kellogg GAMP 
is for motivated senior executives with strategic responsibility and provides a unique opportunity for 


learning in two of the world's most prestigious business schools: the Indian School of Business, for the 
first two weeks of the programme, and the Kellogg School of Management, in the third week. The 
ISB-Kellogg GAMP aims to transform the performance of participants and their organisations. 


peed: Vemie | 
Week1&2 Indian School of Business, Hyderabad | 28th September - 10th October, 2003 
Week 3 The Kellogg School of Management, Chicago 23rd November - 28th November, 2003 


= To apply or learn more about Lf 
Cms The ISB-Kellogg GAMP, 
SE" School of Managemen visit www.isb.edu/execed or contact: 


The Associate Dean * Centre for Executive Education * Indian School of Business, Gachibowli * Hyderabad-500 019 
* India * Phone: +91-40-2300 7041/42 * Fax: +91- 40- 2300 7040 * Email: execed@isb.edu 
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Dekha Maine... 


A musical tribute to the girl child 
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EXECUTIVE TRACKING 


Adidas Adieu. . . 





Tarun Kunzru: Footing It 


...not quite, but Pepsi-alum Tarun 
Kunzru, the current Managing 
Director of Adidas India is moving 
on. The 44-year-old former first- 
class cricketer—he represented 
Karnataka in the mid- and late-70s 
—is probably headed for an inter- 
national posting within the Adidas 
family. The buzz is that Harish 
Doraiswamy, now Director, Mark- 
eting of the company will step into 
Kunzru's shoes. That'll require some 
nifty footwork: despite Kunzru’s 
best efforts Adidas remains #3 in 
what is essentially a field of three. 





Syeda Imam: Sorely missed 


Creative Vacuum 


In March this year, Contract's 
National Creative Director and 
Indian advertising's grand old dame 
Syeda Imam moved on to JWT. 
Since then, the agency has soldiered 
on with no national creative direc- 
tor. Although, the agency's 
President, Colvyn Harris rules out 
a *creative hunt", we learn that 


the agency was keen on hiring 
Bobby Pawar, a former employee of 
O&M’s Big Apple branch, and now 
a gun-for-hire as Imam's replace- 
ment. That deal, it would now ap- 
pear, has fallen through. Not that 
we blame Harris for keeping mum. 
With due apologies to Einstein, 
creativity is about knowing how 
to hide your sources. 


Great Scope 


As far as moves go, this must be the 
one of the fortnight. Not too long 
ago, Arvind Kathpalia was the gen- 
eral manager of Scope Inter- 
national, Standard Chartered’s 
shared services back-end in Chen- 
nai. Now, as Head (Operations, 
Technology and Finance), Kotak 
Mahindra Bank, he is #2 to 
Executive Director Deepak Gupta. 
Clearly, Stanchart’s loss is Kot- 
ak’s gain. 

MOINAK MITRA 


DASH BOARD 


We knew he'd be 
back, but didn't 
expect the bang to 
be as loud. Arnold 
Schwarzenegger's 
T-3: Rise of The 
Machines smashed box office 
records in India 
Aw with takings of 
$1 million (Rs 
4.7 crore). No 
boy wizards 
™ for us please, 
© we're Indian. 


net 


We're hard pressed to 
put a motive to the fin- 
ance ministry’s recent 
decision to disallow cor- 
porates from borrowing 
amounts higher than 

$100 million (overseas). ICICI's ap- 

plication to raise $300 million was, 

naturally, rejected by the ministry. 

This intervention, sadly, takes away 

. some of the sheen 

E from Jaswant 

- . Singh's reformist 

credentials. 
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TRAI's Baijal: En Garde! 
ONE-FOR-ALL 


Unified Pangs 


E LIKE PRADEEP BAIJAL, 
the feisty telecom reg- 
ulator who cut a wide swath 
in his earlier posting as a 
Secretary in the Department 
of Disinvestment. But we 
don't like his recent push 
for a unified cellular-plus- 
basic telecom licence. 
Reason? The unification is 
not to pave the way for next 
generation networks, lower 
end-user cost, increase tele- 
density, or break a monopoly 
or a cartel—all sound rea- 
sons to issue a new li- 
cence—but to end the liti- 
gation between the rival GSM 
(mobile) and coma (mobile in 
'basic' guise) camps. Baijal 
believes this is the only 
"pragmatic" solution to the 
issue. India's cellular opera- 
tors, themselves the benefi- 
ciaries of similar interven- 
tion when the government 
okayed their move to a rev- 
enue-sharing regime (from 
a fixed-licence fee one) in 
1999, are up in arms agai- 
nst what they see as an ef- 
fort to legitimise the entry 
of basic telephony compa- 
nies into the mobile arena. 
Even ignoring that, there are 
issues such as recompensing 
existing licence holders and 
the scope of unification that 
need to be worked out. It 
doesn't work Mr. Baijal. 
VANDANA GOMBAR 
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N THE DAY IN JULY 
his company dec- 
| lares its not-so- 
flattering results 
for the April-June 
quarter Wipro 
Ltd. Chairman Azim Premji, a pa- 
trician 57-year-old with an unruly 
white mane, decides he has had 
enough. Wipro’s corporate office is 
in Sarjapur, a Bangalore borough 





We have seen it. And it is Bangalore. 


BY R. SUKUMAR 


that has stayed off the radar of city 
departments, athough a proposed IT 
corridor linking Electronics City in 


the south of the city to Whitefield in 


the north should change that. The 
road to Wipro's office is bad, acci- 
dents are commonplace, and on 
this particular day the telephones 
are down-—reason enough for the 
usually placid Premji to launch a 
broadside at the state government. 








Bangalore, a city of six million : a x 
that has emerged the hub of knowl- 


edge-businesses in India, is a mess. 1 
Brown-outs are a way of life, parts 


of the city suffer from water short- 
age, and peak-time commuting is — 


torturous, if not downright hazar- - 
dous. Delhi has better roads, Mum- 


bai, a more reliable power-supply, 


and Chennai has made some fal- 
tering progress towards installing a 











From top: The seat of power— 
the Vidhan Soudha; a booming 
city; the Outer Ring Road; a 
city on the move, and a 
bustling foodcourt 


backing of the 





city-wide Mass Rapid Transit System 
(an elevated railway), a process that is 
stuck somewhere in the government- 
works in Bangalore. 

A few hours before Premji's 
offensive, Karnataka Chief Minister 
S.M. Krishna meets with Nandan 
Nilekani, the CEO of the city’s best- 
known company, Infosys Techno- 
logies, and Chairman of the Bang- 
alore Agenda Task Force, an entity 
vested with the responsibility of 
working with city departments to 
upgrade Bangalore. Also present are 
bureaucrats, including the Comm- 
issioner of Bangalore Development 
Authority, Jayakar Jerome. 

Jerome is a 56-year-old born-again 
Christian whose zeal extends into his 
job. When he took over, the govern- 
ment was mulling the closure of BDA, 
which had allotted all of 3,400 plots in 
the preceding decade. 

In his three-and-a-half years in off- 
ice, Jerome has recovered BDA land 
valued at Rs 400 crore that had been 
encroached upon, allotted 40,000 
plots, and raised Rs 100 crore through 
an issue of debt that was rated LAA+ 
by ICRA. And BDA, although it isn't re- 
quired to, uses its money to build 
roads and overpasses. The most ambi- 
tious of such efforts is a 66-kilometre 
stretch that marked the completion 
of Bangalore's much-awaited Outer 
Ring Road, a road the National 
Highways Authority of India now 
wants to buy off BDA. 

Apart from making several ene- 
mies—he has received death threats 
from the local land mafia—Jerome has 
turned BDA into a cash-rich organisation 
and become the visible symbol of the 
Chief Minister's reformist credentials. 

One of the items on the agenda for 
this morning's meeting is the restora- 
ton of Lalbagh, a city park built in the 
18th century by Hyder Ali that has 
since fallen into some level of disrepair. 
Till as recently as the 1980s, Lalbagh, 
with its rose garden and a glasshouse 
modeled after Kew Garden's Palm 
House, was a tourist attraction. The 


park covers 260 acres in Bangalore's 
older quarter and Krishna would like 
nothing better than to see it regain its 
lost glory. He thinks BDA is just the 
organisation to effect this. The catch? 
The park is administered by another 
city department that, at this meeting, 
offers to do whatever is required if BDA 
bankrolls it. Jerome is having none 
of that. *I am not giving one rupee of 
BDA's hard-earned money to anyone," 
he says. The Chief Minister indicates 
that he would like BDA to do the job; 
the other department falls in line. 

At 7.30 a.m., an hour before the 
Chief Minister's meeting begins, 600 
volunteers—professionals, retirees, 
salarymen, homemakers—leave their 
homes and head for designated 
garbage collection areas to supervise 
the process, part of the Swachcha 
Bangalore programme launched by 
BATF and Bangalore Mahanagere 
Palike, the city corporation. 

Wipro is among the first lot of 
companies to declare its results for 
the April-June quarter, but BMP’s ac- 
counts for the same period are ready 
too, courtesy a Fund Based Accounting 
System (eff bass, or F-BAS) designed 
by Ramesh Ramanathan, previously 
Managing Director and European 
Head, Derivatives Marketing, Citi- 
bank N.A., and now, Member, BAT! 
and Campaign-Co-ordinator, 


Janaagraha, a citizen’s organisation 


with a membership of 250,000. “We 
are the only municipal body in the 
country that declares quarterly res- 
ults,” says BMP Commissione! 
Sreenivasa Murthy. 

One of the city’s colleges is closed 
this Friday. Its students, under the 
aegis of Janaagraha, have volunteered 
to map the city, inch-by-painstaking- 
inch—information that will be ported 
on to satellite maps of the city pro- 
vided by the National Remote Sensing 
Agency to create the basis for a 10-year 
Comprehensive Development Plan on 
which Janaagraha and BDA are col- 
laborating. Ramesh's wife Swati 
Ramanathan, a trained architect and 
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urban planner, believes the cpp, 
apart from helping city agencies 
administer Bangalore better, will 
help citizens define and create their 
kind of city. 

Elsewhere in the city, Harish 
Bijoor, a former beverage and tele- 
com exec who now runs an epony- 
mous consulting firm, is mapping 


out the area he and his army of 22 
volunteers will clean this weekend. 

Something is happening in 
Bangalore and the world is begin- 
ning to take note. New Delhi 
Municipal Corporation is working 
on an eff-bas and the Comptroller 
and Auditor General's recent accou- 
nting guidelines for urban local 


bodies borrow extensively from the 
BMP model. BATF Member V. 
Ravichandar, Managing Director, 
Feedback Marketing Services, an 
industrial market research agency, is 
off to Tiruchirapalli, a city in Tamil 
Nadu, next month to brief its cor- 
poration on the Bangalore experi- 
ence—a presentation he has already 


Bangalore's Success-Ingredient #2: Private sect 





made to Mumbai, Pune, 
Nasik, Trivandrum and a few 
other cities. Delhi unsuccess- 
fully tried to woo BDA’s 
Jerome to head Delhi Deve- 
lopment Authority. And 
Bombay First, a joint venture 
of some of Mumbai’s best- 
known citizens and bureau- 
crats that was founded in 
1995, has woken up to the 
achievements of BATF and is 
desperately playing catch- 
up—these days, the buzz in 
Mumbai is about a Bombay 
First-McKinsey report on 
transforming the city into a 
“world class" one by 2013. 

Disparate events such as 
chip major Intel's decision to 
invest in a large development 
centre in the city, rising real 
estate prices, and the high oc- 
cupancy in the city's five-star 
hotels, then, may have less 
to do with the cycles such 
things seem to follow, and 
more to do with Bangalore's 
revival. Yesterday's Silicon Alley 
may well be India's most happening 
city tomorrow. If it gets there it 
will be because of an unique part- 
nership of the government, the pri- 
vate sector, and the public, a part- 
nership that perhaps belongs more 
in an evolved Scandinavian country 
(anyone seen their human devel- 
opment indices?) than in the capital 
of India's eighth largest state. 


he beginnings of Bang- 
alore's renaissance can 
be traced to Hyderabad, 
and to a hoary eatery on 
Bangalore's St Mark's Road. It was 
late 1999. Krishna, a lawyer by 
training who looks more like a 
professor than a politician, had 
just been elected Chief Minister. 
And he was angry. Some astute 
jockeying by Andhra Pradesh Chief 
Minister Chandrababu Naidu had 
seen the McKinsey-promoted 





From left: Nandan Nilekani, CEO, Infosys, 
Jayakar Jerome (seated), Commissioner, BDA 
and S.M. Krishna, Chief Minister, Karnataka 


Indian School of Business decide to 
base itself in Hyderabad. “On the 
basis of all the recognised param- 
eters, I thought it should have been 
Bangalore," he says. *So, when I 
took over, I wanted to send out a 
message that Bangalore would not 
remain the same; that it would re- 
gain its former glory.” Around 
the same time, two of Krishna's 
close aides met at Koshy's, a Banga- 
lore institution that has aged 
well—it still serves a mean vin- 
daloo—and decided that the Chief 
Minister could do worse than form 
a committee and appoint Nandan 
Nilekani to head it. 

The committee was the 
Bangalore Agenda Task Force and it 
was one of the 13 task forces—most 
headed by cEos—instituted by the 
Krishna Government. The other 
task forces presented their reports 
and faded out of existence. *We 
were very sure we weren't going to 


present a report," recollects 
Kalpana Kar, a former Tata 
Administrative Services Exe- 
cutive and Member, BATF. 
"The city had some 76 of 
them." Instead, says, Kar, the 
task force decided to work 
with the various local gov- 
ernment bodies responsible 
for managing the city. Kar 
herself works with BMP. And 
BATF’s resident evangelist 
Ravichandar works with BDA. 
“We weren't going to stand 
outside the system and bad- 
mouth it,” says Ravichandar, 
referring to preferred activist 
strategy. “We were going to 
change it from the inside." 

The Ramanathans were 
part of that change. Five 
years ago, they decided to 
return to India from 
London. Ramesh wanted to 
work in the area of urban 
poverty, and runs a Bang- 
alore-based micro finance 
organisation Sanghamitra. 
Along the way he became inter- 
ested in government finances. 

[ts easy to visualise someone 
like Ramanathan in Citi’s Type-A 
environment: he speaks rapidly, in 
short staccato sentences, and uses 
the language of business. “It’s amaz- 
ing that no government has a dou- 
ble-entry book keeping system,” he 
says. And so, he put his energies to 
understanding best practices in gov- 
ernment accounting. 

The accepted double-entry sys- 
tem of bookkeeping originated in 
Italy in the 14th century, although 
it wasn’t until 1494 that a monk by 
the name of Luca Pacioli wrote 
about it in detail. The founding of 
The East India Company—it in- 
troduced the concepts of invested 
capital and dividends—accelerated 
the spread of accounting. 
Government accounting, in con- 
trast, is a recent phenomenon. 

It was only in the early 1990s 
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that New Zealand moved to an 
accrual accounting system. Other 
countries followed and the US 
Governmental Accounting Stand- 
ards Board collated best practices 
and came up with a prescribed 
set of standards. 

In his mind, Ramanathan is very 
clear that accounting is at the core of 
all governmental reform. *Every- 
thing has to start from accounts," he 
says. "That is the biggest difference 
between the government and the 
private sector." Under the aegis of 
the Public Affairs Centre, a non- 
governmental organisation founded 
by Samuel Paul, a quiet-spoken aca- 
demic who has served as Director, 
Indian Institute Management, 
Ahmedabad, Ramanathan was 
wrestling with implementing an eff- 
bas for Tumkur, a small town in 
southern Karnataka—he was mak- 
ing no great progress—when he 
was inducted into BATF in early 
2000. He saw his chance. 

With money from Nandan and 
Rohini Nilekani's Aadhar Trust (the 
couple has thus far put in around Rs 
4.75 crore of its personal wealth 
into BATF initiatives), Ramanathan 
went out and hired 22 commerce 
graduates; BMP gave him use of a 
room in its HQ. All told, the team 
spent around 300,000 man-hours 
tracking the paper and money trail 
at BMP, devising a nomenclature for 
various expense heads, and assign- 
ing codes to every piece of devel- 
opmental work being carried out 
by the corporation. The process 
took 14 months, but by April 2001, 


BMP had an eff-bas in place. 

City corporations aren't the most 
reform-minded organisations. Still, 
with the inducement of some Rs 
361 crore from the state govern- 
ment if it met some conditions— 
one of these required the corpora- 
tion to move to a modern account- 
ing system and the two bodies signed 
a memorandum of understanding 
to this effect in July 2001—BMP 
agreed to implement its F-BAs. 

F-BAS isn't the only thing of 
note in the Bangalore of the future, 
but it is representative of the city's 
approach—scientific, scalable, and 
result-oriented. Similar initiatives 
abound. There’s the Self Assess- 
ment Scheme (SAs) for property 
tax that has doubled receipts to 
around Rs 200 crore in a mere 
four years, There’s the Nirmala 
programme (funded by Infosys co- 
founder N.R. Narayana Murthy’s 
wife Sudha Murthy who wrote a 
cheque of Rs 8 crore) that has built 
23 public toilets across the city; 
100 more are in the offing. 
There’s the Police Department’s 
unique Central Area Traffic Plan, 
built around a clutch of one-way- 
only roads, and designed with the 
assistance of urban planners W.S. 
Atkins. And companies-—Biocon, 
Bharti, Infosys, Aditi—have been in 
the thick of the action, offering 
money and expertise. "There's no 
question that you need (radical) 
tools and systems for better gov- 
ernance," says Nilekani. “These 
get amplified with (our) participa- 
tion." And without these, he adds, 


one cannot expect the system to 
operate the way Infosys does. 


". Jairaj isn't your everyday 
bureaucrat. The Principal 
Secretary to the Chief Mini- 
ter has studied law, eco- 
nomics and public policy at the 
Universities of Delhi and Bangalore 
in India, and at Harvard and 
Princeton. He has also served as the 
President of the All India 
Management Association, the only 
bureaucrat to have done so ever. 
So, when Jairaj stops three-quarters 
of the way through a complex sen- 
tence involving What Really Works, 
an article by Nitin Nohria in a recent 
issue of Harvard Business Review, 
Infosys Chairman N.R. Narayana 
Murthy’s oft-quoted gem about “ex- 
cellence in execution”, and his own 
belief of how there is no difference 
between the public and private do- 
mains, and launches into some ful- 
some praise of Krishna, it is hard to 
attribute that to sycophancy. 

It is even harder to do so 
when Nilekani, the CEO of one 
of India's most transparent com- 
panies, says: "The Chief Minister 
believes that there can be new 
solutions—an attribute unusual 
in an Indian politician." 

Bangalore's love for its present 
Chief Minister probably has its roots 
in Karnataka's misfortune of being 
administered by some of the coun- 
try's worst politicians for the pre- 
ceding decade and a half. 

In a country where 70 per cent 
of the population lives in rural areas, 
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it is suicidal for a politician to be seen 
to be addressing urban issues. 
Krishna's critics like to point out 
that the Chief Minister doesn't seem 
to be worried about parts of the 
state other than Bangalore. "I can't 
create a parallel Bangalore (in some 


.. Other part of the state)," snaps the 





Chief Minister, “There are well-laid 
road leading to all towns; all villages 
~~ have access to potable drinking wa- 

ter; and we have made tremendous 
progress in the areas of health and 
housing." He pauses for a minute 
and probably realises that he hasn't 
been harsh enough on his detractors. 
“People who say this,” he says, care- 
fully choosing his words, “have not 
stepped out of Bangalore.” 

Still, with elections due in 
November 2004, the government is 
taking the Bangalore-model of de- 
velopment to 30 cities and towns 
across Karnataka. 

Being a Congress Chief Minister 
in a country governed by the Byp-led 
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National Democratic Alliance isn't 
easy. Krishna has, time and again, 
pulled out numbers to show how 
Andhra Pradesh, governed by the 
Telugu Desam Party, a Bjr-ally, has 
benefited from the centre's munifi- 


cence. Then there's the muddle of 


party politics. Early this year, when 
a member of Krishna's Cabinet made 
some unflattering observations about 
Congress President Sonia Gandhi, 
Bangalore (well, part of it) feared 
that the Cw's head would roll along 
with the minister's. 

Krishna himself promises to “re- 
double the pace of reforms," be- 
cause they “have a direct bearing on 
quality of life", but Bangalore need- 
n't worry. It has systems such as 
eff-bas in place and because these 
can always been contravened, it has 
that something else, a secret weapon 
(weapons, actually) of sorts that 
has the potential to keep things 
ticking, Krishna or no Krishna, 
Congress or no Congress. 
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Clark’ s start-up Healtheon/Web | 
MD, attended his first BATF Summit, - 


a large gathering of citizens, NGOs 
from Bangalore and other parts of 
India, BATF members, the city’s 
departments, and representatives 
from other states. "I was blown 
away," says Nadhamuni. “Bureau- 
crats were actually presenting six- 
monthly report cards." 

The seven stakeholders of the. 
RATE (See The Bangalore Eca- 


system...), or so the joke goes ii oe 
PowerPoint presentations. At ev ery s 












Bangalore, have become good at 


summit, the head of each of the 
seven departments makes a pres- 
entation on what his organisation 
has achieved in the preceding six 
months, and what it proposes to in 
the following six. "The summit 
concept recognises the contribu- 
tion of bureaucrats,” says Nilekani. 
“And it also facilitates continuity-— 
if a bureaucrat is transferred, it 


ensures that the next one sticks to. | 


the commitments.” 


Even without the summit, C iye 


hall is unlikely to return to the Dark 


Ages. In mid-2001, armed with the 


knowledge that BMP's F-BAS could 
provide details on the exact amount 
of money that was earmarked for 
ward works in the corporation's 
budget, Ramanathan suggested that 
citizens participate in the process 
of deciding how this money was 
spent. The corporation shot his 


en February, this year, Srikanth 
Nadhamuni, formerly part of 
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HYDERABAD BLUES 


How Cyberabad fares 


|| T'S NO SECRET IN DELHI'S POWER CIRCLES 
{that Andhra Pradesh Chief Minister 


. Nara Chandrababu Naidu, a key ally 
- ofthe BP, usually gets what he wants. 
Naidu was the first Indian Chief 


Minister to see himself as a CEO; un- 
fortunately, he doesn't seem to have 
been able to build an organisation, or 
effect structural and systemic reforms. 
Hyderabad, consequently, has suf- 


- fered. Still, Naidu is trying his best to 
ensure that Hyderabad steals a march 


over Bangalore: he is lobbying the 
government to move to an open sky 


policy and make Hyderabad a transit — 


point between Europe and China; he 
plans to make the planned Hyderabad 


2 international airport one of Asia's 
biggest and most modern; and he is 


already pitching Hyderabad as the 


—. pharmaceutical, biotech, and health | 


services capital of India. All very cred- 


— itable, but equally individual-driven, 


and very very "top-down" as one city 
planner puts it. The participative na- 
ture of Bangalore's renaissance could 
well give that city an edge. 


Capital concerns remain. 
> 1999, SOON AFTER THE CONGRESS 
A government took over in Delhi, Chief 
Minister Sheila Dixit launched a progra- 
mme branded Bhagidari targeted at 
increasing the involvement of resident 
welfare associations (Rwas) and NGOs in 
local governance. By including ‘Com- 
mitment to Bhagidari’ as a head in the 
appraisal of bureaucrats, Dixit managed 


to get the administration to heel. 
However, although Bhagidari boasts 


=- Some success stories in solid waste 


management and rainwater harvest- 


ing, the scheme is not a runaway suc- 
cess. Says Arun Mishra, Deputy 


Secretary, Delhi Government, the man 


in charge of Bhagidari, “Right now, we 


are not focusing on results, but on sen- 


- Sitising the populace." For how long? 
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proposal down. Frustrated, he 
founded Janaagraha a citizen’s 
movement. “For citizens to think 
that enlightened political leader- 
ship is all it takes for good gover- 
nance is unrealistic and selfish,” 
explains Ramanathan. So, across 
the city’s 100 wards, Janaagrahis, 
as the movement’s volunteers call 
themselves, wrote to their local 
corporators suggesting how the 
money earmarked for ward works 
in their area could be best utilised; 
in 22 of the wards, their recom- 
mendations were adopted. 
Ramanathan is thrilled with the 
results. He sees this as the beginning 
of a move from “representative 
democracy to participative democ- 
racy”. That’s a trend that will be dif- 
ficult to reverse. 

India’s economic progress, 
patchy as it may be, has brought 
with it a growing awareness of 
citizens’ rights across the country. 
Today, eight states, including 
Karnataka, have passed a Right 
to Information Bill. So, in July 
2002, Janaagraha, PAC, Voices, a 
Bangalore-based development 
communications organisation, and 
the Centre for Budget and Policy 
Studies, a research body working 
in the area of sustainable and equit- 
able development, launched PROOF 
(Public Record Of Operations and 
Finance), a right-to-information 
campaign that aims to define the 
reporting standards for govern- 
ment performance. Apart from 
providing citizens with a frame- 
work to assess the performance of 
their government, this will help 
NGOs working from within the sys- 
tem—a preferred Bangalore 
model—to assess theirs. For in- 
stance, Akshara Foundation, a 
Bangalore-based NGO that has 
signed an MoU with the government 
to help with educational initiatives 
across 1,300 schools (it is headed 
by Rohini Nilekani) will use 
PROOF’s framework of performance 
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indicators to assess its impact. 

By design or providence, the 
pieces have come together for 
Bangalore. Systemic interventions 
such as F-BAS have made informa- 
tion available, where none was 
before. Campaigns like PROOF will, 
over time, make it mandatory for 
government bodies to report their 
performance in the lexicon of busi- 
ness. And Janaagraha is, as Rama- 
nathan terms it, “an endgame”, 
an apt “demand side” response to 
“supply-side reform”. 


n 1954, American psycholo- 

gist Abraham Maslow defined 

his hierarchy of needs theory 

as explanation for what mo- 
tivates people. Three decades after 
his death, Maslow’s pyramid is 
still relevant—although newer the- 
ories have taken some sheen off it. 
At the base of the pyramid are 
lower order needs such as food, 
clothing and shelter. 

At the apex of his heirarchy is 
what Maslow termed self-actuali- 
sation, a term so nebulous that he 
felt the need to redefine it in 1968. 
Put simply, a self-actualised indi- 
vidual has become all that he or 
she had the potential to be, and 
consequently, looks for causes to 
champion that are outside one’s 
own selfish frame of interest. 

Harish Bijoor believes Banga- 
lore is where it is today because its 
citizens, at least those involved in 
city-improvement initiatives, are 
self-actualised. Bijoor has some- 
thing there: Ravichandar, Rama- 
nathan, Nadhamuni, Kar, Nilekani, 
and others at the vanguard of 
Bangalore’s renaissance have been 
there, done that; money, power, 
and recognition don’t really matter 
to them anymore. “If you were to 
look at it in terms of proportions,” 
says Public Affairs Centre’s Paul, 
“Bangalore has more professionals 
than any other Indian city”, prof- 
fering his own explanation for the 
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city’s renaissance. Raghavan 
Srinivasan, Executive Director of 
market research agency TNS 
Mode—it conducts reviews of cit- 
izen concerns for BATF—argues that 
Bangalore has always been a city of 
NGOs thanks to its R&D, defence 
and public sector heritage (“Post re- 
tirement several people from these 
backgrounds started NGOs or signed 
on with them”) and that its pri- 
vate industry is largely knowledge- 
oriented and, ergo, “has no baggage 
and believes it can make a differ- 
ence.” And Kar insists that tim- 
ing—BATF was founded at the cusp 
of an era of hope; the software 
boom was on; and the dotcom 
bust was yet to happen—helped. 
Add things like political will and 
what Krishna calls “bureaucratic 
guts” and you get a mixture that 
pretty much cannot be replicated. 
What can be are the processes 
that, says Nilekani, can be “pack- 
aged, productised, and repli- 
cated”. “We’re using the software 
model for governance,” he gloats. 
“The F-BAS kit, the complete doc- 
umentation on toilets—everything 
is open source, free-ware.” Nadha- 
muni, Managing Trustee, eGov- 
ernments Foundation, is the man 
in charge of this effort. 
Nadhamuni and his wife Sunita 
moved back to India a few months 
ago after 16 years in the US. They 
had funded NGOs back home for 
12 of those years and hoped to 
immerse themselves in develop- 
mental work on their return. The 
BATF Summit and awareness of 
what was happening in Bangalore 
convinced Nadhamuni that “this is 
the place to get plugged in”. 
Wiring up individual processes, 
such as BMP’s Self Assesment 
Service for the collection of prop- 
erty tax, even a F-BAS is not so dif- 
ficult. Nadhamuni’s Holy Grail is 
a technology for e-governance that 
can be replicated across a fairly large 
geography, facilitates distributed 


decision-making and widespread 
access, and is web-enabled. He 
believes a Geographical Infor- 
mation System (GIS) is the answer 
and is currently working on a pi- 
lot project to map Byatrayana- 
pura, a borough that falls within 
the purview of the larger City 
Municipal Corporation. “I am 
creating a virtual team of volun- 
teers to do this,” he laughs. “There 
is so much work and they can do 
it from anywhere in the world; 
do you think you could mention 
our website, www.egovern- 
ments.org ?” 

TNS Mode’s surveys (see 
Progress Has Been Made...) defi- 
nitely indicate an improvement in 
quality-of-life parameters. “In a 
growing city like Bangalore, you 
have to run to stay where you are,” 
says the agency’s Raghavan. “So, a 
small improvement is actually a 


_ big deal.” Industry sure thinks so. 


Ketan Sampat, President of Intel 
India announced last month that 
the company is investing an addi- 
tional $41 million (Rs 188.6 crore) 
in building a new 43-acre campus 
in Bangalore. Intel is believed to 
have picked Bangalore after exa- 
mining six other Indian cities. And 
two days after Premji’s tirade, 
Krishna instituted a task force 
headed by the chief secretary to 
look into his grievances. 
Bangalore still has ways to go 
before it becomes a Singapore in 
India. Given the gravity of some of 
its problems, it may take quite 
some time for that to come to 
pass, and there’s a good chance 
that it never will. “As long as I am 
headed even North by Northwest 
I am willing to plug on,” says Ravi- 
chandar. The future of Indian cities 
is here. Bangalore is it. Ell 
WITH ADDITIONAL INPUTS 
FROM VENKATESHA BABU, 
E. KUMAR SHARMA, SAHAD P.V., 
PRIYA SRINIVASAN, 
AND NITYA VARADARAJAN 
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recommendations are 


BOMBAY SECOND 


Why Bangalore prevails - | 


| 1995, SOME OF MUMBAI’ $^ 
corporate community, including | 
Keshub Mahindra, Chairman, Mahindra - 
& Mahindra, Deepak Parekh, Chairman, 
HDFC Ltd, and S.M. Datta, Chairman, 
Castrol India Ltd, came together to. 
help reinvent Mumbai. Along with some 


government officials, they formed an 


organisation called Bombay First. Today, 
eight years later, Bombay First is wait- 
ing for the final results of a McKinsey - 
study on transforming Mumbai into "a. 
world class metro" by 2013. The firm's 

«pected to show — 
how the city's Gross City Domestic — 
Produce can grow at between 8 per 





cent and 10 per cent. “We are looking — 


at finance, entertainment, and retail 


as some of the key drivers for growth,” — 


says Bombay First ceo S.S. Bhandare. - 


“This is potentially a world class city," is x 
agrees an investment banker. "Whatever — 
| have heard about the McKinsey plan 


sounds good; they talk a lot about - 


. mass transport and affordable hous- 


ing." There's no denying that housing - 
and transport are Mumbai’s biggest - 
challenges, but Bhandare and the 


banker are among the minority that 


thinks the report will make a differ- - 


ence. "Let's face it, the malaise is a poli- 
tical one,” says Gerson DaCunha, the - _- 


first ceo of Bombay First. “We have - 
always been saddled with criminal - 
administrators with narrow self-inter- 
ests.” Darryl D'Monte, a journalist and — 


environmentalist who is involved in i 


Bombay First, has the last word. When — 
asked whether he can name a sigle - 
effort involving citizens, the gen. 


ment, and corporates, his response isa. 


crisp, ^no". That's one reason Banca 
lore, more than Mumbai, is better- 
pad to be India’ E d of di NR. 
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OR AS LONG AS BUSINESS HAS EXISTED, PEOPLE 
involved in it have been subjected to the 
whims of the economy. The only constant in 
business has been ‘change’ and economic uncertainty 
has been just another day at office. for all those 
who ever thought of financial success. Ergo, 
pervasive market fluctuations and economic volatil- 

ity; are here, and here to stay. 
_ An interesting research in the recent past threw up 


CN mud bording statistics. Of the total companies in 


the 1955 Fortune 500 list, 70 per cent are now out of 


business, and of those listed in 1979, 40 per cent no 
Tc longer exist as corporate entities. 


 * This trend is widely seen across the world. Today, 
| if corporations are being formed before one can blink 
one’s eye, almost as many are being shut down daily. 
Big corporate names of yesterday are either shutting 
shop or are on the brink of closure and bankruptcies. 
If a third of the Fortune 500 companies of 1970 can 
disappear by 1983 and the average life span is decre- 
 asing by the day, there is little wonder that smaller com- 
.. panies are also feeling the pinch. 

At the core of the problem lies not just the lack of 
sustainable business plans. It's a larger issue. It is the res- 
ult of organisations' inability to change: To evolve, to 
accept challenges and to seek new avenues of growth. 
. To be big and strong is one thing, to be evolving 

. With the times, is a totally another. 

So, it is the capability of an organisation to re-engin- 
eer, transform and adjust to the rapidly changing 
business environment that separates the boys from the 
men or the haves from the have-beens. Building adap- 
tive capabilities that will enable an organisation to 
‘move with the market’ is the call of the day. Focussing 
on understanding the end-to-end value chain to ensure 
that the highest adaptive benefit opportunities are 
identified, seeking the ‘right’ level of adaptiveness 
for the company—affordable, meaningful, and feasi- 
ble, not over-engineering solutions beyond the point 
-of diminishing returns, injecting new connective tech- 

nologies in and around legacy systems to accelerate 
adaptiveness, supporting alternative processes, tech- 
‘nology and organisational models across the enterprise 


BY INVITATION B Salil Parekh 


| Corporations need to be increasingly adaptive to survive 
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transparent access to aun re ir [pro me 
as well as providing a ios f 
collaboration within: organisatio 

Adaptive organisations revolve around dy namic 
real-time processes: Performed anywhere and any 
time using adaptive solutions. An -organisation’s ope- 
rating teams may be dynamic and effective, but mar- 
ket conditions are beyond one’s control and they do 
not look likely to rebound. One must, therefore, 
adjust and adapt, and defy the economy. W 
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The growth spurt corporate India witnessed in 2002- 03 is 
showing little signs of losing steam. Sectors across Indian 
. industry are in growth mode, and business confidence has soared. 


It had better last. 


“ge F 2002-03 WAS A DREAM RUN FOR INDIA INC— 
` profits of 2,600 companies compiled by BT 
spurted 54 per cent over the previous year— 
the current year appears to have got off to a 
flying start. For the first quarter, profits of 





he /330 companies (that's the current sample size 


- based on results that came in at the time of writing) 
were up 48 per cent. And there's little reason 
why the heady growth of last year can't be repea- 
ted. After all, that impressive performance was 

clocked despite poor monsoons. The rain gods this 
time round have so far been more than kind, and 


that should help corporate India sustain the prof- 


| itable trend right through the year. “The focus of 
India Inc. has changed from sales growth to profit 
growth. In fact, companies are giving up sales 
that are unprofitable," says N. Prasad, Chief 
Investment Officer, Sundaram Mutual Fund. 
The sample size for the first quarter may not 
be exhaustive, but it confirms what Prasad is say- 
ing: Sales are up 13 per cent. What's contributed 
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BY NARENDRA NATHAN 


GAINERS GALORE 


The number of companies that have grown their profits and sales is double 
that of those that haven't. Growth — A/D 
item | a B. Ralo* : 











Figures in Rs core 8 M 200 — g TE 2003 
* Ratio indicates the number of companies that advanced for evéry company that cna 
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to the chunky profits is the con- 
trol on depreciation costs (up 
just 6 per cent) and interest costs 
(down by 2 per cent). To get a 
clearer picture (and also to make 
sure that the overall trend is not 
affected by a few big companies 
in the sample), we have gener- 
ated an advance-decline ratio 
(See Gainers Galore). This is ar 

rived at by dividing the num 

ber of companies that have ad 

vanced by those that have de 

clined. For instance, the number 
of companies whose sales has 
grown is 2.12 times the number 
of companies that have wit- 
nessed a decline. 

Initial trends suggest that most 
sectors—including IT services— 
have improved on their per- 
formance in the first quarter of 
2003-04 in comparison with the 
previous year’s corresponding 
quarter. Good results coupled 
W ith the gol d monsoons are also 
doing wonders to business opti- 
mism with various indices cap- 
turing the feel-good factor. For 
example, the cil Business 
Confidence Index for April- 
September 2003 is placed at 61.6 
point. A score of above 50 indi- 
cates positive confidence while a 
score of above 75 would indicate 
strong positi e confidence. The 
Dun & Bradstreet Business 
Optimism Index for India for the 
July-September 2003 period has 
also improved to 126.5 from 119 
during the previous quarter. 

There are other subtle ways 
(mostly used by the stockmarket) to 
gauge the improvement in business 
confidence. Consider the c porate 


Raha’s ONGC 
reported a record net 
profit of more than 


last fiscal 


SUBIR RAHA, CH 


bt 


GRAPHICS BY PINAKI PAUL 





finance 


GETTING BACK 
INTO SHAPE 


There's an all-round improvement in corporate 


scorecard. 


Cheaper finance*... 
6.42 





2002 


2003 


1999 2000 2001 
*As a percentage of sales 


..and higher employee efficiency* *... 
@, 6.78 


SMS 3 
2002 2003 





GRUND M. 
2000 2001 


1999 


**Salaries as a percentage of sales 


..are steadily improving margins. 
19.17 


16.39 16.30 





19.77 


2002 


1999 2000 2001 2003 


Figures are percentages 


66 BUSINESS TODAY AUGUST 17 2003 


SHOME BASU 





D.S. BRAR, CEO & MD, RANBAXY LABORATORIES 


“Ranbaxy’s numerous growth engines will 
enable us to maintain balanced growth” 


tax paid out in the first quarter. As 
this payout is based on the esti- 
mated profit for the entire year, a 
surge in this figure would indi- 
cate that companies are expec- 
ting a good year ahead. And that’s 
exactly what’s on the cards, with 
the corporate tax payout increas- 
ing by 16 per cent last quarter. 
Also take a look at dividend pay- 
outs, which managements make 
based on future growth expec- 
tations. Here too, the confidence 
is clearly visible: Some 394 com- 
panies (out of the 769 that have 
declared dividend so far) in- 
creased the dividend payout last 
year that only 163 have decreas- 
ed it. And it is this expected fu- 
ture growth story that is driving 
the stockmarket for now. For 
example, the BSE benchmark 
Sensex, has rallied by more than 
800 points (27 per cent) over the 
past three months (from April 25 
to July 25). 


A Reality Check 

But before we get carried away 
with blossoming bottomlines and 
rocketing indices, let’s do a reality 
check. For, it isn’t as if all the 
factors contributing to the heady 
profit growth are sustainable in 
the long term. Some are, some 
won't be. As Atul Sobti, Senior 
Vice President (Marketing & 
Sales), Hero Honda, points out: 
“It would be incorrect to make a 
blanket statement that India Inc. 
has come into its own.” 

One area in which prudence 
scores over euphoria is with regard 
to the base effect. Several com- 
panies have been able to show 
phenomenal growth simply bec- 
ause of the lower base of the pre- 
vious year. Consider Dena Bank, 
whose profits soared 905 per cent 
last year only because 2001-02’s 
profit was minuscule. The net 
profit growth over a three-year 
time frame paints a more realistic 


picture: a growth of 22 per cent 
per annum. Similarly, consider 
Maruti's performance in the first 
quarter—a 971 per cent growth in 
net profits! “Frankly, last year's first 
quarter was not very good and that 
is one reason for this stupendous 
growth," says Jagdish Khattar, 
Managing Director, Maruti Udyog. 

But for every company that's 
showing profitable growth thanks to 
the base effect, there will be at least 
two others that are growing spec- 
tacularly thanks to a number of effi- 
ciency-related factors coupled with 
improved prospects for that parti- 
cular industry. Consider, for ins- 
tance, Tata Steel, which recorded an 
impressive 267 per cent spurt in 
profits for the first quarter. 
Managing Director B. Muthuraman 
outlines four reasons for the growth. 
“First, we have improved our prod- 
uct mix (the proportion of cold 
rolled coils and galvanised materials 


has gone up). Second, our sales to 
the auto sector, from where much 
of the demand is coming (along 
with appliances and construction), 
have gone up. Third, steel prices 
have risen. And fourth, there has 
been an 8 per cent growth in dem- 
and over the previous quarter.” 
The consolidation in the com- 
modities sector (metals, petrochemi- 
cals, etc), in the meantime, has also 
done its bit for the great Indian 
corporate revival. If operating profit 
margins are heading northward (see 
Getting Back Into Shape), it’s largely 
because the demand-supply imbal- 
ance that existed previously has got 
drastically corrected, with several 
of the smaller players shutting shop. 
“What’s benefited Indian players 
is the shakeout that’s happened in 
the international markets. With 
India boasting several of the lowest- 
cost producers in various indus- 
tries, it naturally gets a huge 


B. MUTHURAMAN, MANAGING DIRECTOR, TATA STEEL 


“There has been an 8 per cent growth 
in demand over the previous quarter” 





advantage,” says Deven Choksey, 
Managing Director, KRC Research. 


Exports Thrust 

What’s more, many metal compa- 
nies are using the opportunity of in- 
creased global demand to explore 
new export markets. Jindal Strips, 
for instance, till five years back had 
nil exports. “Today, our exports 
are growing at a compounded ann- 
ual rate of 200 per cent. This year’s 
target is $175 million (Rs 805 
crore) of exports, up from $135 
million (Rs 621 crore) last year,” 
says Arvind Parakh, Director, 
Finance, Jindal Strips. 

Parakh makes the point that 
exports give his company a splendid 
growth opportunity even when 
domestic markets are flat or slug- 
gish. And no company illustrates 
that phenomenon better than 
Ranbaxy. As D.S. Brar, CEO & 
Managing Director, Ranbaxy 
Laboratories, puts it: “Ranbaxy has 
a number of growth engines in 
place especially, the US and the 
EU markets, which will enable us to 
maintain balanced growth.” 

Along with improved demand 
conditions, much of India Inc has 
spent much of the recessionary 
years honing its internal efficiencies, 
as a result of which many of them 
are well-oiled growth engines today. 
Ranbaxy, for instance, recently re- 
organised its marketing and sales 
teams to reflect better alignment 
of products and field deployment 
with the therapeutic area concept. 
The objective: to bring synergies 
in the marketing effort. 

Then, Tata Engineering (recently 
rechristened Tata Motors), by 
streamlining the supply chain, has 
been able to reduce inventory levels 
and consequently bring down work- 
ing capital into negative territory. “It 
is a major achievement for a capital- 
intensive company like Telco to 
have a negative working capital,” 
avers Prasad of Sundaram Mutual. 

Another way manufacturing 


AUGUST 17 2003 BUSINESS TODAY 67 


bt finance 





VENU SRINIVASAN, CHAIRMAN & MD, TVS MOTOR COMPANY 





“We plan to launch a slew of models 
based on new platforms” 


companies are reducing costs is by 
stepping up the pace in outsourc- 
ing. Maruti is one automobile com- 
pany that's taking this path. “It 
has been our constant effort to 
reduce cost by increasing the out- 
sourcing,” says Khattar. 

A major ghost that India Inc. is 
beginning to exorcise is poor emp- 
loyee efficiency. The improvement 
may be small, but what is notable is 
that a beginning has been made. 
Thanks to rightsizing initiatives, 
employee cost as a percentage of 
sales has been coming down over 
the recent quarters (see Getting 
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Back Into Shape). “The fact that 
our sales have increased from Rs 
480 crore in 2001-02 to Rs 700 
crore in 2002-03 with the same 
staff strength shows that we have 
increased our operational produc- 
tivity substantially," explains Amit 
Kalyani, Vice President & Chief 
Technology Officer, Bharat Forge. 

What's also helped companies 
reduce their overall cost struc- 
ture and contributed to the 
healthy bottom lines is the steady 
fall in interest rates over the years. 
"Now the cost of finance in India 
is more or less comparable with 


global standards," says Choksey 
of KRC Research. 

The biggest beneficiaries of this 
interest rate fall are the banks. For 
example, several banks figure in 
the list of best performers largely 
because of the huge treasury inc- 
ome reported by them during the 
year. “These treasury profits are of 
one time in nature and can't be sus- 
tained in long term," cautions 
Mahesh Vyas, CEO, Centre For 
Monitoring Indian Economy. Most 
of this income originated only 
because of the fall in the yield of 
government of India bonds (now 
placed around 5.70 per cent) and 
with it a corresponding rally in its 
prices. A further fall looks unlikely. 
So these banks can’t expect huge 
treasury incomes. But, as Rajeev 
Thakkar, Head of Research, Parag 
Parikh Financial Advisory Services, 
points out: “They are still holding 
on to huge unbooked profits, and 
this component will remain high 
at least for the current year." 

As in the case of banks, there 
are many other sectors out there 
that can't afford to take the good 
times for granted. The efforts at 
cost reduction, value engineering, 
increasing production, and storming 
the market with new products will 
have to continue. That's exactly 
what Venu Srinivasan, Chairman 
& Managing Director, TVs Motor 
Company, plans to do. He acknow- 
ledges that the current *good buoy- 
ancy can't last year after year". 
That's why he plans to “launch a 
slew of models based on new plat- 
forms". “We need a burst of at 
least eight-to-ten models and three- 
to-four platforms," he declares. 

Clearly, there's little doubt that 
the current period is one of the best 
India Inc. has enjoyed in the 12 
years post-liberalisation. But there's 
little time for Indian companies to 
rest on their oars. The good times 
have only just begun to roll. 

WITH ADDITIONAL INPUTS 
FROM SWATI PRASAD 
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usiness, MBA is not considered a 
course that can be arranged in the 
classrooms for you. It is envisaged as a 
voyage through exhaustively created 
learning situations. Leading to varied 
and interesting experiences. And 
discoveries that transform you into a 
well-rounded professional, a Global- 
MBA. 
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E Theoretical and practical courses in the 
first year conducted one month each 
at various business capitals - Delhi. 
Mumbai, Kolkata, Ahmedabad, 
Bangalore, Chennai, Hyderabad and 
4 months in Vizag. 





W Students evolve into global manag 
through real time experience, an unhearc 
of concept in any business school. 





m Specialisation in three disciplines - 
Marketing, Human Resources and 
Finance. 





W internship for one full year with three 


different companies. 





in the words of a renowned academician, 
"Giobai-MBA of IASB is designed to go beyand 
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I FIVE FEET AND SEVEN INCHES, ASHOK 
Wadhwa doesn’t strike you as a runner 
|. but he clocks 50 km a week and describes 
-. himself as a marathon runner. If Wadhwa 
= b seems an unlikely person to be on the run- 

i. ning circuit, it's quite a different matter when it comes 
< ;to the cocktail circuit, In Mumbai's power circles, 
— Wadhwa is an ace networker, frequently seen with his 
TV producer wife Reena, socialising at parties and din- 

ners. In part, that skill is what has catapulted Ambit 
Corporate Finance, the firm he founded in 1997, to the 

big league of investment banking. This summer, the 

— barely six-year-old newbie bulldozed into investment 
- . banking’s super league as the third biggest deal-maker, 
_. rubbing shoulders with such hoary oldies such as psp 
ps Merrill Lynch, jM Morgan Stanley and Kotak Mahindra. 
< Tn the last 18 months, Ambit has struck a deal a 
n month, notching up 18 deals valued at Rs 1,316 crore. 
But the deal that Wadhwa is really chuffed about in the 
past couple of weeks is the one he pulled off last 
month, when in a swift move, three top investment 
— bankers—Ashish Guha, Amit Mukherjee, and Sanjay 
.. Sakhuja—hopped across to join Ambit. Actually, when 

the trio—one was the CEO and the other two managing 
m" Lazard in June this year, od had little 
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in. At a meeting at the exclusive Belvedere club in. 
Mumbai's Oberoi, Wadhwa had a simple proposition 
for the three: "Unless you find the task of looking 
for a new office so exciting, why don't you guys join. 


us?” On August 1, the Guha, Mukherjee. and Sakhuja i D 


signed up as partners or owner-managers. - 

The induction of the three heavyweig 
part of Ambit’s strategy for its future growth and, 
indeed, the next phase of its evolution from being a 
Wadhwa-centric dealmaking hotshop to a full-service 
multiple practice big time investment bank. 





Quick And Quiet 

Perhaps it's Wadhwa's relatively staid background of 
heading the tax practice at the erstwhile Arthur 
Andersen's Indian operations (he later became managing 
partner before he quit in 1997), which marks Ambit's 
inimitable yet quiet style. Late last year, w hen Deepak 
Roy, former President of Guinness UDV, a qi ior major, 
decided to bid for the domestic whisky y business of 
India, and one of the private equity investors dropped 
out, leaving a yawning gap of Rs 10 crore, Wadhwa, 
whose firm was advising Roy, quickly stepped i in and 



















intention of joining a rival firm, opting instead to Ir E i » 
strike it on their own. But that's when Wadhwa stepped. 2É 
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Ambit.Corporate Finance's 
Ashok Wadhwa: Setting a scorching pace 
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personally forked out Rs 10 crore. Thanks to that last- 
minute bailout, the deal was signed at 2 a.m. By the 
end of that day, Wadhwa had got other willing strate 
gic partners lined up and, by the end of the week, Vijay 
Mallya’s McDowell & Co. had picked up the finan- 
cial investors’ stake in Roy’s new company Triumph 
Distillers. Ambit had notched up two deals in one shot. 

Quick and quiet. Wadhwa style. Says the 42-year- 
old cEo of Ambit, who incidentally joined Arthur 
Andersen as its first professional employee in 1983: 
“We always wanted to create a niche for ourselves by 
structuring transactions so as to create value.” Ambit’s 
deals try to do just that. When Pharmacia wanted to 
acquire Abbott Labs to expand its presence in India, 
Ambit proposed a structure that enabled a win-win for 
both companies. For former StanChart Global CEO 
Rana Talwar’s strategic investment in Centurion 
Bank, Ambit provided a unique structure—while 
Sabre was allowed to access new capital, the existing 


IN 1999, AMBIT WASN'T AMONG INDIA'S 
ALMAKER 
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investors were allowed to participate in the growth 
process on the same pricing. Says Ernst & Young's CEO 
‘Bobby’ Parikh: “Ashok has a strong perceptive ability 
to identify the needs of both the parties to a corporate 
transaction and put together a deal." 

Wadhwa always oozes ambition. Even when he 
was at Arthur Andersen, where he clocked 14 years. 
And by March 2003, when Ambit had already carved 
out a niche for itself as a boutique investment bank, 
Wadhwa couldn’t wait but take his firm into a higher 
orbit. “I’m not someone who is easily satisfied by being 
where you are. I like to rewrite my aspirations,” says 
Wadhwa. Concurs former colleague Sid Khanna, who’s 
now Senior Partner at Accenture Financial Services, UK: 
“Ashok is an extremely intelligent and driven busi- 
nessman, always seeking to create value. He likes to ope- 
rate on a very large canvas.” 

By 2005, Wadhwa wants to take Ambit to the 
very top of the pack so that it becomes a preferred 
choice for big companies and MNCs. 


Matching The Mavens 

That, even Wadhwa knows, is not going to be easy. 
Although Wadhwa’s Ambit has racked up the number 
of deals it has done, it still is quite a minnow when it 
comes to size of deals. That’s where the big three of in- 
vestment banking—]M Morgan Stanley, psp Merrill 
Lynch, and Kotak Mahindra—dominate. According to 
India Advisory Partners, a firm that tracks M&A deals, 
during 2002, the three bulge bracket investment banks 
had done 37 deals valued at Rs 14,035.7 crore and 
comprising 45 per cent of the total deals struck. In con- 
trast, Ambit had done 12 deals worth Rs 935.05 crore. 
In investment banking, striking deals has quite a bit to 
do with the individuals who head investment banks and 
Nimesh Kampani (JM's bossman), Hemendra Kothari 
(DsP Merrill’s top guy) and Uday Kotak (Kotak 
Mahindra’s head) are formidable rivals to take on. 
All three have nurtured relationships with top clients like 
the Tatas, the A.V. Birla Group, Reliance and Gujarat 
Ambuja for years. Such relationships help in making 


Ambit’s A-team: (From left to right) Ashish Guha, 
Partner; Sanjay Bansal, Director; Manish Kanchan, 
Director; Ashok Wadhwa, Partner and CEO; Sanjay 
Sakhuja, Partner; Carlton Periera, Director, and 
Amit Mukherjee, Partner 
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AMBIT’S TRENDSETTING TRANSACTIONS 
2002 


UB’s joint venture with Scottish & Newcastle 
Ses Rs 450 crore 


UB was looking for a partner that could infuse it 
with capital, help take its own brands global, and 
serve as a source of global brands that could be 
marketed in India. Scottish & Newcastle was it. 


2003 
Sabre’s restructuring and recapitalisation 
of Centurion Bank 
Rs 219 crore ` 


Sabre Capital put together a group of investors to 
acquire a 66 per cent stake in Centurion Bank. 
The investors are to invest Rs 219 crore in the 
first phase of recapitalising the bank. This inclu- 
des a Rs 65-crore public-cum-rights issue. 


2002 


Pharmacia’s acquisition of Abbott 
Rs 94 crore 


Pharmacia acquired a 51.5 per cent stake in 
Abbot Laboratories and followed it up with a 
mandatory open offer that was completed in 
April 2003. Ambit managed both. 


their banks the first choice for big clients. 

So how exactly is Wadhwa trying to make Ambit 
India’s hottest dealmaker? Sheer hard work is one 
answer. Wadhwa routinely puts in 12 hours a day, dot- 
ted with client meetings and pitches. Strategy is the 
other answer. Many of Wadhwa’s senior staffers at 
Ambit are people who left Andersen when he did. 
And many of them enjoy a strong rapport with the 
erstwhile consulting firm’s multinational clients. Not sur- 
prisingly, a large proportion of Ambit’s deals are for 
multinational clients like GE, Pharmacia, Bayer, Pfizer, 
and Warburg Pincus. Not your typical boutique bank 
feeding off mid-sized clients. 

But cracking into the bulge bracket of investment 
banking will be a challenge. But Wadhwa’s most recent 
deal is designed to help him do that. Each of the three 
new bankers on board is known for domain expertise. 
Guha is a cement and telecom expert; ditto for Mukherjee 
in pharma and Sakhuja in banking and hospitality. 
Says a rival investment banker enviously: “How many 
investment banks can have so many individuals who are 
each respected individually in the marketplace?” 

Talking about the future, Wadhwa gushes to this 
writer about cross-selling Ambit’s services, where a 
client in an M&A deal will also be sold tax advice or ven- 
ture capital. And of how, after this phase of “internal 
consolidation”, Ambit will aim for even bigger tar- 
gets and deliver even more value to his clients. Interview 
over, he pops into his white Mercedes and zips through 
the Mumbai monsoon downpour across to a meeting. 
And another deal in the making. 
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BEST OF BATED BREATH 


. Recoveries 


Expect a recovery this year, says the Board of India Today Economists 








(BITE), but it's not yet time to pop the champagne. sv AsHisH GUPTA 


topic was provocative enougb, as the grey emi- 

nences on the Board of India Today Economists 
(BITE) would testify, and that too, without getting into 
Clintonesque oral gymnastics on what ‘best’ means. 
Held at the Imperial Hotel in New Delhi on July 26, 
2003, this was BITE’s third forum, and it lived up to 
the purpose it was constituted for—to foster debate 
on economic issues vital to the country. 


I THIS THE BEST INDIAN ECONOMY IN DECADES?’ THE 


Some Unanimity 

If any of the economists wanted to hem and haw, the 
forum moderator Jairam Ramesh was in no mood to 
grant them the time or space. The board got straight to 
the big issue: Estimating growth in India's gross dom- 
estic product (GDP) for the year underway. And if 
there was unanimity among the panelists, it was on the 
certainty that things were better than they were last year, 
when India registered a dismal 4.3 per cent GDP growth. 
Take a look at the GDP growth projections made—in- 
dividually—by the board for the year 2003-04, and it's 
clear that nobody has dared stake his or her reputation 
below the 6.4 per cent-mark. 

The rains, anyhow, have been bountiful—and this 
information is already in, also the reason that Kirit 
Parikh of the Indira Gandhi Institute of Development 
Research would not be surprised if the country were to 
achieve 8 per cent growth this year, the Prime 
Minister's oft-stated soft target (which would also, in- 
cidentally, be a record). Otherwise, the average ex- 
pectation of GDP growth was somewhere between 
6.5 per cent and 7 per cent—which would be good, if 
not the best India has achieved in the past decade. 

Agriculture, clearly, was expected to lead the rec- 
overy—with particularly high expectations pinned on 
the sector by Hindustan Lever Limited's (HLL) Chief 
Economist Siddhartha Roy and the Reserve Bank 
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of India (RBI) Professor at the National Institute of 
Public Finance and Policy, Indira Rajaraman, both of 
whom expected it to grow nicely beyond 7 per cent. 
The Chief Economist of rating agency Crisil, Subir 
Gokarn, and the Director of the Rajiv Gandhi 
Institute for Contemporary Research, Bibek Debroy, 
were also counting on agriculture touching some 7 
per cent. Even the lowest projection—of Delhi School 
of Economics' Professor, Suresh Tendulkar—for the 
sector was a neat 6.5 per cent. 





INDIRA RAJARAMAN, RESERVE BANK OF INDIA PROFESSOR, 
NATIONAL INSTITUTE OF PUBLIC FINANCE AND POLICY 


"Today we need to rid the 
banks of the 3 CS—CAG, 
wets pli CB. 
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The Board of India Today Economists: (Clockwise from left) Indira Rajaraman, RBI Professor, National Institute of Public Finance 
and Policy; Bibek Debroy, Director, Rajiv Gandhi Institute for Contemporary Research; Subir Gokarn, Chief Economist, Crisil; Jairam 
Ramesh, the forum moderator; Siddhartha Roy, Chief Economist, HLL; and Suresh Tendulkar, Professor, Delhi School of Economics 


Some Divergence 
If Debroy didn't see how India could possibly achieve 
a record growth this year (a possibility to Parikh), it 





SIDDHARTHA ROY, 
CHIEF ECONOMIST, HINDUSTAN LEVER LIMITED 


The environment is more 
risky for an individual — 
investor than ever before 
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was because he detected no *return of the feel- 
good factor" that played such a powerful role in 
keeping the economy's animal spirits up during the 
last boom, which lasted three years—from 1994-95 
to 1996-97. The corporate appetite for greenfield 
projects and big-buck funding had not shown any 
significant revival, added Debroy. In other words, 
business behaviour was not consistent with confi- 
dence in an impending economic boom. 

In fact, according to Tendulkar, the very signs that 
were being touted as hallmarks of growth—the huge 
foreign exchange reserves, banks being flush with 
funds, a positive current account balance—could well 
be signs of obesity rather than healthy dynamism. 

That was enough to draw renewed attention to 
India's domestic economic affairs. Rajaraman put up 
danger flags on India's deteriorating tax/GpP ratio and 
precarious public finances. The country’s tax/GDP ratio, 
which was a dismal 16 per cent in the pre-reform 
period, slid to 15 per cent in 2002-03, even lower 
than that of Pakistan, and far below the Organisation 
of Economic Cooperation and Developing (OECD) 
countries. Only Bangladesh, she pointed out, had a 
worse tax/GDP ratio. “The fragility of the financial 
sector is the single biggest fear of India’s economy to- 
day,” Rajaraman argued, “even more dangerous than 
the loss of job opportunities in the organised sector.” 

Tendulkar also admitted to suffering sleepless 
nights on account of India’s bloated fiscal deficit—and, 
less obviously, the pyrrhic observation that it didn’t seem 
to be hurting anyone. “And if this growing fiscal deficit 
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has not made any impact on the inflation rate, interest 
rate or even on the current account balance, which is 
currently surplus,” contended the professor, “it is a clear 
reflection of the poor investment climate in the coun- 
try." This is the piece of reasoning that says that in- 
flation and interest will rise only when there are too 
many buyers chasing too few products and too many 
borrowers chasing too few loans—and if neither is 
happening despite the burgeoning public outlay, agg- 
regate demand in the economy must be in poor shape. 


Industrial Inadequacies 

Was India's industrial sector showing signs of revival? 
Again, there was an assortment of views. Yes, corporate 
results for the first quarter of 2003-04 had been enc- 
ouraging, even good in percentage growth terms, but 
many of these were on depressed bases (2002-03 had 
been bad). HLL’s Roy maintained that the good results 
had been largely because of good cost containment and 
declining interest burdens, rather than topline growth— 
which continued to be a tough task for corporates. 

If demand was proving hard to generate, was dis- 
cretionary income a problem? There were a few 
words devoted to this possibility, given that the costs 
of housing, education, health and other indispens- 
ables had been outstripping the growth in household 
incomes, for a large proportion of the country. 


Yet, there was good news from the corporate per- 
spective on the supply side of the equation. *The 
bunching of capacity that happened in 1995-96, res- 
ulting in the creation of excess capacity, is now being 
neutralised to some extent," said Roy. 

So, did that mean that the economy had shorn its- 
elf of the excesses of the last boom? Not entirely. 
Gokarn was clear that project investment continued to 
be low, despite the impressive corporate results. “It is 
only the incumbent players who are making invest- 
ments," he observed, *and that too in some specific sec- 
tors." While construction, steel, cement, food and 
beverages and transport equipment had seen some 
investment (through internal accruals, mainly), other 
sectors stagnated. This was inadequate, said Gokarn, 
asking, *Where are the new producers?" 


Export Energy 

Exports was upheld by nearly all the panelists as a 
great white hope. And for good reason too. Exports 
grew by a healthy 12 per cent in April-May this year, 
and that too on the back of a 20-per cent growth in the 
same period last year (2002-03). This incline would be 
sustained, felt most. One reason for this super growth, 
as Debroy pointed out, was that Indian exports had 
become steadily less price-sensitive over the years, 
and were based more than ever on intrinsic brand 
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SUBIR GOKARN, 
CHIEF ECONOMIST, CRISIL 
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SURESH TENDULKAR, 
PROFESSOR, DELHI SCHOOL OF ECONOMICS 


“Pump-priming the 
economy, to my mind, 
is totally irrelevant” 
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strengths (that is, they would continue to be in demand 
if the rupee were to suddenly strengthen). 

All very good, everybody seemed to agree. But 
yet, there was no need to be overly sanguine about 
exports. “An appreciating rupee could -well ad- 
versely impact India’s export prospects," warned 
Rajaraman, adding though that even the current 
boom may be illusory to some extent. 

How come? Historical circumstances, she exp- 
lained, had been such that the current export boom had 
something to do with the recent reversal in capital 
flight, especially in the gems and jewellery sector 
where overinvoicing and underinvoicing had always 
been rampant (as a means to disguise capital transfers). 
Now that the rupee had turned around versus the 
dollar, rich globally-connected Indians who had parked 
their wealth abroad were looking for ways (and export 
books are always convenient) to get some of it back in. 


Tale of Six Ideas 

But what about the domestic economy? What was 
the way out? The board’s suggestions, though diverse, 
had a common theme: reforms. 

For Debroy, a couple of disinvestments of the 
magnitude of Hindustan Petroleum Corporation 
Limited (as opposed to, say, Modern Foods), could 
well bring back the “feel-good factor in the economy 











BIBEK DEBROY, DIRECTOR, RAJIV GANDHI INSTITUTE FOR 
CONTEMPORARY RESEARCH 


“Jobless growth is 
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growthless jobs" 


$ i J $i pn 
I 
x 













~ ASS OS. 
ae SS r c ee 


` t 2 
P. 2 > 2 a. E. rs 

^ TER a ; T 

V IH: 4 ha z T o 

ve S VS pro WR 














AGRICULTURAL GROWTH INDUSTRIAL GROWTH SERVICES GROWTH 
Oo Oo 
© o 7% 


ASEYA ULT 


and hence greater investments". For Gokarn, labour 
reforms and pump-priming the economy were crit- 
ical to getting the Indian economy back in good 
shape. Supply side constraints in the economy, he 
added, also needed to be dealt with. 

There were unconventional suggestions, too. 
Rajaraman, for example, felt that putting a cap on 
banks' holding of government securities could go a 
long way towards correcting the economy's im- 
balances. Banks were sitting on piles of cash, and 
would be forced to lend to ambitious new entre- 
preneurs and fresh-faced startups if they couldn't 
buy gilts—which, in turn, could send a ripple of eco- 
nomic enthusiasm through the economy. 

For Tendulkar, the best way out was to bring 
down India's still-high tariffs (at least to the level of 
competing nations) to spur the import of machinery 
at competitive costs, which, in turn, would en- 
courage the setting up of new projects—especially 
to take emerging export opportunities. The global 
apparel market, for example, was soon to emerge as 
a huge opportunity for Indian businesses. 

Thus concluded the BITE session. With a variety of 
analyses, some interesting points to ponder, and an un- 
ambiguous mandate in favour of holding off the cham- 
pagne till the coming of times that draw less controversy 
over being the ‘best’ or any other superlative. Efl 
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Gaurav Talwar, VP, The Food Counsel: Serving 4,000 meals a day, TFC’s sales are set to cross Rs 7.5 crore 


N 2001, WHEN THE DELHI 
government banned diesel 
buses, Jatinder Singh Gro- 
ver's world shook. A third- 
generation fleet operator, 
Grover, 43, had 14 diesel 
buses, all inherited when his grand- 
father's business was carved up by 
the family when it split. Overnight, 


You've read everything 
about the BPO boom. 
Now meet the people 
who've built a multi- 
crore ancillary industry 
around it. By sAHAD P. V. 
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his business had been reduced to a 
mere heap of metal. He had to sell all 
the 14 buses, forcing the native of Jala- 
ndhar to start his entrepreneurial life 
all over again. Only this time, it was 
much easier than he thought it would 
be—thanks to ExlService. Now a 
wholly-owned subsidiary of ExlServ- 
ice Inc., a Delaware corporation, 
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the BPO (business process outsourc- 
ing) outfit had opened shop in India 
in August 1999. And Grover, who 
had heard about ExlService from 
an acquaintance who was working 
with the BPO, approached the 
joida-based company to become 
eir transport vendor. Starting with 
just two Tata Sumos, Grover quickly 



























built up a fleet of 55, with another 
chent, Global Vantedge. His monthly 
billings today: a cool Rs 30 lakh. 

Grover isn't the only one mak- 
ing money riding piggy-back on 
the BPO industry. In fact, an entire 
army of service providers, akin to 
the ancillaries of a manufacturing 
industry, has spring up over the 








ast few years in Delhi, Mumbai, 
Chennai, and Bangalore—all spo 
centres. The services include every- 
thing from transportation to cater- 
ing to facility management to sec- 
urity to engineering to training 
even help-desk services. Says Sumit 
Bhattacharya, Executive vp 
M strategic P anning), 
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HCL Technologies BPO: 
tres are not bacl 
fied at all and so all non-core o 
erations are outsourced. 

This may not translate into huj 
cost savings for them, but it saves 
them the headache of managing 
huge workforce that is non-core, 
but essential. Typically, a BPO spenc 
7-10 per cent of its revenues on 
such outsourced services, with 
big chunk going towards trans- 
portation and catering, 

For instance, ipro Spectra- 
mind, the largest third-party c: 
centre in India, spends Pi R 
1.2 crore a month on cabs to ferry 
its 6,000 employees in 
across the country 
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its total tab on ancillary services to 
16 crore a year. 
per cent of Spectramind's last year 
revenues of Rs 188 crore. 
Áccording to consulting firm 
;artner, BPO revenues in India are 
expected to touch - crore 
in 2007 from Rs 4, 800. crore cur- 
ently, With about 10 per cent of 
the total BPO revenues going to sup- 
port services providers, there cou 
be a Rs 6,300-crore BPO ancillary 




































Roy, CMD, Wipro 
"For every direct job created in the 
BPO industry, there is one support 
service job.” Currently, the industry 
directly employs 1.5 lakh people, 
and according to IDC that figi 
could reach 6 lakh by 2007. That 
means an equal number of support 
service Jobs will be created by ent- 
repreneurs like Grover. Think of it, 
the boom has only just begun. 
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Jatinder Singh Grover, Director, Satnam Tourist Corporation 


Starting with just two Tata Sumos, Grover 
built up a fleet of 55 in just over two years 


Curry Queens and Kings 
Meet Maneet Singh, 38, who be- 
gan with a small restaurant in West 
Delhi a decade ago and now runs 
a thriving foods business along 
with two partners—one of them 
her husband, Manwant Singh— 
which serves about 2,400 meals 
and 5,000 snacks a day to BPO 
outfits like GE Capital, AmEx, Exl- 
Service and Global Vantedge. 
Singh's Corporate Foods Private 
Ltd. employs 140 people, has three 
kitchens in Delhi, Gurgaon and 
Noida and owns a fleet of 14 veh- 
icles (Tata 207s and 407s). 
Caterers like Singh have to be 
always on their toes as they have 
to constantly maintain high quality 
and at the same time whip up a var- 
iety in tastes. “Some BPOs even insist 
on colour-coordinating the menu. 
For instance, if the dal is yellow, 
the subji should be green,” she says. 
It’s more than worth the whim. Her 
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fledgling business clocked revenues 
of Rs 3 crore last year and expects to 
grow at 20-25 per cent annually. 
It’s not just ambitious house- 
wives or hard-up transporters who 
are chasing the BPO van. Mumbai- 
based Amit Thacker’s family was 
into real estate and construction, 
but when Thacker, 26, was in the 
US doing a course in fashion de- 
sign, he discovered the “great out- 
sourcing opportunity”. After his 
return to India in 2000, Thacker 
set up a food services business and 
now counts prominent BPO com- 
panies such as WNS, Zenta, 
Prudential and EDs as his clients. 
His Thackers Hospitality Servi- 
ces, which owns a 12,500 sq. ft. 
centralised kitchen capable of pro- 
ducing 8,000 to 10,000 meals a 
day, has presence in Hyderabad 
and Pune, besides Mumbai, and 
now plans to expand to Bangalore 
and Gurgaon. So it seems only fair 
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that Thacker expects a 30 per cent 
growth annually from the current 
turnover of Rs 9 crore. 

If you are the scions of the CEO 
of one of India's largest BPO com- 
panies, does it automatically fol- 
low that you'll be drawn into the 
industry? For Siddharth and Gau- 
rav, yes. Sons of ExlService's CEO 
Vikram Talwar, the brothers— 
Siddharth is 27 and Gaurav 23— 
run two diverse businesses, but both 
cater to BPOs. Siddharth's Delhi- 
based Mindbank supplies trainers 
for call centres, while Gaurav's The 
Food Counsel (TFC) serves about 
4,000 meals a day to clients like 
Xansa and Patni Computer Systems, 
besides the WHO. Says Gaurav, an 
undergrad in political science and 
economics from the Bucknell 
University in Pennsylvania: “It was 
our father's idea." Doesn't matter. 
Set up only in January 2003, 
Gaurav's TFC hopes to add 1,000 
meals every month and expects to 
log Rs 7.5 crore in sales this year. 

In Chennai, Ace Logistica goes 
beyond offering mere cab services. 
The company has a small office at 
the Tidel Park premises of its client 
Sutherland Technologies. Fifteen 
minutes before the arrival of cab 
at Tidel, data gets beamed into Sut- 


There could be 


a Rs 6,300-crore 


BPO ancillary 
industry in 
the making 


herland's computers about the *load' 
on each trip, the kilometres used 
up, the number of absentees and 
the reasons why. *This enables 
Sutherland to prepare for replace- 
ments or allot extra time to anoth- 
er call centre agent in lieu of the abs- 
entee," says G. Ramakrishnan, 
General Manager, Ace Logistica. 


The company plans to introduce 
digitised mapping systems in its vans 
that will allow anyone at its base 
station to accurately track the vehi- 
cle movement, meter readings, and 
where and how long it stops. Ace 
hopes to clock Rs 5.5-6 crore a year 
from the transport services alone. 

The business of moving people 
for time-bound businesses like call 
centres is tricky, which is why a 
big corporate like Mahindra & 
Mahindra opened Transport Solu- 
tions Group (TSG) in 2000, essen- 
tially to manage the fleet services of 
companies, including BPos like 
Wipro Spectramind, GE Capital, 
and ICICI OneSource. 

TSG does not invest in vehicles or 
working capital, but just aligns with 
the owners of the vehicles and takes 
care of the tricky logistics manage- 
ment. With 111 contracts and 90 
clients across the country, TSG is 
already billing Rs 4 crore a month, 
and the figure is growing at 40 per 
cent monthly. By March 2004, the 
company expects to clock a 
turnover of Rs 140 crore a year. 
Says Sanjay Sinha, Business Head, 
TSG: "We are trying to corporatise 
this business by creating a high level 
of transparency in costing and in- 
tegrating various transport solu- 
tions under a single window." 

Trainers, on the other hand, 
are cashing in on a less ambitious 
need. Though most of the BPOs have 
in-house training departments, com- 
panies like Nis Sparta, North Star 
and Enhancement Technologies still 
get business given the large number 
of employees and the high attrition 
rate. For a 1,500-seat call centre— 
500 persons per shift, that is— 
Delhi-based Mindbank offers 350 
hours of training, of which half is in 
the English language. 

Got a call centre, got to keep it in 
shape, right? Delhi-based ManMac- 
hine Works figured that out early in 
the day. It takes care of the office 
management of companies such as 
Daksh eServices, V-Customer and 


About six lakh 
jobs could be 
created in 
support 
services by 
2007 


smaller towns like Surat and Pune. 
What started as a business worth a 
couple of thousands in 1998 now 
has a turnover of Rs 1.5 crore. 
But *bet you can't get more 
innovative than Ritu Grover. The 
Delhi-based entrepreneur's Global 
Help Desk proves that you can 
make money doing odd-jobs too. 
Her company books cinema tickets, 





Maneet idis (lady) of Corporate Foods with partner Subhash Sethi 
"Some BPOs even insist on colour-coordinating the 
menu. If the da/ is yellow, the subji should be green" 


ExlService, raking in a group turn- 
over of Rs 10 crore a year. “BPOs 
have opened a totally new market 
for us. Until recently, hotels and 
hospitals were the only clients who 
needed 24x7 facilities management 
service," says Rajan Sharma, Exe- 
cutive Director, ManMachine. 
Mumbai-based Roomy Daru- 
walla's Clean ‘N?’ Carewel Services, 
which has clients like wNs and 
Reliance Infocomm, plans to evolve 
into a total property management 
company, offering security, floor 
maintenance and engineering serv- 
ices, with housekeeping operations 
thrown in. He is expanding into 


pays telephone and electricity bills, 
even gets licences and passports 
renewed—all for a princely fee rang- 
ing from Rs 20 to Rs 50. She got 
more than a thousand such requests 
in June alone from her client Wipro 
Spectramind, which has a policy of 
looking after all the needs of its 
employees. And Grover has 80 such 
clients in Delhi, each coughing up 
Rs 6,000-7,000 a month. 

What’s next? BPO masseurs and 

soothsayers? 

You never know. ff 
ADDITIONAL INPUTS FROM 
NITYA VARADARAJAN AND 

DIPAYAN BAISHYA 
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- days. That was Infosys’ 
Chief Mentor Naray- 
ana Murthy's travel 
schedule in the second 





red eye flights and 15-hour days— 
a gruelling schedule even for a habi- 


to describe himself. Meanwhile, 
his lieutenants CEO Nandan Nile- 
kani and CFO Mohandas Pai were 





.. can Depository Shares (ADS) issue. 
This isn't à fresh issue: Infosys is 


| ^an opportunity to sell their stock, a 
first for an Indian company. 
Then, Infosys isn't a stranger to 
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med HIRTEEN US CITIES IN 13 
half of July. Laptop and coo S. 
Gopalakrishnan in tow, he braved 


tual global 'gallivant', as he is wont: 


| on a tour of Europe and South East 
Asia. The agenda: to drum up 
à ppetite for the company's Ameri- 


SM. offering its existing shareholders. 


: Is the ADR i issue part of the company rs 
; long-term strategy for a multinational identity? 


BY VIDYA VISWANATHAN 


firsts. The company has mastered 
the art of coming up with attention 
grabbers that keep up the hype and 
allow the stock a neat little prem- 
ium. In 1994, this was a detailed ann- 
ual report with a management dis- 
cussion; in 1995, financial statem- 
ents according US GAAP (generally 
accepted accounting principles); 
and in 1999, a NASDAQ listing. 

At the close of its offering, on 
July 25, 2003, the Infosys stock 


| was trading at Rs 3,513, 20 on Bom- 


bay Stock Exchange and the aps— 
two Infosys ADS equal a share— 
was trading at $55 on NASDAQ. That 


translates into an effective price dif- 
~ ferential of Rs 1,546 a share, 


Some of the outcomes of the 
issue are apparent. It will reduce the 
arbitrage between the Indian stock 
price and the ADS. Indian investors 





can cash in on the price E 
The supply of Infosys shares, or 
float; as marketmen refer to it, will 
reduce and the stock price could 
tighten up. And some shareholders 
including promoters and employees 
can hold sale proceeds in dollars 
overseas (recent Reserve Bank of 
India norms allow this) and use it 
for education or medical treatment. 
But that isn't all there is to the issue. 

The real reason for the ADs issue 
may lie in the theme of Infosys' 
internal strategy meet held some 
18 months back— globalisation. 
Going global isn’t merely a cliché 
for Infosys; it is an imperative. 
Today, Infosys competes with 18M 
and Accenture (formerly, ; ndersen 
Consulting) for. customers. 

In the past, Murthy has admitted 
that Infosys has made it to the last 












































round of billion-dollar-multi-year 
deals, only to gracefully lose out 
to one of these companies. By inv- 
|. esting in their India operations, 
-. companies like these two, and oth- 
— ets of their ilk, have been able to 
- offset Infosys’ India- -advantage. 
< What better way to combat them, 
-than to go global (and acquire, to 


end)? Globalisation is also a master 


company avoid the backlash from 
being seen as an Indian company 
employing cheap hands and bene- 
fiting at the cost of American jobs. 


A V lait stream US Stock 





ican soil. If the stock is actively 
in the US market, and if the 
s it extensively, then 
gets to tell the India story. 
Murthy, and the company, 
sters of image-management, 
o would like nothing better. 
“Infosys had the gumption to 
dream big even as early as 1995. 
. There would be references to 
.— Andersen in meetings even when 
we were just a 1000-man com- 
pany," says Sudha Kumar, the for- 
mer head of corporate marketing at 
Infosys who now consults for seve- 
ral software companies. 











. a franchise with different stake- 
- holders, a process in which its mar- 

-keting team—at one point in time it 
had more marketing people than 
a few of its closest competitors put 


Since 1998, Infosys has hosted cus- 
tomer meets, branded Milan, in the 
US; 2000’s event happened at New 
York's tony Waldorf Astoria. 
* These meets aren't just about style 
—- and ostentation and star-speakers 
-. like Larry Bossidy, Bob Dole and 
< Tom Peters. They are about a com- 
.. pany's confidence in its ability to 





- complete the logic, a global front- 


political move that could help the : 


.  .. Could that be the objective of this 
exercise? At the end of the ADs issue | 
- around 10 per cent of Infosys’ equ- 
y will be in American hands, on 


All along, it has striven to create . 


together—played no small part. 





execute. Infosys, Milan advertised, 
wasn't afraid to have its customers 


meet with each other and share expe- 


riences. Five years ago, that was a 
very big deal—software projects | 


are notorious for overruns. 


Another initiative that was meant 
to signal the company's entry into 
the big league is the Infosys-Wharton - 
business transformation award. The 
idea came from a junior employee in 
the company's marketing team and. 


Murthy decided to run with it. 
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he company t ran habi in the c Wall 
Street Journal for the award. Only 


companies with a turnover over a 
billion dollars and which had used rr 


for strategic reasons were eligible for 


the award. The awards ceremony 
was held i in Berlin and New York 


and gave Infosys visibility among 


Wharton alumni and global cxos. 
~All along, the company has been 


building a brand among its poten- . 


tial employees. For several: years 


now, Infosys has run a global int- 


ernship programme. In the begin- 
ning, Murthy. would pick up the 


4 ESOPs to emp loyees - 


4 Manag sement discussion in the 
annual report | 


: Fi inancial deneni dótording to ` 
US| GAAP and SEC norms | 


Accounts: recast according tc to the e GAAP 

forms Of six countries — — 
Quarterly audited results 10 days after — 
the quarter end. | 








: Listed on | the Nasdaq 


its a ea and i 


industry and academia. How does | 
Infosys rank on each of these? 


gambit lies its ability to ch 



























phone and call his acquaintances in 
academia. This year, Hema Ravi- 
chandar, VP (HR), spent a month 
on the campus trail, visiting 30 top — — 
colleges and making hour long pre- 
placement-presentations. j 











prenting loys has vd ást 
of a game plan to transform itse 
into a g lobal company is relev 
but it isn’t enough. For a softwa: 
services company to become trü 


INFOSYS' IMAGE Bo STIN 





An open earnings 5 conferen ce with analys 


Public earni — conference calls 





needs to be global, its software ` 
development. centres have to be x 
spread across the world, its senior 

management should have a varied 
background, and its board needs 
to have heavyweights from global 













At the core of Infosys 
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mindset of its 15,000 strong work: 
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-Other Indian companies are going global too, but 
no one has made a global offering for the reasons Infosys has. 


DECADE FROM NOW, INDIA COULD WELL 

boast a few dozen companies that 
meet the definition of ‘global’. Today, apart 
from usual suspects in the software serv- 
ices and pharmaceutical sectors, large 
old-e companies such as Essel Packaging 
and Hindustan Inks have a significant per- 
centage of their revenue coming from over- 
seas markets. And whoever thought we 
would ever be cost effective enough to 
export steel to China! A truly global com- 
pany needs to have production facilities 
wherever in the world it is cheap to pro- 
duce. Sure enough, there are Indian com- 
panies that now meet this criteria. Ranbaxy 
manufactures out of seven countries, in- 
cluding China. Essel has factories in China. 
And Asian paints has production facili- 
ties in several countries around the world, 
largely thanks to acquisitions it made in 


GOING GLOBAL PLYA 


1.0476 
Infosys 


Figures are equity of Indian companies listed overseas 


*Estimated 


Singapore and Egypt. Hiring world class talent is another aspect of 
going global and Dr. Reddy's is doing just that. It set up research facilities 
in Atlanta because many scientists may want to be where the action is. 

Infosys will also not be the only Indian company to have a signif- 
icant part of its equity traded in the overseas market. About 26 per cent 
of icici Bank's equity is traded overseas; the proportion is 23 per cent 
for Dr. Reddy's. But both these companies raised much-required 
capital with their overseas floats. In Infosys' case, the idea seems to 
be to spread equity rather than raise capital. In the global scheme of 


things that ranks a notch higher. 


Dr. Reddy's 
global issue 
may have 

well been 
prompted by 
its desire to 
raise more 
capital for R&D 
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force. As one HR consultant puts 
it, Infosys’ objective used to be to 
hire people “to whom it could do 
things” and not those “who could 
do things to it”. Today, the 
consultant in question is train- 
ing Infosys’ employees to make 
them “consultants”. 

A global culture is tough to 
build. Lilian Jessie Paul a former 
brand manager at Infosys who 
has just joined start-up Quin- 
tant, recollects how employees 
at Infosys’ US office “would 
e-mail each other and arrive at 
the cooler at the same time for 
a cup of coffee; some of them 
would not greet American em- 
ployees”. Breaking into the ver- 
nacular or kidding around is 
simply not on. It’s also no secret 
that Indian software compa- 
nies are built around geeks put- 
ting in long working hours. 
* Most of Infosys’ American em- 

ployees believe the Indians 

don’t have a life. 

At a professional level, non-Ind- 
ian employees require a very un- 
ambiguous job definition. Infosys' 
foreign employees had all sorts of 
problems with sales targets that 
would increase every quarter. 

Nor has the company been able 
to induct non-Indians in any signi- 
ficant number into its senior man- 
agerial ranks. Jan Smith, a Belgian- 
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American, heads the consulting busi- 
ness which contributes to a very 
small percentage of the company's 
revenue. And Infosys, some com- 
pany-watchers claim, hasn't made 
an acquisition for pretty much the 
same reason that it hires people “it 
can do things to". It has hired a 
human resource expert to study 
post acquisition integration issues 
and is not yet confident of being 
able to absorb people well. 
One-and-a-half years ago Infosys 
had also identified consulting as a 
growth area. That required it to 
undertake some serious restruc- 
turing. For instance, in a consulting 
company, the delivery and sales is 
handled by the same consultant 
who understands both business 


needs and technology. But Infosys 


had an impressive sales machine 
and did not want to risk turning 
that on its head. Its delivery man- 
agers, who are all Indian and based 
in the country, could not have 
handled sales too. 

So it came up with a halfway 
solution. Each account would have 
a sales manager and a delivery man- 
ager in addition to global account 
managers. So several delivery mana- 
gers relocated to the US and Eur- 
ope. But when the downturn hit, 
these managers were moved back. 

Infosys doesn't have a devel- 
opment centre outside India—it 
had to shelve its plans for a China 
centre—although, at this point in 
time, it makes economic sense to 
be based out of India. 

The company's senior execu- 
tives did not speak to Business 
Today because of the ongoing ADS 
issue, but one can sense that several 
things are in a flux right now. Talk 
to people in the know in Bangalore 
and you hear that after the stock 
took a beating, employee satisfac- 
tion has taken a dip. Infosys' strong 
showing for the first quarter of this 
year may have changed that—raises 
were handed out within a day of 
the results being announced, and 
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Is ADS issue a 


nother of master 


image manager Murthy’s moves 
to increase Infosys’ visibility in 
the US? It well could be 


the scrip rebounded—but that still 
doesn’t make this the best time to 
launch a global play. 

Infosys has also been plagued 
by a spate of exits in its marketing 
organisation. After the departure 
of Phaneesh Murthy, several regio- 
nal heads have left. And more con- 
tinue to. Phaneesh Murthy lured 
away Madhav Mohan, who used 
to head the company’s operations in 
Canada and Eastern US and Sanjay 
Vishwanathan, who was the head of 
its UK operations. Ayan Chatterjee, 
former sales head of Western US 
has joined Syntel as head of sales. 

Some industry watchers believe 
Infosys’ rival Wipro has a more 
global outlook. Vivek Paul, CEO, 
Wipro Technologies, is based in 
the US. Tim Matlack, the head of 


the energy practice of American 
Management System, a company 
that Wipro acquired for $24 million 
now heads a much larger utilities 
practice out of the US. Wipro also 
hired several industry vets in the 
US. But the verdict is not out on 
Wipro yet, not until it begins to 
reflects in the results. After all, seve- 
ral of its global recruits, including 
Steve Zucker, Chief Executive 
(Total rr Outsourcing) who was 
hired from EDs, have quit. 

To come back to the original que- 
stion, other than more visibility, what 
does a higher float in the US do for 
Infosys? Some surmise that it will al- 
low a strategic investor to make an 
open offer and build up a significant 
stake in Infosys. That'll be an entirely 
different way of going global. 
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INTERVIEW WITH HENNING KAGERMANN/ CEO/ SAP 


. "Customers Want 


- Solutions 
oftwa 





ON' T LET HIS NERDY LOOKS AND MILD 

manners fool you. For behind the pro- 

fessorial visage of Henning Kagermann is 

a CEO of steely resolve. Under Kagermann, 

a former physicist and professor of math- 
ematics, the German business software maker, SAP, has 
become uncharacteristically aggressive. It recently unv- 
eiled special pricing schemes to lure customers of its com- 
petitors, even as the industry was caught up with the 
brouhaha surrounding Oracle’s bid for PeopleSoft, 
which in turn has acquired J.D. Edwards. Last June 
Kagermann, an amateur painter and a Deep Purple 
fan, became the $7.4-billion company’s sole CEO and 
Chairman—a post that he shared until then with sAP's 
co-founder Hasso Plattner. On his maiden visit to 
India, the 53-year-old Kagermann spoke to BT’s 
Venkatesha Babu about the ongoing tussle between 
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Oracle and PeopleSoft, and the business software 
industry's future. Excerpts: 






The enterprise software market seems to be in the thick 
of action. If the Oracle bid for PeopleSoft goes through, 
how will sap be affected? 

As we speak, the deal is far from done (smiles). There 
is no threat to SAP, even if the Oracle bid for PeopleSoft 
goes through. All it means is one less competitor to us. 
We are double their market-shares put together. This 
is a good opportunity for us to consolidate on and in- 
crease our leadership position in the marketplace even 
as our competitors get distracted by other issues. 
Customers are looking at players who understand 
their business and can deliver results. Our sole focus 
right now is our customers and to provide value to 
them. Customers want solutions not software. 


Are you looking at riding in as a white knight and making a 
rival bid for PeopleSoft? 
No. We have not discussed this matter publicly. 


Uncharacteristically for sap, it has been aggressive in woo- 
ing its competitors’ customers with special concessional 
prices. How is the market response? 

We believe that we can take advantage of the current 
churn in the marketplace. sap is a safe haven for com- 
panies in uncertain times, given our track record. 
The response from customers has been very good. 
They are looking at vendors who can offer them 
reliable and competitive solutions. However, we 
would like to clarify that this pricing structure is 
not a permanent thing. This is a situation-specific of- 
fering in the marketplace, which we might with- 
draw after a month or so. 





PHOTOGRAPHS BY DEEPAK G. PAWAR 


Do you think that companies like SAP and Oracle, which off- 
er a complete suite of solutions, will win over best-of-breed 
offerings from players such as Siebel or Salesforce.com? 
That is the way the market is evolving and that is how 
we think it will go in the future also. Customers are fed 
up of buying individual pieces of software from dif- 
ferent vendors and then trying to get them to work tog- 
ether. They do not want software for finance from 
one vendor, HR from another and supply chain man- 
agement from somebody else. Imagine integrating all of 
these! If you look at the data from the last couple of 
quarters, you will see that suite solution vendors have 
been gaining marketshare every quarter over the best- 
of-breed offerings. 

Fundamentally, there have been two problems with 
the business software market. One, it has not been 
able to deliver all that it has promised and second, is the 
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question of integration. Customers prefer integration 
out of one box. Best-of-breed solutions might have 
some additional bells and whistles in terms of fea- 
tures, but customers want software that works and de- 
livers results. For instance, a couple of years ago cus- 
tomers looking for HR functionality would closely 
look at PeopleSoft, for finance at Oracle, and for 
manufacturing, SAP. It is no more the case. SAP is the 
market leader in HR solutions also. Our suite, because 
of the integration advantages, is better than the best-of- 
breed solution offerings available in the marketplace. 


In a tough economic environment how are you convincing 
customers to invest additionally, given the fact that even their 
existing investments are yet to pay off ? 

Yes. Clients do have a problem on this issue. This is 
where we think SAP can make a difference. We tell our 
customers that SAP has the expertise 
to leverage their existing legacy sys- 
tems to deliver better results, without 
significant additional investments. 
As they see results, they can then 
scale up their infrastructure. When 
they see payback, they can go in for 
total upgradation. 


Why have you recently entered the 
middleware market and picked a fight 
with giants like iBM, BEA and Microsoft? 
It is customer demand that drove us 
to enter this market. When cus- 
tomers implement sap solutions, 
they want somebody to effectively 
deploy them. Several of our large 
customers are multi-locational and 
have several product lines, and int- 
egrating software is quite a com- 
plex task. Who understands our 
customers' business architecture bet- 
ter than SAP? Yes, two years ago we 
did not have an answer. Today we 
have. Most customers have now re- 
alised that they cannot rely on a 
third-party vendor to integrate our 
solutions into their middleware 
platforms. 

Take the case of the application 
server market. Existing players 
wanted our clients to lock into their 
platform, whereas we are platform 
neutral and adhere to open stan- 
dards, and ours is Java compatible. 
This gives your clients ability to 
move across platforms without 
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“SAP has 
the ability to 
deliver better 





(legacy) issues. And also the thrust is not all that new. 
Exchange infrastructure. In 1999 we partnered with 
Commerce One for marketplaces. Business warehous- 
ing. We have been into it since the past five to six 
years. Portals, again, since 1999. Therefore, we were do- 
ing all this earlier also. The only new move is that we 
have packaged all this together as a suite on a single plat- 
form to help our clients. Even BM follows a similar strat- 
egy, bundling their offerings around WebSphere. Our 
understanding of the customers and their requirements 
is higher. 


Microsoft recently made an aggressive play in the small and 
mid-sized business software market. Does that worry you, 
since they have a better brand and larger reseller network? 
No, not at all. I would dispute with you on whether sap 
or Microsoft has a better brand in the business software 
market. Microsoft might be a 
world-class company, but they do 
not have a reputation of being a 
world-class supplier of business 
software solutions. Yes, they have a 
larger reseller network. But SMB 
(small and medium business) is a 
segment where we are very fo- 
cused. We are the market leaders in 
this segment also. We are actively 
addressing the SMB market through 
our partners and value-added re- 
sellers. sAP has developed individ- 
ualised, two-tiered SMB solutions— 
mySAP All-in-one and sap Business 
One. These solutions are scalable, 
offer good ROI (return on invest- 
ment) at a reasonable cost and 
have integration capabilities. 


Although you have offerings for the 
sMB market, why is there a perception 
that saP solutions are only for the top 
end of the market? 

That is because when we enter any 
new market, we initially target the 
higher end of the market space. Of 
course, the money is also in the 
higher end of the market (smiles). 
But after some time, even the sMB 
segment realises the value that SAP 
can offer. This is one segment of the 
market we are keen on. Yes, we 
also have special pricing for emerg- 
ing markets, especially for this space. 
But price alone cannot be the key 
differentiator. One has to look at 
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functionality and the value one del- 
ivers. We are working closely with 
our partners and resellers to edu- 
cate the market about our offerings 
and remove such a perception. 


Are you happy with your company's 
performance in India? 

We have been in India since 1996 
and enjoy a marketshare of 60 per 
cent in ERP and 29 per cent in CRM. 
We are pleased with our performance 
in India, which is an advanced IT 
market. Seven of the 10 most capi- 
talised companies in the country 
are our customers. Like Infosys, 
Wipro, ONGC, Tata Engineering, 
ITC, L&T and Bajaj. We have close 
to 400 customers with more than 
800 installations. India is among 
the top three countries for SAP in 
Asia, excluding Japan. India, China 


and Korea will be the key drivers in top th re va 


the Asian market. 


But are you looking at India as a countries 1 fo 
Actually both. Saying that we are SAP | in C 


market or a resource base? 


looking at India only as a resource 


base sounds negative. Despite chal- excl udi 


lenging economic times, the IT ind- 
ustry here has maintained its growth J apan 
momentum due to innovation. India 
is very critical in our larger picture 
because of the amount of talent avail- 
able here; the market is also growing for our offerings. 


Unlike in the ERP market, your success in the cRM market has 
been patchy in India. 

We have been in the Indian ERP market since 1996, 
whereas we have got into the CRM market in the last 
couple of years. Also, this is a more fragmented segment 
of the market. But I am confident that our Indian 
operations will have the same success in the CRM seg- 
ment as it has had in the ERP segment. 


SAP Labs, set up in 1998, is the second largest development 
centre after your Waldorf unit. Are any business applications 
say, manufacturing or finance or HR being totally handled from 
here? What are your expansion plans? 

It is a good question. Frankly I do not know the answer. 
Yes, with more than 650 employees sAP Labs India is our 
second largest development centre (SAP India, the selling 
arm, has 100 employees). Already nearly half of our 





development work on manufactur- 
ing vertical is being done out of 
India. At some point whether an 
entire vertical will be handled from 
here...Who knows? We are investi- 
ng 20 million Euros (Rs 105 crore) 
to set up a new world-class cam- 
pus. The headcount will also in- 
crease. This should give an indica- 
tion of what we think of the Indian 
lab's abilities. We have also up- 
graded our India support centre to 
a global support centre, servicing 
customers worldwide. It will ini- 
tially focus on providing services 
for advanced products such as 
SAPNet Weaver, sAP Web 
Application Server and our enter- 
prise portal. 


Alan Sedghi, mp of sap India, has been 
quoted as saying that the company 
plans to invest $120 million (Rs 552 
crore) over the next three years. What 
are these investments for? 

I do not know where these numbers 
came from. We are committed to 
the Indian market. But I think he has 
been misquoted. We do not have a 
$120-million roadmap. We will do 
whatever investment is required for 
the Indian market and for sAP Labs. 


The saP implementation market itself 

is estimated to be $1.5 billion (Rs 6,900 
crore) big. Several Indian companies like Infosys, Wipro and 
Satyam act as system integrators and have large sap practices. 
With sap itself entering this market, what is the future for them? 
We are very clear that we will work through our part- 
ners and system integrators, including the names you 
mentioned. While it is true that sAP is offering int- 
egration services, we take only 15 per cent of the mar- 
ket. The rest is implemented by our partners. We do not 
plan to change this mix. There is ample scope for our 
partners to add value to our customers. 


Are you looking at any niche acquisitions in India? 

I have to be careful on this. Let me reiterate what I said 
earlier. India, along with China and Korea, is a very imp- 
ortant market for us. We are aware who the players are 
and their abilities. Obviously, we are continuously 
scanning the marketplace. This is something that I do not 
rule out if the right candidate and right opportunity is 
available to us. 
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An exclusive BT-Gartner round table on 
the future of Indian IT and BPO. 





BT-Gartner round table: (Clockwise from left) Dion Wiggins, Research Director, (China) 


; Debashish Sinha, Principa 


n 4 - 





i 


| Analyst, Gartner 


Research; Rita Terdiman, Director, Offshore Services (US); Bob Hayward, SVP, Research Fellow (APAC & Japan); Partha lyengar, 
Research VP (India); BT's Priya Srinivasan; Craig Baty, Group VP & Chief of Research, Global IT Management, APAC & Australia 


OOKING FOR A FRESH 
angle on the China ver- 
sus India issue in IT 
Services? Research and 
consultancy firm Gartner 
may just bave one. In an exclusive 
round table discussion with BT at 
the recently held Gartner Summit 
in Mumbai, the firm’s leading ana- 
lysts for IT services and BPO deliberated 
on a range of issues, right from India’s 
competitors in IT and BPO to the im- 
pact of the BPO boom on the Indian 
economy, the future of Indian rr and 
finally the shape of things to come in 
the world of offshoring and global 
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delivery platforms. The participants 
were: Bob Hayward, svp, Research 
Fellow (arac & Japan); Debashish 
Sinha, Principal Analyst, Gartner 
Research; Rita Terdiman, Director, 
Offshore Services (US); Craig Baty, 
Group vp € Chief of Research Global 
IT Management (APAC € Australia); 
Dion Wiggins, Research Director, 
(China); Partha Iyengar, Research vp 
(India). Excerpts: 


Business Today: Could Bob, 
Debashish and Rita begin by giving 
us a brief overview of where they 
see Indian IT and BPO in 2008? 


Bob Hayward: I don’t claim to be a 
domain expert, but I think in five 
years time Indian IT services com- 
panies will be more in the tier-one 
league, more global than they are 
today, and will have more global 
flavour rather than being so India- 
centric. People will think less of 
them as Indian companies and more 
as global providers of IT services. 
They will be quite active in China 
by then and China will be the 
launch pad into other parts of the 
region. They will also be more esta- 
blished in other parts like Australia 
and perhaps Japan, through their 
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China subsidiaries. Their opera- 
tions will be much larger than what 


they are today. It will be competi- . 


tive, their margins may not be what 
they are today, their growth rates 
may not be what they are today, but 
they will still be successful compa- 
nies, and I want to stress that point 
because the media in India have a 
great ability to convert a silver lining 
into a dark cloud. I know this is a 
strong comment, but I think India's 
single largest problem is a very neg- 
ative media. Hopefully, this will 
also change in the next five years. 


Craig Baty: I feel the reasons for this 
are quite deep. Travelling across 
the region, I find developing coun- 


tries actually go through a phase © 


where they can’t believe they are so 
successful. | mean Japan was in- 
credibly successful for decades, but 
Japanese children were constantly 
told ‘we are poor, we are a poor na- 
tion’ and yet they were driving 
Mercedes and Rolls-Royces and 
had Louis Vuitton shops. India is 
also going through a phase that 
Singapore went through and 
Australia went through—‘we’re suc- 
cessful, but we are not used to it and 
we can't deal with it’ and so they 
are negative about it. It’s a cultural 
thing but it will take the media to 
turn that attitude around. 


BT: Point taken. Going back to the | 


question, Rita, how do you think 
the Indian IT services landscape will 
look in 2008? 


Rita Terdiman: The vendors that you 
will see in 2008 are likely to be 
quite different from the current 
crop of vendors. They will be the 
tier-one global service providers, 
two or three will be Indian heritage 
vendors, although at that point they 
will be called global vendors. Today, 
there are hundreds of smaller Indian 
firms, but the market is consolidat- 
ing at the top and the big guys are 
going to get bigger. 


Debashish Sinha: We just had a meet- 
ing with TCS and they plan to be 
among the top 10 global rr services 
players by 2010. That means they 
would have to be a $11 billion (Rs 
50,995 crore) company by then. 


Craig Baty: One thing we haven't 
mentioned is that Indian companies 
have been in the habit of winning 
business that just comes to them. 


You win the business, put some > 


people on it and sell and now we 
are going through this recession 
where Indian companies are actually 
being forced to adopt real go-to 
market strategies. l've spoken to 
three companies in the last two 





BOB HAYWARD, 
SVP (RESEARCH FELLOW), APAC & JAPAN 


"In five years time, 
Indian IT services 
companies will 

be more global and 

| tier-one" 


days and they've all come and said 


. hey, we have good brands, how do 


we deal with analysts? How do we 
deal with media? How do we develop 
a go-to market strategy? How do we 


do M&A? How do we go about part- 
nering? Help us design the mar- 
keting department. They've never 
had to do most of these things in the 
past. They have had departments 


RITA TERDIMAN 
DIRECTOR (OFFSHORE SERVICES), US 


"The market is 
consolidating at 

the top and the 

big guys are 

going to get bigger" 





looking into things like sales, but 
very few Indian companies can 
compete with an EDS or IBM in the 
pure power of marketing and strat- 
egy. It's been an order-taking busi- 
ness so far for Indian companies 
as opposed to market generation 


_ and that has got to change. 


BT: On growth rates for IT services 
and BPO, can we have some numbers? 


Partha lyengar: In 2007, the growth 
for Indian IT services projected is 29 
per cent, CAGR between 2002 and 
2007, which puts IT services at 
about $30.1 billion (Rs 1,39,540 
crore), the formal report will be 
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out in September, but this number 
is based on initial trends. 


Sinha: Today, the IT services market 
is about $20 billion (Rs 92,718 
crore) globally, about $12-15 billion 
(Rs 55,630 crore-Rs 69,538 crore) 
comes from the US, of that India 
generates about $10 billion or so to- 
day. This is likely to go up over 
the next five years to about $30 
billion on a CAGR of between 28 
and 30 per cent. The offshore BPO 
market today globally is about $1.8 
billion (Rs 8,344 crore), which is 
likely to increase to about $13.8 
billion (Rs 63,975 crore) by 2007. 


BT: $13.8 billion by 2007 globally is 
vastly different from the NASSCOM- 
McKinsey prediction of a $21-24 
billion (Rs 97,353 crore-Rs 
1,11,261 crore) BPO industry in 
India alone by 2008.... 


Sinha: | am not quite certain what 
the McKinsey numbers are, I 
wouldn't be surprised if they are 
different, the definitions could be 
different. For instance, we don't 
include captive centres. So no GE 
Capital, Amex, HSBC, etc, it's just ex- 
ternal service providers. This fig- 
ure is just the potential for revenue 
based on the demand we have been 
able to track. There is a lot of work 
that the outsourcers need to do to 
generate the market from that po- 
tential and this is a more difficult 
sell than IT services. The Indian BPO 
market is not necessarily comprised 
of Indian companies. I believe that 
about 65 per cent of the $13-odd 
billion will actually be global service 
providers who set up Indian oper- 
ations like EDS and Exult and IBM 
and the rest of them and the other 
35 per cent would be incumbent 
services providers. 


Hayward: Now even on this point 
you will see every other country 
that I work with in the Asia Pacific 
will consider the fact that they 
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have foreign companies in their 
country exporting to the world 
as an amazing success story. In 
fact, many of them devote tremen- 
dous amount of effort and money 
to make that happen, but in India 
that will be seen as a failure since 
they are not Indian companies. 
It’s totally wrong. 


Hayward: It’s totally unrealistic in any 
market to assume that high margins 
and 50 per cent growth rates can 
continue. When people start to get 
shocked by that, it’s just a sign to me 
of unsophistication. It’s a normal 


DEBASHISH SINHA, 


F b TUM 


PRINCIPAL ANALYST, GARTNER RESEARCH 


Sinha: I do believe, however, asa | The offshore 
BPO market globally 
will increase 

to $13.8 billion 
by 2007" 


counterpoint that a lot of the suc- 
cess of India as a supply base comes 
out of the entrepreneurialism 
shown by Indian service providers, 
and the acceleration of the country 
comes out of that unlike some of 
the other countries who face a 
challenge because they have to get 


CRAIG BATY, GROUP VP & CHIEF OF 
RESEARCH, GLOBAL IT MANAGEMENT, 
APAC & AUSTRALIA 


"It's been an 


a business 
so far for Indian 


companies” 


foreign investors to come in and set 
up shop, which is a longer process. 


BT: What about falling growth rates 
in the Indian information technol- 
Ogy services segment? 








part of market development. I read an 
article just the other day that occa- 
sionally pundits in India say that IT 
services and BPO is not doing much 
for the Indian economy since it’s a 
very small percentage of GDP and 
not contributing much to exports. I 
believe that you have a problem with 
the way you count things. It’s very 
easy to count a tonne of steel manu- 
factured and sent to China, it’s hard 
for the Indian customs I would imag- 
ine to measure the value of some of 
these deals that are being done today. 
The real benefit to the economy is 
more significant and profound than 
most people in India realise. - 
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BT: Craig earlier alluded to the im- 
portance of marketing and culti- 
vating differentiators. Finally what 
we're starting to acknowledge is 
that competition is hotting up. 
Could you name the competi- 
tors—countries or companies? 


Baty: The competition is individ- 
ual vendors with individual com- 
petencies no matter where they are. 


BT: But there are inherent country 
strengths that lend themselves to 
the business, right? 


Terdiman: Yes, I have to slightly dis- 
agree with Craig on this because I 
think that for the next two-to-three 





DION WIGGINS 
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“Our findings were | 


very simple: China 
needs India and 
India wants money" 


years in the minds of the customers, 
it is a country choice. 


lyengar: Today's view is country 
over company, but that will change 
as the industry matures. We track 


“a as = a, ey SIS Oo Se Ey epee ee 
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11 countries today in the IT services, 
BPO market with very different risk 
profiles, very different capability 
profiles, resource availabilities. 


Terdiman: On a country basis, 


PARTHA IYENGAR, 
VP (RESEARCH), INDIA 


"Today s view is 
country over 

company, but that 
will change as the 
industry matures 


I 





there's Ireland, Northern Ireland, 
the Philippines who have had an 
industry for several years, and 
what you need to look at over 
the next few years are a couple of 
characteristics—countries that 
have the scale to produce an in- 
dustry en masse. And the only 
two other countries that can do 
that are China and Russia. Second 
thing you have to look at is some 
emerging countries, since all de- 
veloping countries are looking to 
enter this market and want to be 
the next India. 


BT: Now for the all-important 


country competitor question— 
what about China? 


Dion Wiggins: We published a lot of 
research early last year that was not 
received well in India at all, com- 
paring India and China. The findings 
were very simple: China needs India 
and India wants money. We expect 
the opportunity for India to be 40 
per cent of the Chinese export mar- 
ket in four years time. In China, by 
2006, IT services exports alone will 
go to $27 billion (Rs 1,25,169 
crore). They are currently growing at 
120 per cent plus year-on-year. But 
it’s not about competition. As Indian 
companies get global, China will be 
another delivery location. While 
salaries are comparable, the differ- 
ence is in billable rates. Last year in 
India, for a developer of two years 
experience, the standard billable 
rate was $24 (Rs 1,112) an hour, for 
a project manager it was $30 (Rs 
1,390) an hour. In China, it was 
$50 (Rs 2,318) per hour for project 
managers since there is a critical 
shortage of project managers in 
China and this is where India can 
help and they (the Chinese) are also 
weak in processes. 


Hayward: We, in fact, refer to ICT not 
as Information and Communication 
Technology, but India and China 
together. The combination is pow- 
erful and scary for all other coun- 
tries since you have a combination 
of scale, cost arbitrage, the hard- 
ware engineering skills of Chinese, 
the software skills of Indians and 
you can blend that into a powerful 
combination. I already see a core 
set of hardware companies in 
China using software developed 
in India and these companies will 
soon go regional and then global. 
Huawei, for instance, has 900 soft- 
ware engineers in Bangalore—it's a 
Chinese hardware company, which 
is saying, we will do Indian soft- 
ware, Chinese hardware and go to 
the world—fantastic strategy. Ef 


AUGUST 17 2003 BUSINESS TODAY 93 


B 
T —_— ium Ve WEN Aa a a UN PROC eee eo. TE C S a 











P BHARDWAJ 


Ka 
" 


$ BY KULDEE 


+ 
+ 


GRAPHIC 


ALK INTO GOVIND SINGHAL'S 
10x15 sq ft room at Polaris 
Software Lab’s Navalur facility, 
and the 42-year-old will tell you 
how a vaastu consultant re- 
designed his room by eliminating 
the window behind his seat, changing the location of his 
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environment for the die reek company’ s s business 
Singhal, who is also a board member and next-in- 
command to Chairman, CEO, and MD Arun Jain, i is no 


ul 3 jul 25, 03 write-offs. 















æ April 2002: Harpal Duggal and Suren Rhiwadkar are roped i in 
to launch BPO subsidiary, Optimus 
e May 2002: Polaris announces a merge with itigroup' Orbilech 
The stock climbs. d o d uu TEN 
& October 2002: The stock swap ratio i lowered to 10. 66: 25 om 
14:25 because Citi cuts OrbiTech' s billing fS o5 oo E 
æ December 2002: Bank Artha Graha of Indonesia detains ‘Arun. 


Jain and another top executive . Polaris writes off $1 million, 
including project fee, from Artha Graha. | | | 


€ February 2003: Polaris initiates arbitration proceedings again 
SUN Artha oe 



































great believer in vaastu (neither is Jain, who's been re- 
sisting similar facelift to his office), but just the same the 
Polaris veteran of seven years is willing to play ball. 
After all, the past 12 months or so have been, what you 
could call, Polaris’ private annus horribilis. It started off 
with a big bang acquisition of Citigroup’s OrbiTech 
Solutions in May last year, but by October it ap- 
peared that Polaris may have overpaid for the deal. The 
swap ratio is lowered (See Growing Up Pains). Then, 
in December, the company gets into an unseemly 
row with Indonesia’s Bank Artha Graha that leads 
to Jain and his colleague, Senior Vice President Rakesh 
Malhotra, being arrested in Jakarta. 

Jain returns to India after 11 days in captivity, 
only to find that the merger has meant a loss of pre- 
cious management attention on business. While the 
combined revenues are up (naturally), the bottom- 
line is less than what Polaris reported individually 
the previous year. The culprit: a staggering Rs 14 


Arun Jain, CMD, Polaris: No doubt OrbiTech is just what Pol 
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aris needs, but Jain's task No. 1 is to extract value from it 


crore write off. Just when it seemed that the worst may 
have blown over for Polaris, it gets dragged into yet an- 
other fracas with two heavy-weight executives—Harpal 
Duggal and Suren Khirwadkar—it had hired in April 
2002 to kick start its BPO venture, Optimus. Jain sacks 
them for non-performance, while the two retaliate by 
slapping charges of cheating against him and other sen- 
ior executives. Meanwhile, the stock has been slithering 
down and is now quoting at about Rs 100—that’s less 
than half of what it was in July last year. 

On his part, the 43-year-old, who split from a 
code-writing company he set up with three other 
friends to found Polaris in 1993, is unfazed by the 
Street's apparent slight. Over the next four years, he 
wants to turn his Rs 428 crore company into one of the 
top five BFSI (banking, financial services and insur- 
ance) players globally. That would entail hauling the 
topline over the Rs 1,000-crore mark. “I want to 
prove that a single-minded focus on BFSI can allow a 
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company to reach this kind of a 
size," says Jain. 


Making It Work 
To reach his ambitious goal, Jain 
has one big thing to do: make the 
merger work. For, the rationale 
behind the marriage, which makes 
Citigroup the dominant partner 
with a 44 per cent stake (with vot- 
ing rights capped at 29.9 per cent), 
still holds. And that is to transform 
. Polaris from a company that de- 
.velops and maintains unbranded 
- applications to one that has 
branded software, with powerful 
solutions and services capabilities. 
Or 3Cs—competency, capabilities, 
and capacities—as Jain brands it. 

There are several reasons why 

such a merger may have become 
inevitable for Polaris. In fact, as 
Jain himself explained to analysts 
. lastyear, the rapid changes in the IT 
-industry were beginning to threaten 
the existence of smaller vendors. For 
example, the trend towards com- 
plete outsourcing of IT services 
meant that a vendor not just needed 
strong marketing skills to snag such 
orders, but also the technical ca- 
_pability to develop and manage 
complex applications and networks. 
Of course, the growing pressure 
on rates meant that a step towards 
products, where margins are higher, 
would protect margins. As Jain saw 
it then, Polaris fitted just four pieces 
of this new puzzle: It was cost com- 
petitive, had good quality, reliabil- 
ity, and speed. But the fifth piece 
needed to crack big, valuable ac- 
counts, namely variety of offerings, 
was missing. OrbiTech, with its strong Citigroup ex- 
perience, provided the missing piece. 

Few on Dalal Street question Jain's logc. But the 
question that they are asking is, Does Polaris have 
what it takes to make the next leap? A large part of the 
apprehension stems from Polaris’ own patchy track- 
record. Time and again when it seemed set to move 
into a higher gear, it has managed to lose traction. For 
example, in May 2000 Polaris announced, with much 
fanfare, a $21 million (Rs 96.6 crore) deal to ac- 
quire the US-based Data Inc. But in October that 
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It is heavily dependent on banking and 
financial services sector. 
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year Polaris called off. the deal, 
saying that it would not be in the 
interest of shareholders. Says a 
Mumbai. -based analyst: “Polaris 
seems to have some kind of a nag- 
ging management problem.” 
Then, again, it set up a BPO ven- 
ture, prune Toping in ex- 














to Citigroup. It does not have the 
kind of relationships it may need to 
bag big customers. Besides, as Polaris 


long into battle with i-flex, another 
Citigroup sibling $ spun off the same 
parent company, COSL. Unlike i- 
flex's Flexcube, OrbiOne does not 
have the positioning. of a universal 
banking product. While the rela- 
tive merits of the two products are 
debatable, i-flex has managed perception superbly. 

Flattering stories in Time and BusinessWeek, among 
other business publications, have reinforced its image 


as an emerging software product powerhouse from E 





India. (Polaris itself had a BFS! product called. 


which has been removed from the marke place and 


some of its components have been i egrated with 
OrbiOne). Jain, however, says that OrbiOne is the 
longest existing banking solution framework, well 
tested across various geographies, althou; gh only within 
Citigroup. “Its robust features and versatility have 











For one, e e experience a 
selling products is limited largely — 


pushes OrbiOne, it will go head- 
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“We have been getting enquiries from American and 
European markets for OrbiOne since November" 





hardly any competitors in the coun- 
try," declares Jain. 

The other hurdle that the merger 
faces—a Citigroup parentage—is 
both a blessing and a curse. One of 
the reasons why the merger made 
sense for OrbiTech was the fact that 
it wanted to do business outside 
Citigroup, but it did not have the 
necessary marketing set up or an in- 
dependent vendor image of, say, 
Infosys or Tata Consultancy. The 
irony, however, is that despite the 
merger, 65 per cent of the revenues 
still comes from within Citigroup, 
which spends about $7 billion (Rs 
32,200 crore) on technology and al- 
most 40 per cent on software alone. 
Now, while it's unlikely that Citi 
will favour Polaris just because it's an 
investee company (although theo- 
retically if all things are equal in a bid, Polaris and i- 
flex may stand to gain), other banks may hesitate 
buying products or services from a company partly 
owned by their rival. 

Jain thinks that's not the case. He points to a 
clutch of deals that Polaris has been able to strike 
since the merger as proof of OrbiOne's market po- 
tential. One of the big deals that Jain is particu- 
larly proud of was struck with ABN Amro in Europe. 
To start with, the bank bought a couple of OrbiOne 
products and went live in Belgium within weeks. By 
the end of this year, ABN Amro plans to get them go- 
ing in eight or 10 other locations in Europe. Says 
Jain: Orbione has a better chance of inspiring cus- 
tomer confidence than an unknown one." 

Currently, only an estimated 15 per cent of a 
bank's IT system comprises packaged software. The rest 
is home-grown solutions. But because upgrading old 
systems is expensive and, often, disaster-prone. 
Therefore, banks are increasingly switching over to 
packages. For companies like Polaris and i-flex, this rep- 
resents a big opportunity. 

Small wonder then, Polaris has set aside $10 million 
(Rs 46 crore) for branding and marketing of OrbiOne, 
besides which it is roping in domain experts in American 
and European markets to interface directly with cus- 





tomers. For smaller markets, it plans to tie up with part- 
ners. Says Singhal: *Even without all this, we have been 
getting enquiries from American and European markets 
for OrbiOne since November." But as Ram Bhagawat, 
former CEO of OrbiTech and now Executive Director 
and President at Polaris, who is helping with the re- 
structuring of the merged entity, points out, Polaris is 
really “trying to change tyres of a running car". 

As for the merger itself, integration has happened with 
little cultural clash—usually a big reason why most ac- 
quisitions don't pan out. Thank the 15-year associa- 
tion between Polaris and OrbiTech for that. While 
there are some issues relating to compensation (OrbiTech 
execs were better paid), a role-based marked-to-market 
structure was developed. Says a Mumbai-based ana- 
lyst: “You need to give the merger some more time." 

Indeed, for there’s lots that Jain needs to fix. He has 
to strengthen his company’s global marketing net- 
work, he has to build or acquire expertise in the in- 
surance segment, where currently Polaris has little 
presence, and position OrbiOne as a competitive uni- 
versal banking product. But most of all Jain needs 
less of controversies and more of profits to start on his 
arduous climb up to the top league of global Brsi play- 
ers. Right now, though, Polaris is flying under the 
radar of most analysts who matter. [f 
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HE FIRST IN THE SERIES OF ARTICLES THAT 
had appeared in this publication nine months 
4. ago keyed-in by yours truly, began by referring 
- to what India's first Prime Minister Jawaharlal Nehru 
ac wanted, namely, a “mixed” economy—some- 
not considered quite fashionable these days. 
d of assimilating the best of capitalism and com- 
munism, we ended up with the worst of both worlds, 
a ‘mixed-up economy. Since this is my last contribution 
his magazine in a while, I thought it would be apt 
refer to chachaji yet again, this time, about his ref- 
- erence to the “temples of modern India". 
— . When Nehru coined this phrase, he was not 
ly. describing steel mills and fertiliser plants 
. but large dams as well. What he had in mind were 
^. projects- like Bhakra-Nangal, which provide the 
— national capital territory the bulk of its water supply 
till today. The benefits accruing from this parti- 
< cular hydroelectric scheme—unlike almost all other 
- large dams built in the country over the last 55 
^ years—have far exceeded costs. We as a nation, 
l "however, did not learn our lessons well. Virtually 
every single major irrigation project in the country 
= not merely exceeded cost estimates, but also failed to 
2 deliver the results expected in terms of quantum of 
~ power generated or availability of water, or ability 
— to control floods. Unlike Bhakra-Nangal, almost 
< all the large dams built in India displaced innu- 
. aerable poor people who were inadequately com- 
- pensated and improperly rehabilitated. 
... Many of the steel mills and fertiliser plants that 
. were planned or were set up during Nehru's time are 
white elephants at present. They are overstaffed 
. with political appointees, deploy outdated technology, 
-. and have been milked dry by corrupt politicians 
and bureaucrats. Yet even these projects had once 
played an important role in the industrial deve- 
-` lopment of the country—not merely to create jobs, 
D but to build oi infrastructure where there was none 










































blish dy private entrepreneurs; simply because the 


xt investments. required were prohibitively high and 
S the expected returns abysmally low. 
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2 The country needs to strike the right balance between socialism and capitalism. 


It may be ‘in’ to criticise the public sector and 
sing paeans of praise in favour of privatisation. It is un- 
doubtedly true that many government-run enter- 


prises have bled the exchequer (and continue to 


haemorrhage). But where would India be without 


public sector corporations like the Indian Oil 


Corporation, the Oil and Natural Gas Corporation, 

or Bharat Heavy Electricals Ltd., to name only three. 
To support the public. sector does: not fal) that 
one is justifying the inefficient way in which many of 
these organisations function. The real challenge is re- 
viving chronic loss-making government-owned com- 
panies, not privatising profit-making ones. 


Even a die-hard believer in the virtues of free. 
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markets, Raghuram Rajan, the first Indian and the Sade’ 


first economist from a developing country to be- 


designated Chief Economist at the International 


Monetary Fund, argues that what is needed, but _ 


difficult to obtain, is a fine balancing act between a 
less authoritarian socialism and a more benign form 
of capitalism. When Rajan was recently asked to 
name the most influential economists in the world, 
Keynes and Marx found place in his list. This is not 
very surprising if one considers the title of the book 
he co-authored, Saving Capitalism from the 
Capitalists, not to mention the fact that he teaches fi- 
nance at the University of Chicago, the bastion of 
right-wing economists such as Milton Friedman. 
Nehru tried to tread the middle path. His detrac- 
tors at home said he pandered to the interests of big 
business, while his critics abroad claimed he was too 
enamoured of Soviet Russia. India may so far have 
taken the worst of both capitalism and socialism, 


but does this necessarily mean that this country’s _ 


economy is fated to grow slowly? I, for one, am op- 
timistic not to think so. But, before that, our current 
rulers will have to forget about the construction of 
temples of medieval India at Ayodhya and elsewhere. 
If that seems to be a tall order right. now, more 
productive pursuits would have to wait a while. 
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The author is Director, School of Convergence at IMI, New Delhi, 
and a jourrialist. 





its own unique way of delivering value. It is a br 
Unique Value Proposition that gives it the powe 
beat the competition, to deliver customer satisfa 

and to retain its leadership in the marketplace. ` 
Unique Value Proposition of a brand is determined E 
different factors. For some brands, it's techno ogica 
innovation that might provide the value proposition. 
For some, itis the consistent product quality that qive 
it an edge over its rivals and for others, it's the passion 
and zeal of the company and brand owner that is the 
driving force of the brand's image. Whatever the route 
to creating value, it's the UVP that is at the core of 
Power Brands. 

Whats more, power brands can make a hu 
difference to both the intemal confidence and exter 
performance of not just the company, but eve | 
nation. Anholt writes in his book that branding has 
power to "make people want to pay attention t $ 
country's achievements and believe in its qualities e 
is the quintessential exemplar of soft power." E 
This series takes a look at the Unique Va ue 
Propositions of some global companies and how ti 
are creating power brands that survive the testof 

and deliver value to their customers year after year. 


Mn 





an IMPACT caros: 
India’s Leading Auto Brand———— 


Hero Honda Motors Limited 






brand is a promise. An assurance for quality and 
A lt communicates the -core 

characteristic of the product. One of the leading 
‘power brand'stories in the history of the India corporate 
world is Hero Honda, the World No.1 two-wheeler 
company. The company, a joint venture of Hero Group 
and Honda Motor Company, Japan, began operations in 
1984 with a stated commitment to providing 
technologically advanced, fuel-efficient and environment- 
friendly two-wheeler to the Indian customers. 
The company successful journey began with its first 
model- Fill it. Shut it. Forget it. Hero Honda's CD-100, was 
India's first four stroke 100 cc motorcycle. The company 
realised an immense need for fuel-efficient two-wheeler in 
India and launched the model. The brand was so 
successful that it has become generic for the word "fuel- 
efficiency". This was the birth of Hero Honda- a brand- 
building factory. 
With changing times, the need of the consumer also 
changed. The Indian two-wheeler had matured and was 
looking for another new looking economy motorcycle. 
Capturing the need immediately, the company launched 
Splendor. Splendor was an immediate success. The 
brand's success can be realised by the fact that Splendor 
has been the world's largest selling brand 
. since the year 2000. Today, it has over three 
million satisfied customers in the country. 
PASSION attracted an audience looking 
for style, CBZ offered both 'power and 
style'; both are today a national success. 
Following an extensive market research 
conducted by the company on the 


changing customer 
needs and = 
preferences, in the 

year 2002 the 
company launched 
AMBITION, a 


motorcycle 
targetting people 
aspiring to'move . "i; 
up in life. The =~ 5 
brand's success led - 

to a creation of a new 
motorcycle segment of 
POWERFUEL (Power + 


ll FOND 


NDA. 


















Fuel) motorcycles. To communicate the core of the brant 
the company also appointed a TEAM AMBITION tc 
connect with the customers. TEAM AMBITION comprisec 
the cricket stars of the country: Saurav Ganguly, Yuvra 
Singh, Virender Sehwag, Mohammad Kaif, Zaheer Khan 
and Harbhajan Singh. 
The company launched CD-Dawn, in the motorcycle': 
basic segment, targeting India's substantially sized 1.* 
million unit basic segment that contributes almost 30 pei 
cent to the total Indian motorcycle market. Positioned as 
the 'New Value' motorcycle, the model has been ar 
immediate success, and has become the benchmark fo 
basic segment motorcycles. The model in first three 
months sold more than 30,000 units. A 
To demonstrate the 'techpower of the company the 
company launched India's first premium sport 
motorcycle, KARIZMA. The 223 CC motorcycle was 
targeted at the sports bike aficionados seeking the 
ultimate combination of power, performance and style 
Living to the reputation of the company, KARIZMA was 
also an immediate success, selling 2000 units in the firs 
month of its launch. 
In 2001, the company achieved the coveted position o 
being not only the largest two-wheeler manufacturinc 
company in India but also the world leader. 
Hero Honda has used platforms like sports 
and entertainment to communicate and builc 
the corporate and products' imagery. The 
company is today synonymous with gol 
in India. : 
Today, Hero Honda leads the Indiat 
motorcycle market, by offering in it: 
range eight models. Its curren 
product range caters to all custome 
segments, offering an optimun 
. combination of fuel-efficiency 
style and power across its models 
Apart from value pricing, riding 
comfort and reliability the 
product focus has been or 
four-stroke engines, ensuring 


fuel-efficiency an 
environment . friendlines: 
thereby making — then 
contemporary in ever 
respect. 
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aret leadership is the. 
b name of the branding game. 
Jhen it comes to a product 
Jc e hewing tobacco, Which is - 
: terised by thousands of players in a 
| ely unorganised sector, it is. perhaps 
ch. more difficult to be a clear 
leader and carve a niche for one 
he. size of the organised sector | 
rt t s conservatively estimated at about 
E 1000 crores. In. such a scenario, maintaining | 
rket leadership for 75 years is perhaps a feat that 
ands would be able to match. And that's 
E what Baba Zarda has 
complished. For 75 years, Baba has . 
momen rule the markeipiaco aso 


ug pu 75 years? Says Ravinder Kumar, | 
rman and ee Director, Dharampal | 


“The brand g 


e strength 
- commitment te ; 
are committe 
Gos some of who 

» for decades. 

- To be able to 
E . customers, Baba 
. only the best qual 


m n it the tobacco leaf, saffron 
| any of the other -ingredie 
| formulation of the oe 


tobacco. 

Not. surge 
|  farely had 
| Sales. In » fact, * 
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~The commitment to quality has also 
resulted in a focus on packaging 


elaichi and supari are finding increasing 























acceptance among a new segment of 
innovations. Says Kumar: "We were the 
first to bring in the inkjet printing 
technology way back in 1985-86, to 
provide our consumers with worldclass 


consumers. The product formulation 
involves sourcing the best quality green 
elaichi seeds and supari. These are 
then silver-coated and laced with 
product packaging options." New 
. packaging solutions are constantly 
explored and introduced. For instance, the 


flavouring agents - the formulation of 
which is developed by Dharampal 
Premchand Ltd and packaged in smart 
company was among the first to introduce easy open- 
end cans in the country when the technology became 
available in the West. Similarly, it introduced ziplock 
| pouches to provide its consumers with the latest in 
packaging options. Very recently it has set up a facility 
to manufacture composite cans - an 
environmentally friendly packaging 
Option that uses aluminium 
. membrane on the top of the 


packs to cater to consumers who are looking for non- 
tobacco, mouth freshening products. 
In fact, it is this combination of the "traditional" and the 
"modern" that has given the Baba brand its unique 
positioning, helping it leverage its brand 
name to allied product categories. 
Says Kumar: "Baba's strength 
lies in the mystique surrounding 
the brand." Not surprisingly, 
package with a paper bottom Kumar is zealously guarding this 
-- a concept that is new even in unique brand property and is 
Europe. 
When it comes to extending the 
brand portfolio, Dharampal Premchand Ltd has 
veered on the side of caution. With reason too. "We 


do not want to dilute our brand image and reputation 


reluctant to leverage the brand by 
introducing new variants at lower price points. His 
rationale - it would ruin the brand's unique heritage and 
dilute customer loyalty towards the brand. 

All these factors have helped in growing the Baba 
in any way," says Kumar. Consequently, brand | brand into a strong global brand. "Baba is a luxury 
= extensions - such as Baba Supari, Baba Elaichi, 
- Nauratan Qiwam and the range of pan chutneys 
under the sub-brands Nauratan, Dilbahar and 


Sadhna - are extremely synergestic to 


brand that is available in a number of foreign 
markets," says Kumar. The Baba products have a 
large customer base in the Middle East, UK and the 
US and the company is looking at 
Baba's core strengths of 'swad' and 
khushboo'. Baba has also launched the 
Baba Rosewater - packaged in a user- 
friendly aerosol - to cater to a growing 


actively growing its export market. 

Clearly then, for a brand that is 
focused on its core strengths and 
values, maintaining market 
segment of consumers who craves for leadership is a foregone conclusion. 
Given its unique brand heritage, Baba 
Zarda could well be dubbed the 


Harley Davidson of the chewing 


quality traditional products that are 
| presented and packaged in a modern way. 
. The Elaichi and Supari segments are a 


SUPREME 


= case in point. Flavoured and finely cut tobacco market. 
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ew brands can claim to offer a new product 
benefit or a revolutionary product concept. But 
when such a product does come along, it is 
perhaps an even bigger marketing challenge. One 
such product concept is renewable energy, 
particularly wind and solar energy. 
Vestas RRB India Ltd, an Indo-Danish joint venture, is 
among a handful of global companies that are 
investing in creating ‘green energy’ brands. Vestas 
RRB India’s wind electric generators are producing 
green energy in Gujarat, Maharashtra, Karnataka, 
Madhya Pradesh, Tamil Nadu, Kerala and Orissa. 
About 930 Nos. of Vestas type wind electric 
generators of 55 KW, 90 KW, 100 KW, 200 KW, 225 
KW and 500 KW size aggregating nearly 230 MW - 
are operating successfully in the country. Managing 
Director Rakesh Bakshi, who has been honoured 
with the Padma Shri for his pioneering work in the 
area of alternate sources of energy, is passionate 
about creating a revolutionary power brand in the true 
sense of the word. Excerpts from an interview with 
him are given below. 
Q: Renewable energy figures among the top 
priorities for most governments worldwide. How 
important is renewable energy for India? 
Rakesh Bakshi: India is generating 107,000 MW of 
power. Of this, nearly 70% is based on thermal, 24% 
is hydroelectric power, only 3.5% is renewable energy 
— that is mostly hydro (less than 25 MW) capacity and 
wind power — and 2.5% is nuclear power. This is a 
totally lopsided and an unsustainable mix of energy 
sources. We have to go green and have to create the 
capacities and capabilities not only to generate and 
distribute power for domestic consumption but also 
for export. There is a tremendous business 
opportunity. Of the total potential of 45,000 MW of 


Green Power! 
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wind power, only 
1900 MW is currently 
the 
country today. This 


installed in 





sector is far bigger 


Rakesh Bakshi 
IT and has Managing Director, Vestas RRB India Ltd. 


than 
tremendous implications for the future of India. 

Q: What are the barriers to the growth of the 
renewable energy sector in India? 

A: If you look at the 3A’s of marketing — accessibility, 
availability and affordability — we are okay on both the 
accessibility and the availability fronts. On the 
technological and infrastructure issues, there are no 
problems regarding wind power. However, on the 
issue of affordability, we are not on a level playing 
field with conventional energy. As the cost of 
conventional energy becomes more realistic and 
subsidies fall out, then we will be able to compete with 
conventional energy. Look at it this way, there are 42 
countries that are active in this sector. Our real 
concern should be to accelerate the enhanced 
utilization of wind power for production of energy 
which in turn will help us in becoming self sustainable 
in the energy sector. We have the natural resources, 
the talent and the capabilities to take global 
leadership in this renewable energy sector, just as we 
have done in the IT sector. 

Q: What is the most urgent need in this sector 
today? 

A: The legislation and a national renewable energy 
policy. In fact, the Electricity Bill should specify that a 
certain percentage of the energy mix of generators/ 
distributors should be from renewable energy 
sources. Only that can give the sector the momentum 
that it needs to become a viable business proposition 
for all stakeholders. 
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An Indo Danish Joint Venture - Pioneer in Wind Power Generation in India 
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Salutes the vision of our national leaders and 
Congratulates 

It’s Managing Director 
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ON COMPLETION OF THE SUCCESSFUL WORKING OF THE COMPANY FOR THE LAST 15 YEARS UNDER HIS DYNAMIC LEADERSHIP f 








Worldwide more than 7000 MW aggregate capacity of Vestas Type Wind Electric 


Generators are operating successfully. In India Vestas Type Wind Electric Generators 
are operating successfully at various locations in the States of Gujarat, Maharashtra, 
Madhya Pradesh, Orissa, Tamil Nadu, Kerala and Karnataka. 
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en the going 
gets tough, 
the tough get 


going. Thai Airways 
International has 
risen above the 
September 1, 2001 
and SARS crises. to continue on its path towards 
progress, expansion and profitability. Over its 43 years, 
THAI has grown from being a tiny, purely regional airline 
with just three small aircrafts, to become a truly global 


player, recognized as being one of the largest and most 


successful carriers in the vast Asia-Pacific region, and a 
worthy ambassador for its country. 


THAI is proud to have played a significant role in the 
development of Tourism in Thailand and the whole of 
Asia. Truly, the growth of this airline is a reflection of 
the dynamic economic and social progress of 
Thailand and its people, as well as the energy and 
creative aspirations of the region as a whole. 


THAI has continued to gain worldwide recognition and 
acceptance as a leading national carrier of the Asian 
region capturing the hearts of passengers with the 
gentleness of Thai identity and premium service quality. 


Introduction of service innovation, new destinations 
and network expansion, based on sales and market 
opportunity have become part of THAI's main goal of 
bringing the world closer through new and exciting 
experiences for the benefit of THAI's passengers. 


Consistently voted amongst the world's best airlines 
by its passengers, Thai Airways International has won 
and maintained an enviable reputation for service and 
reliability over last four decades. 


Today, Thai is truly global carrier with its operating 
fleet of 81 of the most advanced aircrafts in 72 
countries across four continents with its partnership in 
Star Alliance, the worlds largest airline alliance, 
offering unrivalled worldwide coverage. Its generosity 
in service to its passengers has won THAI its 
exceptional reputation enabling the company to grow 
so successfully. 
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ROYAL ORCHID HOLIDAYS the in-house travel 
program created by THAI, with selected hotel 
operators and travel agents, offers unique and 
dynamic travel programs for both Thai and overseas 
travelers. Customers can select and combine their 
preferred choice of hotels from ROH programs, which 
cover domestic and worldwide destinations at 
affordable prices. ROH self - plan inclusive package 
tours, have pioneered vacation opportunities in many 
destinations throughout South East Asia. 


ROYAL ORCHID PLUS (ROP) - THA!'s frequent 
flier program is Asia's premier and award winning 
frequent flier program, recognized for its loyalty 
program and is the proud winner of various 
prestigious international awards and continues to 
remain at the fore front of the business with over 1.5 
million members in just ten years 


Not to stay behind moving with the times THAI has 
adopted to new technology and electronic system 
offering new challenges and new opportunities, with 
flexible and convenient services for its air travelers. 


Other avenues of THAI's strength are in its Catering 
Services, Airport Customer Services and Technical 
Services, which it offers to various other customer 
airlines in Bangkok and throughout Thailand besides 
fulfilling its in house demands. 


Thai is currently engaged in one of the most dynamic 
development phases of its 43 year history which 
includes adding new destinations specially in China, 
India and neighboring countries besides adding more 
aircrafts to its fleet and investing at Bangkok's 
Suvarnabhumi International Airport scheduled for 
opening in 2005. 
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Overshadowed for much of the 
1990s, steel is re-emerging as a 
hot sector for investors. Shouldn't 
you pay attention? BY SHILPA NAYAK 


TEEL, CLASSICALLY REGARDED AS THE 
skeletal frame of economic development, 
is back in the consciousness of Indian 
investors. Incipient signs were in evidence 
nearly two years ago, when the US infur- 
lated free trade mavens with protectionist 
measures for its domestic industry, and then lowered 
barriers for steel from sources such as India. Since 


ON THE COMEBACK TRAIL 








Company Name Year Sales Depreciation 
Essar Steel Sep.2002 3,267.51 592.16 
Ispat Industries Mar. 2002 2,812.40 210.58 
Jindal Iron & Steel Co. Mar. 2003 | 1,612.86 ^ 42.11 
Jindal Steel & Power Mar. 2002 648.36 39.00 
Jindal Strips Mar.2002 | 1,501.24 93.99 


Steel Authority Of India Mar. 2002 16,643.98 — 1,155.89 
Tata Iron & Steel Co. Mar. 2003 110,517.08. 570.93 


Figures in Rs crore PBDIT: Profit before depreciation, interest and taxes 









then, much has changed in the 




































sending thi vali scale to escape 
-the sweaty furnace of commoditi- 
sation. The latest cause for jubila- 
tion, however, has come from the 
Eastern hemisphere. China has in- 
creased its quota of steel imports from India. The do- 
< Mestic industry mood has been quite upbeat even oth- 
. erwise. And as the performance figures come in, the sec- 
_ tor’s turnaround story has gained a large measure of 
credibility. The proof, as they say, is in the numbers (See 
|. On The Comeback Trail). 


: . Sustained Price Rise 

. While the last rally in steel was mostly speculation, say 
analysts, the story this time round is different. “In the 
last cycle," says Bhavin Chheda, Senior Analyst, Pioneer 
Intermediaries, “where there were speculative posi- 
tions built up by traders and the steel prices crashed 
when the inventory was released, this time round the 
demand would absorb the inventory.” Prices are cur- 
. rently up by about 18 per cent from the last big fall, in 
. March. Step back and take a look: the steel price 

trend is upwards, even if gradually so. 


Global Demand Up 

. Indian steel makers are amongst the lowest cost 

: producers i in the world. In other words, they are 
overstating their prospects when they speak of 

global demand and the state of the global market. So 


a Tata iron & Steel 
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*- HOW THEY MOVED 


_ World steel scenario. Europe's steel- T ano 
makers are still furious with — 495 tint! " 
. merica, but otherwise, the indus- 4 | 91 " |I 
ds looking up. Global circum- — 19065 m. we A, fer Ford 181.8 
nces have conspired to shave a. i 3 34 pe Py de v 74:95 - j 
xcess capacity, push up demand | "a mom 119 
nd raise steel prices (after some — 200. Ie 
mag Indian — mean- | ME 
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@ ispat industries m Essar Steel a Steel Authority m Jindal iron @ Jindal Strips 


st Jindal Steel 


how is the global market doing? Rather well, as it 
turns out. Most analysts trace the sustained price rise 
to robust demand for steel in China, where the in- 
frastructure boom is showing few signs of letting 
up. The prospect of becoming a global cynosure for 
the 2008 Olympic Games must, no doubt, be a con- 
tributing factor to all the activity. 

Moreover, international comparisons suggest that 
development becomes suddenly more steel-intensive 
once an economy approaches the $1,000 Gpp-per- 
head level. And this can set off a chain reaction as well, 
since all the glass-chrome-and-steel on the landscape 
plays an unofficial role in impressing visitors and at- 
tracting foreign direct investment (FDI). 


Domestic Development 
India's construction and automobile sectors are boom- 
ing again, which is good news for domestic steel dem- 
and. The Union Budget for 2003-04 has announced a 
total outlay of Rs 60,000 crore for development of 
roads, rails, airports and seaports, to be spread over the 
next few years. This could spell additional demand in 
excess of one million tonnes of steel. 

“A lot of activity is happening on the road front in the 





Profit After Tax Medi 
NOI, NNRT) 3fits 








-recurring income 


AUGUST 17 2003 BUSINESS TODAY 109 











ier 





country," says Paras Adenwala, Fund Manager 
(Equities), Birla Mutual Fund, *There is a 
lot of fresh asset creation largely as a result of 
the demand from the government's focus on 
infrastructure spending. This will have a cas- 
cading effect on the general demand." 


Global Supply Stabilising 

Make no mistake; commodity steel is a cycli- 
cal business. *We are yet only half way 
through the typical 18-month steel cycle," 
says Chheda. Adenwala agrees, "There is 
yet an upside left in the steel sector." 

And what after that? “No major capacities 
are coming up before 2005," continues 
Chheda, “as such, there is no supply over- 
hang; it is likely to be well distributed." 
Being a fairly mature industry, and thanks to 
the burst in global information availability, the 
amplitude of the supply troughs and waves 
(over-corrections, typically, in response to 
prices) may actually be reducing over the 
years. Which may mean more stability. But 
then, again, non-systematic uncertainties 
argue against such a placid view. 


Remixed Offering 

A few Indian steelmakers, unhappy with their prod- 
uct's unglamorous status as a commodity, have been 
hard at work trouncing ‘marketing myopia'—the 
trap of seeing themselves as steelmakers rather than 
satisfiers of some need. 

Is this getting them anywhere? At its most basic 
level, it has meant a reconstitution of the product mix 
to include value-added offerings—even custom-speci- 
fied to an extent. “Though they are not as flexible as 
technology companies in offering solutions," says 
Adenwala, *the value addition is showing in the oper- 
ational profits of steel companies. While the internal ef- 
ficiencies have increased, the volumes too have jumped. 
Better realisations have led to better margins." 

Customers are impressed with what's on offer, and 
that's what counts. *TISCO is our top choice," says 
Chheda, “Most sales are long term contracts spread out 
evenly. The company should easily maintain the bot- 
tomline growth for a while now." 


Financial Re-engineering 

The recession helped in one big way—thwacking the 
finances into shape. On the whole, the interest com- 
ponent is down sharply, easing pressure on margins. 
“The ratios of steel companies are hard to believe,” re- 
marks Adenwala. Some companies insulate themselves 
from cyclical traumas by entering long term contracts 
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On the whole, the interest 
component is down sharply, 
easing pressure on margins 


(risco), while others (like Jindal Strips) offer spe- 
cialised products, less vulnerable to price fluctuations. 
Companies such as Essar and Ispat are relatively de- 
pendent on commodity spot markets, however, which 
makes for greater quarterly volatility. 

As for results, TISCO reported an excellent quarter 
ended June 2003, with net profit of Rs 267 crore, 
up from Rs 64.2 crore in the same period last year, on 
sales of Rs 2,257 crore. This, after already having 
turned in all-time high profit of Rs 1,012 crore on sales 
of Rs 10,517 crore for the fiscal year 2002-03. 

Jindal Strips, too, reported an outstanding quarter on 
account of increased export volumes and hardening steel 
price. Sales for the quarter ended June 2003 went up to 
Rs 539 crore, compared to Rs 428 crore achieved in the 
same quarter last year. Net profit tripled to Rs 49.4 
crore. “For Jindal strips, debt has been reduced over a 
period of time, while the equity too is on the lower side 
at Rs 18 crore," says Chheda. 

India's biggest steelmaker, the state-owned sAIL has 
also reported a turnaround in the quarter ended March, 
though the accumulated losses continue. This firm is 
currently in talks with Bechtel Corporation, USA, to ship 
steel to the Middle East for the reconstruction of Iraq. 

All said, the sector is back in the reckoning—and 
looking sharp. Professional equity investors will 
be tracking every twist and turn of the story. Retail 
investors are likely to get interested too, but they 
had better stay clued in. 
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The ICFAI University 


IC FAI 


BUSINESS SCHOOL 


















T Ahmedabad, Bangalore, Bhilai, Bhubaneswar, Elective Streams 
A Chandigarh, Chennai, Dehradun, Gurgaon, Hyderabad, > Marketing 
| Indore, Jaipur, Kochi, Kolkata, Mumbai, Pune & Ranchi > Finance 
b HRM 
ICFAI Business School » Operations 


b IT & Systems 
b International Business 


Ranked among Top B-Schools 








“Ist Rank among Private B-Schools set up after 1990 > Accounting & Control 
-Tst Rank in Faculty Strength > Banking 
Ist Rank in Student Strength > Insurance 
6th Rank in Intellectual Capital > Investments. 
-m 7th Rank among the Non-liM B-Schools | » Entrepreneurship 
< œ 8th Rank in Academic Environs HIGHLIGHTS | 
= 9th Rank in Industry Interface Two year Full-time Campus-based Program - 
a 


12th Rank on Overall basis among all B-Schools 


z Source: Various B-School Surveys. 


Concurrent Programs : CFA, CPA, CBM & C-RIM- 
Case-based Learning 

Competent and Committed Faculty 

Fully equipped computer labs & libraries 

Unique 16-week Summer Internship Program 
Management Research Project in the 6^ Term 
Extensive Co-curricular activities 

100% placements with Blue-Chip organizations 
Growing alumni network with over 3600 members 
Global affiliations B 





.| Eligibility: Graduates (Any discipline, English Medium) with 50% 

«j| and above. Final year students of engineering Degree Courses 
. are also eligible to apply. 

Selection: Based on IBS Admission Test (IBSAT) 


and interviews (GMAT scores are also accepted. 
IBS code no. for GMAT : 7061) 







IBS Admission Test (IBSAT) 2003: 
December 21, 2003 (Sunday) 
At 60 Test Centers all over India 
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7 panied 2543803; a: mir 2564314, 2547124; Nasik: 2570413; Nellore: 2301 222; New Delhi: 23739157/169; Noida: 2592410, 2516024 Patna: K 

Pondicherry : 2911211, Pune: 4026975/76; Raipur: 5061361; Rajahmundry: 2448813; Ranchi: 2306922; Siliguri: 2524079; Surat: 2 
| Thane: 25382659/75836; Tirupati: 5561058; Trivandrum: 2320853; Udaipur: 5102254; Vadodara: 2341780, 5540298; Varanasi: 2006320 
Vijayawada: 2473620, 5563620; — 2752653; Warangal: 2552610. 
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e majority of India's life insurance policy- 
iolders are from the salaried class. Is it that 
his community is more worried about their 
- own post-retirement security and the welfare of their 
- family than other communities? 

. No, it's because the Income Tax deductions made 
. life insurance an attractive tax saving investment, 
-and it is this segment that had the most to gain. 
cT here. was no way a salaried employee could hide 
income, no room for tax evasion; his only 
‘recourse to maximizing his disposable income was 
to invest i in all the instruments or areas that the laws 
+ encouraged him to choose. 

. The percentage of insurance policy holders has histor- 
ically been extremely low. The very reason for life 
insurance was a message that the consumer was 
-befuddled with. Was he insuring himself to save on 
^. tax? Or to ensure the comfortable future of his family? 
^." Or for peace of mind post-retirement? Most of the cur- 




























. investment - 
- This needs, desperately, to change. The consumer 
.. needs to better understand the true, original need for 
. buying a policy: to insure himself to guard against all 
manner of contingencies, including, of course, his 
. -own passing away. 
-As the nature of Indian society changes, the need for 
life insurance has become more and more acute. 
— The joint family system offered security as much for 
the older generation as the younger ones. Post 
. retirement, there was a security blanket available to 


What are Unit Linked Life insurance Plans? 
. They are Insurance Products where benefits are expressed 
. in terms of number of units 

.. The Unit linked plans combine the benefits of Insurance and 
. Investment. The number of units, which the customer would 
. get for the premium that he pays, will depend on the value 
. of the unit price when he pays his premium 

~The value of the Units (Unit Price) is market based and 
depends on the market value of the underlying assets 
Equities, Bonds, Govt. Securities etc.) and is computed as 






rent consumers chose insurance as a tax saving 


How does a Unit linked Plan work? . 
$ The premium paid by the client, less. any 6barges to be 


the senior citizens, in the form of children who would 
now don the mantle of responsibility, and take care 
of all monetary needs. But with the nuclear family 
urban phenomenon, this security IS. less ang less 
available. 

What is astonishing is the R&D done fa various 
insurance companies, spurred by the oldest in the 
business, Life Insurance Corporation. The. range. of 


products designed by these companies. has taken — 


into account almost every need of the Indian con- 
sumer, and the resultant is virtually. tailor-made 
insurance policies. 

Consumers can choose policies based on their 
"individual" life-styles, pressures and plans. One 
can buy policies keeping in mind the education of 
the children, marriages of the children, proposed 
big-ticket vacations, and so on. Policies can be 


linked to your housing loan; the loan gets paidon 


the death of the policyholder, 
grieving, but financially secure family. 


The sector was a monopoly of the Life instance 


Corporation till the Government of India decided to. 


leaving. behind ao 


deregulate it and open the area to other players. 


Considering the social responsibility of life insur- — 


ance, stringent rules were framed for entry. Thus, 
entry into the industry is an arduous task, and the 


consumer is certain that those who get permission - 
are indeed companies that can be trusted to look- 


after their hard earned money, and disburse the 
funds at times of need. 














deducted is used to buy unit in the fund chosen by the 
client at that day's Unit Price. So more. units are added 
to the client's account each time he pays a premium. If 
the Unit Price on that day is high. the client gets less 
number of units and if the Unit Price is less he gets 
more number of units. Us | 
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Presenting Retirement Solutions from ICICI Prudential - India's No. 1 | 
Private life Insurance company. A comprehensive range of flexible, 
tax efficient plans, that help you maintain your lifestyle needs as long ; 
as you live. No wonder thousands of people just like you have secured their retirement with us. 
Making us the clear leader in the private pensions market with a 73% market share. 
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From Nos. ULS,ULO.DOA, The above information is indicative tha terme, c. termes, conditions, wa: warranties and exceptions contained ih the insurance policy. For further stetails, please refer to th policy document 
and product brochure. investments are subject to market risks. Refer policy documents for risk factors. insurance is the subject matter of the solicitation . ICICI Prudential Lds iaaurance Company Limited. 
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In order to pay the regular monthly costs, an equivalent 
number of units are cancelled. 
Number of units to be cancelled «Cost to be deducted 
Unit Price on that day 
The value of the Fund depends on the unit price, which 


in turn is determined from the market value of the 


underlying assets as seen earlier. Thus 
Fund value = Unit Price x Number of Units 


What are the advantages of Unit Linked Plans? 
It is abundantly clear from the above discussion on Unit 
Linked plans that they enjoy several advantages. Key 
| among them would be: 
Simple, clear and easy to understand 
| s. Transparent and visible for customers to take decisions 
® Flexible and adaptable 
: Puts the policyholder in control 
Policyholder gets the entire upside on the performance 
. of his fund 
“On the downside we offer the customer guaranteed 


minimum overall returns 


3 All ot Birla Sun Life Insurance's plans other than the Term 


“IMPACT om 





plans (Stand alone Term Plan and Premium Back Term 
Plan) are on the unit linked platform 
Flexi Life Insurance solutions: 


$E 


There are 3 plans which are offered under these: 

Flexi Save Plus - Endowment Plan 

Flexi Cash Flow - Money Back Plan 

Flexi Life Line Plan 

All the plans offer 3 Investment fund options; Protector 
(low risk), Builder (medium risk) and Enhancer (High 
risk) with an option to switch between these funds 

The plans offer guaranteed minimum overall returns of 
3% on all the 3 funds 


Flexi SecureLife Retirement Plan 


E Index, which d 
i Recent perfo ni n 


5 the private life insurers 


It is a unit linked retirement plan built in two phases: 
Accumulation and Annuity phase 

The customer has a choice of 3 investment options: 
Nourish, Growth & Enrich during the Accumulation 
phase (till vesting age) of the plan with an option to 
switch between these options 

We offer guaranteed minimum overall returns of 3% in 
each of the funds during the accumulation phase 








- Shikha Sharma 


: "MD & CEO, 
= eich Prudential 


-S since made. premi- 
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The Most Consumer 
Friendly Industry 





o ensure that the consumer makes 

a educated decisions on insurance, 

rules were framed to ensure that those 

who sold insurance had adequate train- 
ing. These agents try to learn about the 
peculiar needs of each consumer, under- 
standing their current status and future plans. 
-Having done this, agents recommend an insur- 
ance policy, or a few policies that will address this par- 
ticular consumer's needs. 















his industry is, astonishingly, more consumer 

friendly than one can image. All the insurance 
companies in India have ensured that they are no 
more than a phone call or e-mail away from you when 
you want information. The agents of these companies 
are weil trained; they are good listeners as well. They 
quickly understand your current income and future 
needs. Ail these companies, thanks to the stringent 
entry conditions, look after your money with a sense 
-of responsibility. 


here are policies for almost every contingency. 
Insurance companies are now working overtime 
-to understand modern problems and challenges. 





JIRLA SUN LIFE UNIT-LINKED 
TONS. AN AUSPICIOUS 
LIFE INSURANCE AND | 


UA 


Varian Centre, Makhwana Road. Off Andheri Karta Road, 
prs Mumbai - 400 059. Reg. No. 109. 











learnings 
have resulted in 
new products and 
resul target 





tant new 
audiences. For example, 
they are now advising those 
in the 30-40 age group that they need to 
plan for their future. That, with a bi 








t of 
care, they can make sure that, post 
retirement, they can spend on all their 
needs without stressing out on a 
depleting capital. How many of us 
know details of policies that exist for 
us? 











here is no greater wish that all of us 
have then the eradication of financial 

worries. To a large extent, worrying about the 
predictable financial problems can be eliminated in a 
single session with your insurance agent. Be pre- - 
pared and confident about meeting the commitments. 
to educate your children, to see that they are married. - 
well. Most importantly, look forward to a post-retire- 
ment future where you maintain your current standard 
of living. 























his section has information about some of the 

options open to you as a consumer, specific infor- 
mation rather than generic to the industry. Heading 
the articles will give you an idea of how insurance can 
indeed help you. 


inish reading this, and call an insurance agent. It 
Will be one cail that brings you peace of mind. 
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Compulsive “== 
JOB HOPPERS 


Why is it that some managers seem to have an almost primal urge to keep 
hopping jobs? Restlessness? Or is it something else? BY MOINAK MITRA 


















EY ARE AMIDST US. THEY DON'T SEEM TO TREAT 
T as some rockers do—more a matter of 
Te than reality. They don't have any 

particular spring in their step either. They are, still, 
job hoppers. Some of them are compulsive job boppers; 
often incurably so. If there's some strange kick they get 
from it, fine, they ought to be free to hop their careers 
away—so long as they don't trample on others’ free- 
dom. But such lofty liberalism mustn't stop us from ask- 
ing why they do it. So, why do they? 


Roll, Roll, Roll 


Viresh Kamath, a seriously anchored executive, who, as 
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president of an FMCG firm until 2000, was able to 
propel his company from Rs 30 crore to Rs 200 crore 
in sales over just five years. Then the dot-com bug got 
him, and he's been job-hopping ever since: From his 
doomed dot-com to an IT firm, from there to a pharma 
company; and now possibly, as the buzz goes, back to 
an FMCG job. 

Is Kamath looking to resurrect a career gone wrong? 
Perhaps. According to Purvi Sheth, a consultant at search 
firm Shilputsi, returning to a sector starts getting trickier 
over time. But that hardly stops a hopper, or does it? 

Not if getting out is the dominant thought in the 
hopper’s mind. In the observation of D.N.B. Singh, HR 





































and author of Do Not Dig A Grave... And 
eer. “Most people jump jobs for comfort 
cannot get along with the boss, and 
ften functionally superb, they don't sce 
| idjust to the reality of the organisation.” 
pers’ careers typically have “a sad inning” or 
| ch they try to conceal in their biodatas, says 
esh Puri, Managing Director, Executive Access. As 
ecutive recruiter, he has seen candidates failing to 


even two years. “Nearly 60 per cent of the Cvs floating 
. around today are not adiens he estimates. Sad. 
Yet, job hoppers have diverse motivations, acc- 
- ording to Anita Ramachandran of Cerebrus Consulting, 
.: so don't jump to conclusions prematurely. 


10 esale Whiners 

, there are those who seem forever qmhappy 
heir jobs and feel the grass is. : 
on the other side,” says- 
adran, explaining the 'com- — 
spect of much hopping be- 
Consider the case of a 
1 his late 30s who left an 
» join a telecom firm, but - 
of it and moved to another 
ovider—only to whine: 
ard, the man had be- 
ic planning associate 
a mpany. The whines 
so far, but alot of eyes 
in g u if he starts. 








S Bor managers np for job excitement, being stuck in 
Dullsville can be reason enough to hop—in the hope of 
escaping monotony. 
- . Take the case of this FMCG man who went to an MNC 
iik c. In less than two years, he left—for a drastic drop 
is yawn-rate as vice president (marketing) at a 
company. No luck. So he joined a telecom com- 
More ennui. Next, he resurfaced at what was sup- 
op dly. a hot and happening dot-com, but turned out 
.to be cold and unhappening. After a brief stint at another 
telecom firm, he's back at a bank. 


Lemming Leavers 
En masse departers cite the same reasons that others do 
— for moving jobs, with the crucial difference that they do 
-this more out of ‘groupthink’ than individualism. 
"There's safety in numbers, they feel, and if their peers 
), SO do they. Three years ago, three equivalent 
level executives at a single FMCG firm switched simul- 
taneously to telecom (two different companies), hopped 












Peter's Prodigals. 


x ention job tenures of under six months, or sometimes . 




























about in this industry, and eventually returned to their 
old employer. 


All too often, managers hop their way up the corporate - 
hierarchy—only : to reach their level of i incompetence, E 
in accordance with P eter S Principle. 11 he next thir they E i 

know, their key performance areas are in jeopardy. “and ^ 
out they go. A Headhunter ( cites thei instance Po i E. eat. 













pany within a. ling at FR a year, "rosa shi t 
ing to a retail chain i inthe Gulf. | 


not, » they s Start shaping the imn f in: i: P Des E 
EN and die: — : 
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i his o own sarap : X * 
own profile has. rendered him un- 
employable, perhaps. 





Triumph Turners 
There is a rare, but important. tribe of hoppers too: 
That of special-task artists. Armed with a diverse, but 
circumstance-specific set of skills, t hey see themselves 
as adding value only on rescue missions. Turning. 4^ 9a 
firm's fortunes around, for example...after which they Ce 
prefer to bail out, for the next challenge. 
There's the example of an executive 
from an imaging business to set up a direct 
operation, and then to a telecom, arid again to a 








. sumer-care start-up—only to be at the stage of the — 


business he excelled at. m 

“Turnaround or start-up artists," says Atul Vohra, 
Partner, Heidrick & Struggles, “are visionary and 
highly innovative managers with excellent leadership 
skills and the ability to harness and channelise the 
energy of the team.” Often, too, they are people who 
know exactly where they're driving to—and keep 
their vision on that road and grip on the steering, 
irrespective of the hops they make. W 
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How Maruti Udyog's Jagdish Khattar 
steered his company through an IPO 
that even Suzuki thought had no 
chance of sailing through. sv kusHaN Mirra 


F THERE EVER WAS A BUNCH 
of sceptical investors, then 
Jagdish Khattar was look- 
ing at one. It was late May 
this year, and the 60-year- 
old cEo of Maruti Udyog 
was standing in front of a group 
of hard-nosed bankers and analysts, 
trying to sell them his company's 
maiden IPO. His two-hour presenta- 
tion had ended, but the room-full of 


analysts were still not convinced. 
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Stepping away from his laptop, 
Khattar tried a different tack. Being 
an automotive company, he told his 
audience, was about two things: 
Manufacturing and marketing. He 
could stand there all day long ex- 
plaining marketing, but to know 
what really made a car-maker, the 
investors had to make a trip down 
to the company’s 5-lakh-cars-a-year 
facility in Gurgaon near Delhi. They 
came and they saw—not just the 


MUL’s Jagdish Khattar:. 
Selling more than just cars 
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LONG AND WINDING ROAD 


It took the IPO three years to materialise. 


Arun Shourie takes over Disinvestment Ministry. 


July 2000 


Maruti Udyog is put on the priority list for 
disinvestment. 





Cabinet gives the go-ahead for the disinvestment 
February 2001 of Maruti through a fresh rights issue with the 
option of renunciation. 





Roadmap for disinvestment is agreed upon, and 


March 2001 


E&Y, KPMG, and S.B. Billimoria are appointed 
as valuators. 





Valuation reports submitted, the average value 


January 2002 


of Maruti by the three valuators works out to 


Rs 3,280 per share. 





February-April 
2002 


a share. 


Suzuki agrees to pay Rs 1,000 crore as control 
premium and underwrite the stock at Rs 2,300 





Maruti makes a Rs 400-crore rights issue, 


May 2002 


government renounces its claim and gets 


Rs 1,000 crore from Suzuki as control premium. 





April-May 
2003 


Maruti and Suzuki go on roadshows; the IPO, at 
a floor price of Rs 115 per share, is biggest ever 
through book-building. 





June 2003 


Despite widespread scepticism, the Maruti IPO is 
subscribed 13 times, attracting bids as high as 


Rs 360 per share. 





July 2003 


opening. 


factory but Khattar's point. Once he 
knew that the tide had turned in his 
favour, Khattar told the investors only 
one thing: Make sure you come in on 
the first day of the po. They did. 

On July 9, 2003, when Khattar 
rang the ceremonial gong at the 
Bombay Stock Exchange, he raised 
the curtains on the most successful 
IPO in five years. The issue had been 
oversubscribed 13 times, with bids 
topping Rs 360 a share compared 
to the offer price of Rs 115. 


Maruti lists on the BSE and NSE on July 9, 
climbs by 30 per cent within an hour of trade 


Yet, truth be told, this is an IPO 
that should have been stillborn. For 
one, it's taken more than three years 
and several rounds of bitter negotia- 
tions for the two partners (Suzuki 
and the Government of India) to 
agree on the nitty-gritty of the is- 
sue. For another, the incentive for 
Suzuki to hard sell was minimal, 
given that it was the government's 
27.5 per cent stake on offer and not 
a single rupee would come Suzuki's 
way. Worse, in case the issue 
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UDAY KOTAK, Chairman, Kotak Mahindra Capital Company 
Although it had been involved with the IPO since early 
2002, KMCC knew it had a tough job on its hands 


bombed, Suzuki—as its under- 
writer—would have to shell out Rs 
830 crore in making it good. Last 
but not the least, there are also re- 
ports of how a senior executive 
from Hyundai Motor India went 
around meeting institutional in- 
vestors, raising concerns over 
Maruti's future. Caught in the 
middle of it all was Khattar. “The 
best thing I did was to keep my 
distance from the negotiations be- 
tween the government and Suzuki 
leading to the sell-off. I have seen 
what can go wrong when man- 
agement gets involved in matters 
it should not," says Khattar. 


Staging A Coup 

Khattar's biggest challenge, how- 
ever, was much more fundamen- 
tal. Nowhere in the world were 
auto stocks getting the kind of PE 
multiple (market price in relation to 
earnings per share) that the gov- 
ernment wanted. For instance, 
General Motors quotes at a PE of 
7.85, and back home Tata Engine- 
ering gets 16. However, in Maruti's 
case, even after it was decided to 
change the share's face value from 
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Rs 100 to Rs 5, the floor price of 
Rs 115 meant that the stock would 
be sold at 27 times its earnings. 
(At the final price of Rs 125, the 
stock got a PE of 30.) 

Stories started circulating in the 
media about the overpriced Maruti 
IPO. Screaming headlines tried to 
dissuade investors, questions were 
asked about Maruti's fiscal health 


and the poor performance of some 
of its newer launches. The most 
obvious question was constantly 
raised by the Hyundai official— 
the Japanese car-maker's over- 
whelming dependence on its bread 
and butter Maruti 800. The car 
will be 20 years old later this year, 
and despite a surge in sales in the 
recent past, the 800 was visibly 
showing signs of its age. 

This is where Khattar came in. 
"Once we knew that we were going 
to the public, I had a job to do. It 
was an issue of Maruti's credibility," 
says Khattar. In the space of four 
weeks in May and June, Khattar 
spent entire days in meetings, from 
seven in the morning to 10 at 
night—by his own count some 125 
hours of meetings. And not just in 
India, but also in London, New 
York, Los Angeles, Singapore, and 
Dubai, among others. 

Kotak Mahindra Capital Com- 
pany (KMCC), which had been appo- 
inted as the lead book-runner in 
November 2002, knew it had a 
tough job on its hands, even though 
it had been involved with the IPO 
earlier on. For starters, it realised 
that with the economy slacking, it 
would be difficult for the markets 


OFF TO A FLYING START 


Maruti's challenge is to keep the price up. 
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ections. 
was not entirely surpris- 
ations between Suzuki 
-Gol had been strained 
ce the latter appointed 
.L.N. Bhaskarudu as 
ruti’s MD in 1997. Then, 
.. MUL was an equally-owned j oint 
< venture, and though it was the 
government's turn to appoint the 
MD, the Japanese partner felt 


slighted that it had not been con- 








sulted. A legal battle ensued, with ' | 
















SMC approaching the International 
- Court of Arbitration in London. The 
-off ended when the govern- 
nt removed Bhaskarudu in 1999, 
pointed Khattar in his place. 
e wrangling (besides a 
ng suspension of sales in 
ue to new emission norms) 
ng to take its toll on 
finances. In 2000-01, 
ported its first-ever 
gh the loss was attributed 
' high depreciation and 
iport content of three 
w models (Alto, Baleno and 
. Wagon R), the news was shocking. | 
anised the government into 
putting M: 


















aruti on the disinvestment _ 
list, Sure, Suzuki was keen on getting - 
control of Maruti, but the govern- 
ment was equally determined to ex- 
| tract its pound of flesh. 
- While independent evaluators 
tag of Rs 2,158 crore forthe 
overnment’s 5 0 per cent stake, 
uzuki was reluctant to pay top 
~ dollar. In fact, when the govern- 
ment wanted a “control premium” 
for renouncing its rights to a Rs 
400-crore issue that passed Gol’s 
.25 per cent stake in Maruti to 
Suzuki, the latter offered a measly 
~ Rs 170 crore. It was bumped up 
— .to Rs 286 crore when the govern- 
. ment haggled, and finally to a stag- 
gering Rs 1,000 crore. So what did 
. the trick? According to one insider, 
“it was the emergence of another 








to suddenly absorb a thousand 
rupee issue. Besides, both 
d Gol were pulling in dif- 
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Beginning May, 
criss-cr OSSE 





the SUE. 
and international 
financial centres 


. potential white knight that turned 


-the tables in favour of the govern- 
. ment. That suitor, BT learns, was 


: General Motors, although the Det- 
roit major vehemently denies it. — 
Suzuki also agreed to under- 
write the sale of Gors next lot of 
shares, but there was talk doing the 
rounds that it was trying to scuttle 
the issue. However, in the run up to 
the issue, Suzuki decided to put its 
weight behind the ipo. Says Sanjay 
Aggarwal, Head of Investment 
Banking, KMcc: “People started at 
different positions, but when. it 
came to the crunch, everybody 
came around to a common stand." 
- While that was a welcome deve- 
lopment, it did little to make 
Khattar's job—which was to sell 
the IPO—any easier. Khattar decided 
to hit the road with a vengeance. 
Beginning May, managers from 





Maruti and Suzuki criss-crossed the. 
country and international financial 
centres, drumming up support for 
the IPO. Osamu Gandhi himself 
flew in from Japan to attend. 
roadshows in Delhi and 

Mumba: i in | date ape two 





Uday! : Kotak, Ag oe p 
their team started working 
closely with all three parties, 
and began to leverage the high- 

profile of the deal. The gov- 
ernment, on its part, wanted the 

issue to be available to as many 
people as possible. 

In a moment of inspiration, 
Maruti decided that it would also 
rope in its 150-plus dealers to push 
the PO. Over two-and-a-half-lakh 
forms were sent to the dealers, who 
mailed these to customers (more 
than a third of the retail investors 
were from non-traditional cities). 
In fact, BT learns that a large num- 
ber of dealers also subscribed to the 
IPO as a show of loyalty to Maruti. 
By the time it ended, the issue had 
covered 700 centres in 74 cities—the 
highest for any public issue ever, 

Within hours of opening on 

sE, the Maruti stock climbed 30 
as cent (when BT went to press, - 
the stock was quoting at a strong. 

Rs 174). Khattar, on his part, follo- — 

wed up the PO success by announ- 

cing a 971 per cent jump in net 
profits to Rs 123 crore for the first 
quarter of 2003-04. Sales have also 
rocketed 47 per cent to 1,04 lakh, 

raising Maruti's marketshare from. 

52 to 55 per cent. Needless to say, 

Dalal Street is. upbeat. about the 

new stock. One prominent analyst 

has predicted a 15- 20 per cent gro- 
wth in industry sak 





Ed 








es; which means the 
market could top the 8.5 lakh units- 
a-year mark. And with an installed 
capacity of 5 lakh cars a year, 
Maruti towers over its competitors. 

But for Khattar, all the good 
work of the past few months may 
mean that he has a harder bench- 
mark to bear. E 
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. btcase game 


The Case Of 
Reviving lea 








What strategy could help Longenuff revive sales of its tea brands? Ajay Jain of Goodricke 
Group, Sushant Dash of Tata Tea and Anil Mukherjee of George Williamson discuss. 


done was not clear. At first glance, it was an open- 

and-shut case of the expensive losing out to the 
inexpensive. Longenuff Limited's tea brands were 
priced a good 20-30 per cent higher than the hundreds 
of cheaper packed tea labels available in India. For the 
even more budget-bound, there was loose tea—cheaper 
still—in command of over half the country's market, 
placed just above 680 million kg in 2002. Actual 
Indian tea production was some 100 million kg more— 
as estimated with a 5 per cent margin of error—but this 
was the export challenge, really. 

The domestic challenge was the reason that U. Rekha, 
tea business head, was seated in Longenuff's conference 
room, talking to her strategic advisors. Of the 300 
million kg Indian market for packed tea, the company's 
share had fallen from 38 per cent to 33 per cent (that 
too, in a stagnant market) over three years. Any further 
decline, and its brands' aggregate volumes would slip 
under the psychological 100 million kg level. This 
was a crisis of unprecedented proportions. 

"There's nothing self-evident about the price 
explanation," said Rekha, with characteristic firmness, 
"recession or not." Yes, household budg- 
ets are tight, as research indicates. m 
But every value-for-money 
equation has a ‘value’ side £f. 
to it, and this is what we Ñ 
must address. We offer value, 
and that justifies the pre- 
mium. How is it that 
our brand manage- 
ment processes /; 
are failing to / 
fight commo 
ditisation?" 

Zubin Sethi, 
partner at an in- 
ternational consul- 


Je HOW MUCH STRATEGIC THINKING NEEDED TO BE 





—— 
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tancy, nodded gravely. A brand of tea losing marketshare 
was as serious as a newspaper losing readers. In the sense 
that tea is part of the consumer’s wake-up ritual in a 
peculiarly change-resistant part of the day. Brand shifts 
in this zone were rare, slow and very costly. 

“The portfolio re-jig should re-focus our ener- 
gies, and help us claw back to a share of at least 35 per 
cent...” said Sudhakar Reddy, Sethi’s consultant col- 
league, trailing off. Rekha’s attention was now on 
the new logo for master-brand Beaver Bridge—de- 
signed to signify synergies in nature. Under this logo, 
Longenuff once had only two major brands. Andaaz, 
a unique blend of strong-flavour and subtle-aroma 
leaves, positioned as a ‘convergence’ brand. And 
Satrang, a blend of multiple-sense invigorating leaves, 
portrayed as a sort of ‘debate arouser’. Now, Longenuff 
had brought in a third brand: Aha, with freshly-picked 
garden leaves, to be sold on the freshness platform. 
“Together,” said Reddy, “we can conduct quite some 
orchestra in the market, and it won’t be the same 
old familiar music. The entry of Aha under the same 
master franchise would have to manifest itself in all the 
three brands. Same flavour, fresh expressions.” 

“Sure,” said Rekha, “the research indicates 
nothing amiss with the blends in them- 
\ selves, but we have still altered them 
= — slightly to distinguish the 
— aromas and sharpen the 
a sub-brand experiences. 
The packaging is okay, 
though minimal 
à  contemporisation 
could serve us well, 
especially on new 
delivery formats 
such as tea-bags, 
aimed at the 
convenience 
segment." 


HOME BASU . 





“The prices...” went Reddy. “That’s alright, 
consistent with our tea market strategy. All the 
ns have been minutely calculated to meet our 
objectives. Rivals may be sacrificing margins 
th, but Longenuff will not, and that’s that. 
in the business of generating price-inelasticity. 
the variable under discussion.” 
hat brings us to product benefit reinforcement,” 
aid Sethi, breaking his silence. 

(0007 e Yes, benefits, but who said anything about reinfo- 
^^ 7 rcement? Focusing attention on benefits is a step above 
. inserting words like ‘freshness’ into some marketing 
template to be filed in some computer database. But 
only a step above. I want involvement. I want dedica- 

tion. I want passion, " announced Rekha. 

"T agree," sighed Sethi, "over-systemisation turns 
-company robotic, the surest way to lose touch 
those people out there who get. . 
ty morning—their heads full of Bes 
n—for their tea.’ 
have to re-engage this perso- 
ekha, “and I suspect half- 
s won't do. Getting 450 mil- 
e in tune with us is a daunt- 
E but all it means is that 















































E eee a ‘lane tha aaa gives us genuine cre- 
e. pose control of the brand's destiny." 
un | Sethi, who had Ppor a career advisin g businesses to 








nds: ssinnilating what he pon just heard fiom a top 
Longenuff executive. Then, tentatively, he asked, just 
to make sure, *So, are we talking of a new kind of 
freedom for the ad agency?" 
—. “Agency, why just the agency?" posed Rekha, “I 
am talking about all of us on ‘Mission Tea Revival’. 
lam talking about thinking. independently y. That's no- 
body’ s special prerogative.” 
- 5. Sethi shuffled around a little, his eyebrows narrow, 
E his lips pursed. He was aware that Rekha had grown up 
ona tea estate, studied Renaissance art, and was emo- 
tional about tea. But here she was speaking z with a new 
















ds | there « a management genius. latent ín 


2 | Should Longenuff relaunch its tea brands? 





nd BTCS followed by your comment (not exceeding 160 
cters) to the number 2424. 






final poll results send “BTCS F" to the number 2424 after August 17, 2003 


* Not available with all cellular operators. Regular SMS charges apply. 





$ Focusing attention 
on benefits is a step 
| above inserting words 
E like ‘freshness’ into 
some marketing 
template. But only — 
la step above. 












tionate resources to Rekha's 


i you? Take a crack at the thirty- second interactive BT Case Game. 


Send “BTCS Y” if yes is your answer, to the number 2424 on your mobile. 
nd “BTCS N” if no is your answer, to the number 2424 on your mobile. 


edge, a persuasive sense of leadership with a distinct 
now-or-never tone to it. Almost as if she'd spent an ent- 
ire lifetime for this moment of clarity. 

"It's the way our brands bond with the consumer," - 
continued Rekha, “Is it a mutually stimulating relation- 
ship? That's the question. I want as much thought 
devoted to this—and by the country’s top intellectual 
resources—as we give to every other function in this 
business. | want everybody to fan out and talk, talk, 
talk—talk to people every where, and gather some real 
thoughts. Insights. Not some tick-marks in some survey- 
sheet boxes. Seek fresh-think, not group-think.” | 

Sethi nodded, thought a while, and then spoke up. 
“Iam glad you're saying all this, Rekha, but this — 
could involve a good Rs 35 crore more than the 
original Rs 90-crore consumer engagement budger— 
which is already quite large for a Rs 800 crore busi- 
.. ness. Without a proportionate increase 
Me in sales, our margins would suffer a - 

big hit—and as you’ said, that. woul do 
- mean outright failure." | 
"Does that scare you?" asked 
Rekha. "That's the wrong word, 4 
B replied Sethi, “but if after all this 
effort the Longenuff system 
F spikes anything that’s even 
P". vaguely dramatic, we're both out 

-of jobs, even before any of it gets 
played in the ee You know how it is, with. | 
the succession of tests and checks, the system." — 
"What system? We human beings run this company. D 
Not algorithms. And what tests? Those are just point- 
ers, not idea traps. It all comes to my desk at the end, 
and I make all the line calls—what’s in, what's out” 

"Well, then those lines define the 'box' for these 
guys. Why waste brains doing anything that doesn't 
fit into the box?” posed Sethi, 

"Oh I see..." Rekha paused, sounding mildly hurt, 
"I think we have a serious preconception problem 











. here. When I say ‘think independently’, | mean it. 





Categorically. Let's be crystal clear about this, The | 
lines are made by me—and by a bunch of people like — 
you and me. Not by some lightning flash from the sky.” 


The question: Should Longenuff ue dispropor- 
pan? m — 
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-q— HE IMPORTANCE OF REVIVING THE MARKETSHARE 
and volumes of the Longenuff tea brands cannot 
L be over-emphasised. However, Rekha's push 
for disproportionate expenditure is not justified. 
- Longenuff has various tea brands to support, and 
there is only a small, but by no means unimportant, per- 
-centage of consumers who need to be won over. Thus, 
the figure to be targeted is not 450 million people, as 
.. Rekha implies, since most of them are already loyal to 
-... the brand (the very basis on which Longenuff sells 
. over 100 million kg of tea in the first place). 
Sethi has rightly mentioned that the consumer 
engagement budget is already substantial at Rs 90 
crore, more than 11 per cent of sales. Given the in- 
herent risk to their careers, asking for an increase in 
expenditure would be foolhardy. 
There are plenty of options that can be exercised 
within the current budget. A 





= “A major effort major effort, for example, can 
could be free be made to engage consumers 
sampling and other by way of free sampling and 
- trial methods. other methods of trial, Given 
_ Ideally, company the confidence the marketing 
| employees should team has in the tea brands 
. be present at the new blends, this exercise 


ought to have the desired im- 
| pact. Ideally, company per- 
l sonne should be present at the points of consumer in- 
teraction, to get first-hand feedback. The case game 
does not mention the company's distribution sys- 
tem, but one can assume from the size of the business 
.- that itis big enough to keep the costs of sampling low. 
A1 d short, the existing budget is just fine. 
Nor is there any evidence that Longenuff needs to 
e change its business processes. The case game's con- 
— ... versation does not reveal signs of an autocratic atm- 
—.. osphere in the organisation. Yet, Rekha talks about 
‘thinking independently’, and seems to have an issue 
- with this herself. Perhaps she feels that ideas generated 
i by her may not be implemented, or maybe she feels 
pressured to implement ideas or orders from higher-ups. 
. The Case Game makes very little mention of what 


| interaction points" 
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the competitors are dang, and hehe de videt tea 
market is jd volumes on bs eR Lope seems 


















ing” over its cost is justified. ps 
value at the prices offered by the com 
ever, concedes the possibility 1 tha Lor 
to fight commoditisation. —. ^... 

That line of thinking needs to be 
ther. It may even be necessary 
margins and costs, in the context 
tisation, before a comprehensiv e 
down. This is another reason that 
wise to commit more than Rs. 
process of end consumer engageme 








| Group Product Manag 
Tata Tea 
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OR A BRAND TO BE SUCC ESSFUL, THERE ARE THREE 
routes possible: Innovation, price leadership, 
or emotional leadership. These three routes are 

by no means mutually exclusive. | 
The innovation approach hinges on making a 
proposition to the consumer that the competition either 
cannot or does not offer. In the tea market, its relevance 
is miniscule, given that technological differentials are 





negligible. Not only are entry barriers low, but i in co 


most cases, the consumer, — 
habituated to tea, is unwilling- "For value creation, 
ect with the 


to experiment. Price com- connect 
petition in the FMCG busis 'onsum ler, 
ness is a mug’s game. Cutting . Understandi 








price is not only disastrous eons she thinks i is 
profitability, but also self- the only sustainable — 
defeating. The fact that any |. source of competitive. B 
such price cut can be easily ^ advantage" 


matched by competitors - 





makes matters worse. There's little to be pained: in 
terms of long-term consumer loyalty from such beh- 
aviour either. In Longenuff's case, it carinot match 


the loose tea players on price. — 

So what does Longenuff do? I think Rekha and her 
consultants have got it right. The only way to get the 
value equation right in the tea market is to connect with 
the consumer. Turn advertising i into an investment. 
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$49 V derstanding how the consumer ‘thinks is the 

nly. able source of competitive advantage. If you 
etter than your competition and then use it to 
relationship, you win. That is what one 









require a paradigm shift. Not only must it inv- 
nsumer insights, but also in bonding with 
n on the new platform shortlisted. 

This is easier said than done; for a well established 
id, the task of repositioning would. require heavy 
- media investment. Assuming that Rs 90 crore is the bas- 
| c requirement for sustaining. current volumes and 




















invest the extra sum required. — 
= . The returns in the long term would more than 
oe make: up- dor. current investments M Tongenuff gets 














i ^g case, the chances 





] Dic 2e execution. In Lacon 
are higher as it is a paradigm shift. 

_ W Stakeholder management: Rekha and bici team would 
. . need to convince the board and shareholders the viability 
^ of their strategy and need to spend disproportionately. 


| "MN boards s ypically ope quick fe results.. 

















KÓHERE ARE TWO QUESTIONS TO BE ANSWERED. 
one, should. Longenuff devote dispropor- 
. tionate resources to Rekha's plan? Two, what 
strategy. should the company deploy to revive sales 
? eti its stagnating tea brands? T 
^ First, let's examine the scenario. Longenu£f is los- 
zu ing 1 ma rketshare (38 to. 33 per cent) in a stagnant 

. mark lower-priced players eating into the 
sales of higher-priced ones. What is Longenuff asking 
the consumer? It is askir g the consumer to sacrifice at 
least 20-30 per cent more by Way of tea expenses, over 
-the alternatives. The question is: is Longenuff delivering 
- value enough to offset the differential and more? 
: What, anyway, is. Longenuff. delivering? Under 
aver Bridge, the consumer has a choice of three 
ds of packaged tea. Each of these deliver some 
o of benefit—the. strong flavour and subtle aroma 























: y j| “emotional leader". For Longenuff, however, | 


S “marketshare, the only. option for growth would be to 


combination in Andaaz, multiple sense-invigorating 
leaves in Satrang, and freshly picked leaves in Aha. All 
these are priced at a premium to rival alternatives, and 


the company is clear that it would not sacrifice this 


premium. Yet, in- a market yielding to commoditisa- 
tion, it is equally clear that the company is failing to 
hold on to its market presence. 

The need of the hour is to go deep and disc j 
what the consumer really wants, and. this is notgoing —— 
to be answered by a series of surveys. What also — 
emerges is that ‘there is a serious de a of. prod et 














e company - admite num major gud yb a E k 2 E T. 
That done, Jes; ign row uda Mine dis pro~ | 


soother i in dhe dica arena. 1 Then mai 
require a significantl y larger outlay. 
crore more than the Rs 90 crore bu 
that's already rather high for a Rs 8€ 
ness, This is only an estimate, — 
and Rekha's team would still 
have to present the proposal 
to the company's system of 
checks and tests. 

Now, Longenuff should 
be prepared that the market 
battle would require it to 
change the way it seeks in- . 
sights. The marketplace is 
changing. Every other tea packaging company has 
already offered the customer ‘freshness’, that too, of 
various sorts (waking up freshness, coming home 
freshness, garden freshness and so on), but every ma- 
jor packaging company is also losing marketshare. 
Therefore, while most tea marketers are offering 
freshness, it is not what the consumer is getting-—or 






changing” | 





- perhaps even what he or she is looking for. 


Rekha is aware that s any props : equires "dines 








and, tesi, sain ets ames n k: iarketshare. 


Is she over-estimating herself? The market may be 
stagnant, but there has to be a way to combat the 
slide in share. Producer price recovery may have stag- 
nated, but retail prices of packaged tea have not fallen, 
Proportionate resources deliver proportionate results, 
and in this case, it has been a gradual decline in mar- 
ketshare. Disproportionate allocation of resources will 
break the lacuna, hopefully, and deliver results. f 
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Peter Drucker 
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Gurus’ 


Gallery 


A line-up of 50 management gurus’ thoughts, 
some advice to ambitious new recruits and 
a parable on customer orientation. 


O GAUDY CONCEPTIONS 
to assail the senses in 
this line-up of 50 fig- 


ures, for sure, but that’s not to 
say management gurus are in- 
sulated from the vagaries of 
fashion. Think of the gyan that 
was ‘in’ just seven years ago, 
when John Micklethwait and 
Adrian Wooldridge sum- 
moned their collaborative wit 
to write The Witch Doctors. 
This book, in contrast, 





Fifty Key 


enced by these 50 originals. 
The psychologist and com- 
puter scientist Herbert Simon 
(1916-2001) makes an ap- 
pearance for ‘bounded ratio- 
nality—by which companies 
behave sub-rationally because, 
not being omniscient, they’re 
forced to operate on imper- 
fect information. Charles Bab- 
bage (1792-1871) is a surprise; 
not for heralding the age of 
logic gates in business, but for 


tries to be biographical and drawing the link between qual- 
encyclopedic rather than de- Figures In ity, branding and customer 
constructive and analytical. Management loyalty. Max Boisot (1943-) 
It seems motivated, moreover, is another revelation; again, 
by the historian-author’s ob- Morgen Witzel not for pointing out the need 
servation that “managers per- Roli Books Pvt Ltd of knowledge to turn data into 
versely refuse to acknowledge PP. 319 information, but for the ana- 
their own heritage” (again, Price: Rs 395 lytical implications of knowl- 


like fashion, or music). So 

Morgen Witzel makes up for 

that by tracing the term ‘management’ 
to the Latin ‘manus’, and ‘laissez faire’ 
to Lao Tzu’s ‘wu-wei’, and offering a series 
of guru sketches that do just enough to 
kindle interest without going too far into 
anyone’s mind—or even exposing intel- 
lectual influences. It’s everyone else, pre- 
sumably, who must knock knees to the 
floor and fess up to having been influ- 
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edge slotted into a two-by- 

two matrix with codi- 
fied/uncodified and diffused/undiffused 
knowledge as parameters. 

Much of the stuff that has long passed 
into B-school cliché-dom is there too. 
‘Know thyself, know thy enemy’, as Sun 
Tzu (4th century BC) told followers. Just-in- 
time delivery chains and ever-striving 
kaizen, as Toyoda Kiichiro (1894-1952) 
taught Toyota. Task subdivision and 


is 





efficiency, as Frederick Winslow Taylor (1856-1915) 
systemised operations. The hierarchy of needs, as 
Abraham Maslow (1908-70) etched it, food and sex at 
the bottom and self-actualisation on top. 

Other widely-discussed notions are there too, 
though the debate on these is far from closed. Feedback 
loops, for example, as Jay Forrester (1918-) analysed 
them, laying the ground for other proponents of the 
"learning organisation'. Business defined as market- 
ing, as Philip Kotler (1931-) crystallised it, as the all-en- 
compassing role of satisfying consumer needs better than 
competitors. Strategy as an intuitive art, as Kenichi 
Ohmae (1943-) urged it, something requiring insights 
beyond the reach of conscious analysis. The four basic 
ways to attain competitive advantage, as Michael 
Porter (1947-) portrayed it, depending on whether 
you differentiate or contain costs and whether you 
target a niche or mass market. Not to forget the ‘lib- 
eration’ management of Tom Peters (1942-) and ‘par- 
adox' management of Charles Handy (1932). 

Of the book's business figures, William Lever 
(1851-1925) stands out for opposing competition. 
The piece on Henry Ford (1863-1947) fails to explain 
why writers of Aldous Huxley's stature took such a lite- 
rary aversion to his principles. The chapters on the 


Wintel whizes Bill Gates (1955-) and Andy Grove 








(1936-) are profoundly disappointing; while Witzel 
takes up flat organisations, strategic flexibility, survival 
paranoia and inflection points as themes, he remains 
insouciant to their individual motivations. 

Good point for Peter Drucker (1909-) to make an 
entry, a thinker who did more than just emphasise res- 
ource optimisation and steadfast goal-orientation. 
"There is only one valid definition of business pur- 
pose: to create a customer," proposed Drucker, arguing 
that efficiency was not enough, business had to be cre- 
ative—it had to result in value greater than the sum of 
resources put in. He put the ‘thinking’ in management, 
and with a purpose too. “Wealth and freedom, for 
Drucker,” writes Witzel, “were necessary co-equals.”. 

Of the oblique criticism that Witzel tentativelv 
employs, perhaps the most valid is that of media- 
favourite Marshall McLuhan (1911-80), who was too 
technology-dazzled to appreciate the “penetration of the 
written word" before Gutenberg's printing press. 

Valid, but hardly original. 

Funny, isn't it? Almost as if concealing the origin of 
a Big Idea—especially from the East—is what the 
game's all about anyway. But hey, a free input is a free 
input. Nobody's got a copyright on, say, the sixth 
note of the musical octave. Play on. 
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COUNSELLING 


Help, Tarun! 


| have recently joined as assistant manager at a small 
garment manufacturing company. My manager and many 
employees working under me are new as well, and | feel 
that none of us really knows how the unit works. My job 
objectives and my manager's directions are vague. | am now 
considering switching jobs because | feel | am wasting my 
time here. But | really don't want to leave as | am not a 
job-hopper. What should | do? 

You need to discuss the matter with your manager. Tell 
him that you are unclear about your job objectives. Ask 
him if he too feels that way. You can then try and find 
a solution together. Ask him to talk to his seniors and 
chalk out clear-cut job objectives for all of you, incl- 
uding himself. Since the company you are working in 
is a small one, there are likely to be very few bureau- 
cratic hurdles to your being able to do so. Such a 
course of action will help make things a lot clearer. If 
that does not work out, you should start looking for a 
new job without wasting any more time. 


| am a mid-level shop-floor executive at a large music 
retail store with two years of experience in sales. When | 
joined the company at the time of its launch, my career 
prospects looked good and | was promised increments 
every six months. All was well for a year and a half until 
the company put its expansion plans on hold. It was 
then that things started to go sour. Since I’ve attained some 
expertise in my work and have developed a liking for it, | 
don't want to quit music retail. But the general slump in 
the music industry seems to have botched my chances. 
What should | do? 

Hitching your wagon only to music may not be a wise 
move as tbe skills are transferable to otber retailing as 
well. This is particularly true in your case since you seem 
to be very confident about the knowledge of retailing that 
you gathered during your tenure with this company. 
However, if you want to stay on in the music industry, 
you could try taking up a job in a company that produ- 
ces and distributes music. You could also try radio and 
music television and could land a sales job with a 
music company. 








Since 1997, | have had a phase of instability in my career 
with frequent job changes caused by downsizings, market 
crashes or companies closing shop. Prior to that, | had a fairly 
stable employment history. My unstable employment phase 
is now working against me when | want to go in for senior 
positions that are vacant in the industry. What would be the 
best way to present my unsteady employment history to 
prospective employers? 

The best way to deal witb tbe situation you are faced 
with is to explain to prospective employers that the 
unstable phase of your career was because of conditions 
beyond your control. Most employers will understand 
and accept your explanation. Yet, there will be some who 
would find it difficult to recruit a person with such a his- 
tory. But if you are able to explain to the interviewers 
that your job-switching has been more due to compul- 
sion than choice, you can still convince the most scep- 
tical of recruiters that you would make a good employee 
given the right work environment. 


My colleague has trouble understanding instructions and per- 
forming basic duties and he gets defensive whenever anyone 

offers help. But his inability to perform well is affecting the 
overall performance of my section. My manager has hinted 
strongly that | will be promoted to the position of section 
supervisor soon. How can | make my colleague realise his 
shortcoming without coming across as ‘bossy’? 

Your promotion is still merely a hint, you baven't yet 
been given the job. It is very important for you to re 
member this while dealing with your colleagues. While 
it is your duty to point out your colleague’s shortcom- 
ing, you have to be careful not to hurt his pride. Take 
him out for coffee and tell him that you are willing to 
help. It could be that he has some problems and if he 
feels comfortable, he may share them with you. If this 
happens, you would be genuinely helping him. But if you 
are trying to improve the situation only to make things 
easier for yourself later and this person senses that, it will 
only worsen the situation—you will come across as 
bossy and selfish, not just to him, but to the other 
colleagues as well. 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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| iberalisation of the liquor industry offers a new high for 
FMCG and event management executives. 











IQUOR INDUSTRY IN INDIA, TILL RECENTLY, WAS NOT A SECTOR THAT 
attracted the best of talent. This was because the industry had to con- 
tend with a host of constraints that the licence permit raj imposed 
upon it. Tamil Nadu, for instance, did not allow the sale of locally bottled 
international brands. Post liberalisation, things have started to look up. 
Liquor, a state subject, is slowly emerging from the cabinet, on to the side- 
walk. With the removal of some of its shackles, the industry has grown at 
almost 10 per cent over the last five years. Some of the bigger players of 
the industry have set their sights on becoming global players; us already 
- sells in 52 countries. Many states have begun to realise that the liquor in- 
dustry is a lucrative source of revenues; Karnataka is toying with a sub- 
.stantial reduction in pricing and accessibility for the consumer, Maharashtra 
now vends the "bottled in origin" brands off the shelves and Tamil 
Nadu, Andhra Pradesh and Orissa are in a liberalising mode. All this has 
created a demand for people with entirely different skill-sets than before. 
_In the liquor industry, most of the new white collar jobs are coming up 
in marketing and manufacturing. People with specialisation in areas such 
as brand-building, retailing and distribution are sought after and the 
industry retains its allure for high-rolling executives in quality and supply- 
chain management. Says Srikant Illuri, CEO of Allied Domecq: “Experience 
in merchandising, promotions and event management will be at a premium 
in the times to come." While those with relevant experience can always 
«e their mark in this sector, an MBA in marketing will become increasingly 
. necessary for most senior management positions. Surrogate liquor ad- 
vertising, the most visible area of the industry, demands people with 
good communication skills. In addition, there will always be a demand for 
people with expertise in areas such as finance, administration and HR. 
Says Anand Shukla, Director (HR), Shaw Wallace, “The need of the hour 
is to attract talent from pull-driven industries such as FMCG.” Food tech- 
nologists and microbiologists with B. Tech, a PhD or a masters degree in 
. microbiology or related fields are much sought after. For people with the 
right qualifications, there are no limits to what they can achieve in this high- 
growth sector. 
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Log on to JobsAh 
Over 1,00,000 jobs! 6,000 companies! 
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Tide acus to EMMC MMI assessment, Should hast d 
implemented QMS, Should be able to interact with certifying 
cies and also close the audits Job Code: 182306 


BEDDED R'Tos 

: Computer Services Ltd 

€ applicant should have good working knowledge in Embedded 
anology and hands on working on any RTos preferably Vx works. 
xedded. Software Development, Strong Assembly and 'C' and 
-+ languages. Strong Vx Works experience in board Support Pack- 
d velopment .Must have worked on Intel 32bit architecture. In- 
facing PCI, ATA IDE harddrives, SAN , Ethernet interface. 
Code: 184439 











n2k ADMINITRATION 

‘Source India Tech Pvt. kd 

andidates applying for this position must have thorough knowl- 
f WIN2K servet, should have basic experience of NT& LINUX 
er with excellent communication skills, presentable personality 
willing to work in night shifts. Job Code: 184510 








i are looking for sttong Osce /D2k guys/girls for one of our SW 
evelopment projects. Handson experience. Should be able to gen- 
rate forms and reports using Oracle D2k. Job Code: 184304 





Job Code: 184504 
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VC++ PROGRAMMER 
Infinite India 

The applicant should have strong exp. on following technologies. 
Exp in HS,C£, VB.Net, ASP.Net, ADO.Net ASP.VB/VC++,COM/ 
DCOM,COM+, MTS,VBScript/JavaScript, DB concepts: ODBC. 
DB2, XML/XSL Exposure to Web services, Rational Rose, RUP & 
Quality processes Job Code: 184368 


HEAD - APPLICATION BUILDING TECHNOLOGIES 
AIMS 

Key Responsibilities: Ability to manage projects involving complex 
technologies for building software applications. Hands-on experience 
in Designing and Developing Applications using cutting-edge tech- 
nologies. Expertise in current technologies like web-technologies, wire- 


less, OOAD, client-server, n-tier architecture, e-commerce/m-com- 
merce, etc. Job Code: 184533 


SOFTWARE DEVELOPER 

Intelligroup 

We are looking for a SAP PS consultant for a project at Hyderabad 
Should have at least 2 yrs of SAP PS and one full life cycle implemen- 
tation experience, Will have to go onsite-US for intial 4-6 weeks. 

Job Code: 184491 





NET ENGINEERS 
Theikos 

The Person is expected to Design and Develop web based application: 
and systems. Two to five years of development experience with atleast 
1 vear with VB.NET, XML, SOAP, ASBNet, Web Environment and 
Web Services. Job Code: 184121 


PROJECT LEADER 

BrightSword Technologies Private Limited 

The candidate should possess knowledge and project experience ir 
IVR and Telecom Billing Cycles. Should possess a complete under 
standing of SDLC, client and team coordination and documentatior 





i areer that makes you smile... 
We have a feb for youl Over 1,00,000 jobs, 6000 companies. 
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COMMERCIAL MANAGER 

Atcom Technologies Lid 

Will be responsible for handling all stockists accounts, for dealers ac- 
counts, dealers incentive and performance scheme, for handling accounts 
of direct and indirect sales executives, accounting for installment sales 
and credit sales and will be leading the entire sales account function 


fob Code: 187687. 








Services Pye. Lid 

ed or Recently qualified CA is required to work in some of 
; owin 2s ateas as may be decided from time to time : MIS Report- 
ing, Costing, Cash Flow Management, Budgets, Financial Review and 
Analysis, Organisational Internal Control Systems Review and Docu- 
mentation, ete Rh Code: 180751 











NC R Cusen ation India Pvt. Lid 

Th ie Tax Analyst would be responsible for preparing and supporting 
the Tax Manager in ensuring local tax compliance, local tax accounting, 
Corporate Tax reporting, local tax update and advice, local tax audits, 


ocal statutory reporting etc. Job Code: 185320 






COUNTS EXECUTIVE . 









, C 
Fusions Online India Pvt. Ltd 

duate with good communication, knowledge to handle the follow- 
responsibilities in a software development firm : Passing day to day 
accounting entries in Tally 5.4, Iwfx , Handling Pettycash, Visits to bank 
for cash withdrawals, Maintaining Salary Register, making salary slips, 
ic. Job Code: 186659 











ACCO UNTS EXECUTIVE 

Cafe Coffee Day 

Graduate in Commerce with 4 years of experience or CA / ICWA 
nter with 2 years of experience. Should possess working knowl- 
:dge in Microsoft Excel and Tally 6.3 version. Candidate with expe- 
dence in retail industry would be preferred. Job Code: 183470 





Log on to www jobsahead.com/jobstoday and type the Job Code 


‘Better Job , Belfer Life . 


































INTERNALAUDIT.AM 
KVR India Associates 

The petson should preferably be from Audit firms / Manufactu: 
ing unit, A lady would be preferred, would be responsible for S 
tem and procedure audit, transactinal audit, physical verificatios 
cost reduction /wastage control. Job Code: 186637 
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BUSINESS ACCO 
Cargill : 
Should be ICWA and would be responsible for Direct charge o£ 
export accounting including direct exports, Financial planning t 
gauge the fund requirements , plan working capital requirement 
and manage efficiently, Effective cash flow planning, Profitability 
analysis for all 3 business segments ete Job Code; 176008 


ACCOUNTS EXECUTIVE 

ANG2 IU Solutions 

The person would be required to Manage Branch Accounts, di 
Invoicing, Manage Outstanding Statement, Follow-up on Colle : 
tions, Office Admin, Make all Payments (Rent, Bills, Taxes, Ex 
pense Vouchers, etc.), Maintain Petty Cash Job Code: 186437 








ACCOUNTANT 

Shalina Laboratories Lad 
Preparation and maintenance of accurate accounts of the branch. 
Accounting - Maintaining proper bank and cash accounts and r 
onciliation etc., MIS - Monthly and yearly sales analysis erc., Budge 
preparation and control, Cost Control, Costing of imports an 


local purchases, Inventory Audit Job Code: 185257 


MANAGER- FINANCE 
EPS Technology 

Handle Finance Operations across India and abroad, Interact with 
clients and vendors, Planning, Budgetting and implementation of 
processes, Streamline accounting processes and procedures. 


Job Code: 183565 


Over | 6000 ) employers are searching for you... 
Post your resume for FREE and increase your viibility 





HIR JOBS 


/she should have exposure towards Contract Staffing, should be a 
t-savy person, well versed with Internet-searching, searching on Job- 
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ategic planning & budgeting for recruitment through various 


apact M nt And Personnel Services 

ie candidate will be responsible for handling all the gamuts of HR 
a leading financial services organisation and will be reporting to the 
OO, Full time MBA's from good institutes with good leadership 


1d communication skills from a financial services organisation need 

















uiters and one personnel admn person will report to the Manager. 
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To Apply to these Jobs: Log on to www.jobsahead.com/jobstoday and b ype the Job Code 

















EXECUTIVE - HR/IR 

KYR lodia Associates ] : 

Should be MSW/PGD/MBA in Personnel and IR, Job entails 
recruitment of ITI workers / apperentices, sport activities, co-ordi- 
nation of IR trainees for apperentices, knowledge of labour law 
and PC proficiency is essential. Job Code: 183190 


HR EXECUTIVE TTE ‘ 
TYS Electronics Limited | | 
Degree/ PG in HR - MBA preferred, The aggregate percentage of 
marks in the qualifying examination should be >=60%, Should 
have a relevant experience in preparing and implementing HR poli- 
cies & in implementation of PCMM , HRIS , Personnel Admin etc. 
Job Code: 182994 





ASST MANAGER - RECRDITM 
Net Business Solutions 
Candidate should understand latest technologies and should be 
able to profile resumes, strong networking with software profes- 
sionals and head hunting capabilities is a must, should have an 
understanding of Onsite Consulting business and demonstrated 
recruitment experience. Job Code: 168002 


SR. MANAGER- HR 
Aptech Lid. 

MBA in human resources/MA (psychology) with around 8+ years 
of experience having exposure in the areas of Recruitment, Training 
and Organization Development. Job Code: 179669 





HEAD HR 

Hero Corporate Services Lid | 
As a HR head you will report to the CEO and undertake various HR 
related activities in the areas of Effective Recruitment, Induction, 
Training, Performance Management, Retention, Employee Relations, 
People Practices, also benchmarking within and across the industry 
for HR practices Job Code: 183770 — 
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Better Job , Better Life . 


Are you ready to lead 


from the front ? Apply to 


Senior Management Jobs... 





SENIOR MANAGEMENT JOBS | 


To Apply to these Jobs: Log on to www.jobsahead.com/jobstoday and type the Job Code 


DIRECTOR OPERATIONS 

Career Cruie 

The position reports into the Business Head based out of the US and 
to the Country Manager India. Each industry specific business unit 1s 
estimated to be about 2000 people strong. Will be fully accountable for 
client relationship, operations, delivery and quality. The position has 
Ppportunities to grow into profit centre roles as centre heads or within 


the business unit itself. Job Code: 188334 


Dy. GM 


Sorix Solutions 

The incumbent should be statutory audit, tax & cost audit, Finance & 
account, budget MIS, corporate finance, strategic planning & manage- 
ment, treasure functions, financial controls, project financing & working 
capital limit. And he shall be responsible for general & complete opera- 


tions. Job Code: 178940 


CHIEF OERATING OFFICER 

Proactive Corporate Services Pvt. Ltd 

Incumbent should have the capacity to manage and grow the organiza- 
tion independently, should be capable of delivering agggressive top 
and bottomline results within the existing market scenario, well versed 
with finance, accounts, budgeting, costing and commercial functions 


Job Code: 178519 


r 

HEAD - DSL 

Connections Management Private Limited 

You will be responsible for ROI and revenue from a product category, 
which includes solution in product design, positioning, pricing, and 
promotion. Candidate should be from relevant / Telecom Industry, 
handling similar responsibilities. Job Code: 185309 


MATERIALS - HEAD 

Q MART 

He would be overseeing and co-ordinating all activities relating to pro- 
curement of quality material, implement latest materials management 
techniques, Identify e-business opportunities and integrate e-business 
within the existing supply chain. Job Code: 179033 


Send your resume to1000 Placement Conultants within 48 hrs 
Resume Blaster - It's Fast, It’s Effective ! 


GENERAL MANGER 

Apex Logical Data Conversion Pvt Ltd 

The incumbent will report to the Board of Directors, secondary 
reporting is to the VP of the US based foreign collaboration com- 
pany. As GM, you will have bottom line operational respi sibility 
for our exisiting unit including Production, Human Resource and 


Finances. Job Code: 174410 


SALES HEAD-EUROPE 

Elixir Web Solutions 

The candidate shall be responsible for creating and developing a 
market for the company's offering in Europe, He/She is expected 
to meet the sales targets, successful implementations in the region, 
initiate, align and manage business relationships with strategic di- 
rect accounts in the region Job Code: 185880 


PROJECT TEAM LEADER 

British High Commission 

The Project Team Leader will be responsible for leading the BHC 
Project Management Team, comprising 5 People, making and main- 
taining a range of coritacts, and identifying and building relation- 
ships with good quality, long-term Project Partners etc. 


Job Code: 186106 


CHIEF EXECUTIVES 

KVR India Associates 

The incumbent must be an Engineering Graduate having extensive 
experience in Glass Industry. Presently you must be atleast be at 
G.M. level position in reputed company. The compensation í /ffered 


is Rs. 12-14 lacs per annum. Job Code: 172657 


DIRECTOR/COORDINATOR 

WWE India 

Candidates selected will be responsible for taking forward existing 
and fresh initiatives of the org and implementing them on an all- 
India scale. A forward looking aptitude, resourcefulness and initia- 
tive are desirable aspects of the candidates. Job Code: 173835 


Better Job? Better Life" 
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UVMVd “DO AVdHYAGC AT SHdVHNDOLOHd 


53 schools and colleges, 30,000 students: Every building you see is an educational institution 


R. RAMDAS PAI IS A STOCKY, SELF EFFACING 

and taciturn 66-year-old, who looks 

every inch what he is: A relatively 

well-heeled, middle-aged gentleman 

from western Karnataka. There’s noth- 

ing to suggest that he is, at once, the de 

facto emperor of a small town, India’s most successful 

(and, arguably, its richest) educationist, and the man be- 
hind a large educational empire. Pai is all that. 

Manipal (74°46' E, 13°20' N) lies 400 kilometres 

north-west of Bangalore, a small town tucked in the 

Western Ghats and it would have probably remained 
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just another beautiful village overlooking the Arabian 
Sea had it not been for one family, the Pais. Dr. Tonse 
Madhav Anant Pai (father of Ramdas Pai) was a physi- 
cian by qualification, but a banker at heart. He founded 
Syndicate Bank, which was later nationalised and is to- 
day among the 10 largest psu banks in India. It is as the 
progenitor of a chain of educational institutions, how- 
ever, that he is remembered. 

Rainy Manipal—it received some 280 cm of rain last 
year and has already got 200 cm this year—boasts 
some 53 schools and colleges, 30,000 students from 32 
countries, and 3,000 instructors and administrators. 
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From usual suspects such as engineering, medicine, and 
management to nursing, communication, even jour- 
nalism, there's a course for everyone at Manipal. And 
the Pais, whose corporate entity is called the Manipal 
Group own it all: Of the 1,000 acres of land that 
constitute the town of Manipal, they own 700 acres. All 
told, the group's revenues from its educational institu- 
tions could range from anything between Rs 600 crore 
and Rs 750 crore. Ramdas Pai himself is loath to put a 
number to this, and argues that the Manipal Group runs 
its educational institutions more as a “service”. “Thanks 
to the medical colleges (there are five in all), Manipal has 
hospitals such as Kasturba Hospital, Shirdi Sai Baba 
Cancer Hospital and Dr. T.M.A. Pai Hospital which be- 
tween them have over 7,000 beds and serve the de- 
serving from villages around the town." 

The Manipal Group's schools and colleges have alw- 
ays followed a unique self-financing model. Simply 
put, that means admission is on the basis of merit and 
ability to pay. Today, 25 per cent of the seats in all ins- 
titutions run by the group is set apart for NRIs (non-res- 
ident Indians) or PiOs (people of Indian origin) like 
Vikram Rathore, a second-generation American and a 
student of medicine. “The cost of my studies have 
halved and I am picking up Indian cultural nuances 
which my family is keen on," he says. Then there are 
foreign students like Mohammed Bakr, a Malaysian 
pursuing a course in dentistry. Students who fall under 
any of these categories are charged a tuition fee that is 
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EDUCATION'S ENTREPRENEUR #1 

Ramdas Pai of the Manipal Group is, 
arguably, India's most successful (and 
ic ye 


typically four-times what Indian students pay. For in- 
stance, an NRI student of medicine shells out $12,000 
(Rs 5.65 lakh) a year. Pai hastens to add that this does- 
n't mean students can buy their way to a degree in 
Manipal. Popular perception has it that they can. “Last 
year, the cut-off for our medical colleges was 92 
per cent," he gloats. *My own son, who scored 78 per 
cent had to go elsewhere to study." 

The town's other residents (some 20,000 of 
them) aren't complaining. Thanks to the Manipal 
Group, the town has a cosmopolitan profile and a 
booming economy. For the past 20 years Ganapathi 
Bhat has run Shanta Hotel, a Manipal eatery 
famed for its Bunn (made out of mashed and deep 
fried bananas mixed with atta). “If not for the 
educational institutions,” says Bhat, who does Rs 
1.2 lakh of business every month, “Manipal would 
be nothing.” “It is money from the students that 
drives the economy of this place.” There are ad- 
ventitious benefits as well. “We are in the rocky 
hinterland and even agriculture wouldn’t have 
flourished here,” says Vishweshwar Hegde, an 
autorickshaw driver. “Today, if there are modern 
means of transport, communication facilities, and 
banks in Manipal, it is because of the colleges.” 
And the Manipal Group has, on the strength of its 
experience in India, established colleges in 
Malyasia, Nepal and Sri Lanka, “with cumula- 
tive investments of Rs 550 crore”, according to 
Pai. That’s some money, pal. 
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TREADMILL 


Ripped Diet 


O NE OF THE WAYS TO GET RIPPED IS TO 
add a generous portion of car- 
diovascular exercise to your regime. | 
That was what Treadmill talked about -— 
last time. Sensible weight training -7 
combined with a nice dase of cardio 
equals lean, ripped body. Provided 
you follow a sensible diet. It's a no-brainer that everything 
about maintaining a good weight and lean muscles depends 
not only on how you expend your calories but also how 
much you take in. That's why diet is an important part of 
any exercise regime. Many people tend to overlook that and 
figure that since they're working out, what they eat hardly 
matters. They couldn't be more wrong. 

First off, let's begin with a simple question. How many 
meals do you eat in a day? If your answer is three or less, 
everything's wrong with your diet. Break your meals into four 
or, better still, five meals a day. Eat smaller portions but 
spread your eating pattern across the day. That helps the 
body metabolise food more easily. A typical meal schedule 
could be breakfast at 8 a.m., followed by a small meal at 11 
a.m., lunch at 2 p.m., an evening snack at 5.30 pm and 
dinner at 8 p.m. If you can squeeze in a fruit break between 
the evening snack and dinner, all the better. 

Now for the toughie. What do you eat at all these 
meals? The idea is to keep a good balanced diet going 
through the day. A good mix of carbohydrates, proteins and, 
well, fat. Also, it's good to keep your meal pattem like an inv- 
erted pyramid. A big (not heavy!) breakfast, a big lunch and 
a small dinner, with tiny snacks in between. A friend at the 
gym calls those tiny in-betweens "boosters". He's 38, in good 
shape and works out four days a week. Here's what he says 
he eats. Breakfast is 2 slices of toasted wholewheat bread, 
1 egg white omelette cooked in olive oil, a glass of low-fat 
milk. This is followed by an in-between of around 10 
grams of fresh bean sprouts. For lunch, he has 2 rotis (or a 
cup of rice), da/, lots of green salad (sans dressing) and a cup 
of lightly cooked vegetables. The next in-between booster is 
a couple of wholewheat cookies and a glass of milk and 
some fruit. For dinner, my ripped (yeah, he's really ripped!) 
friend has a soup, two rotis and 100 grams of chicken. 

Dull diet? Well, if you say so. But then if you really 
want to get ripped, you have to work for it. Oh, and lest 
you lose faith in all this, here's a secret that | didn't 
mention before. You can go on a binge once a week. 
Yes, bring on the pizzas and that case of beer. But re- 
member, just once a week. 
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Y MOBILE PHONE TOTING 
colleagues are not going 
to like this, but I can alw- 


ays risk facing the sneers for the 
benefit of you, Constant Reader. 
Sharing the office with well con- 
nected journos whose mobiles are 
buzzing 24x7 can be hard on the 
ears. As someone who’s never used 
a mobile phone, it is difficult to 
understand the need for a raunchy 


KANWAR S. BHUTANI 
MD, Tupperware India 


RINGTONE: Tampo and ani- 
mal sounds. 


Bollywood “item” number ring- 
tone. “But they reflect your 
personality,” assures a friend 
whose campy ringtone would bef- 
it a Rajnikanth PE drill dance 
number. If journalists had such 
ringtones, I was sure our better- 
heeled honchos would, too. And 
curious to see if my friend's ring- 
tones-and-personality argument 
had any truth in it, I turned to Dr. 
Sanjay Chugh, a Delhi psychiatrist. 
Whenever the lilting A.R. 
Rahman melody Thenmozhiye... 
from the Tamil flick Mudbalvan 
starts playing on his mobile, C.K. 


Ringside View 


India's mobile boom has been well documented. But nobody 
could imagine the sonic perils that have accompanied it. 
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Ranganathan, 42-year-old MD of 
CavinKare, knows who’s on the 
other side of the line. It’s his wife 
Thenmozhi. Ranganathan records 
a new song on his Nokia 7210 
virtually everyday. “It’s so boring to 
have the same straightforward 
ringer. There has to be something 
new in life every day," he gushes. 
His current favourite is the song 
Apple Penne from the movie Roja 
Koottam. According to Chugh, 
someone with a penchant for filmy 
stuff is typically a man-in-a-hurry 
and ambitious. Having given the 
FMCG Goliaths a run for their 
shampoos, Ranganathan sure is an 
ambitious David. 

Jamal Mecklai the 53-year-old 
CEO of Mecklai Financial and 
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MAL MECKLAI 


CEO, Mecklai Financial & 
Commercial Services 
RINGTONE:Beethoven’s 
Ninth Symphony 





Commercial Services has a 
Beethoven’s Ninth Symphony 
ringtone. He believes ringtones 
should be amusing, not jarring. 
The doc’s verdict: he’s the kind 
who drinks single malts, plays golf 
and drives a mid-sized car. But in 
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Mumbai Mecklai is famous for 
his champagne and vada-paav dos 
on Union Budget days and his 
colourful wardrobe. 

Kanwar Singh Bhutani, the MD 
of Tupperware has a rooster crying 
cock-a-doodle-doo from his mobile 
to wake him up and when some- 
one blacklisted calls, there’s a dog’s 
bark that sounds. For other not-so- 
unwanted callers he has a fast beat 
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C.K. RANGANATHAN 
MD, CavinKare 


RING: Tamil movie songs. 





called the Tampo. “I like flashy 
things,” says Bhutani. 

B. ‘Nary’ Narayanaswamy, 
ED, Indica Research and a car- 
natic music buff, prefers to create 
his own ring tones. “My favourite, 
is a composition by Thyagaraja 
in raga Mohanam.” 

Finally, I asked the doc about 
the traits of those noble souls who 
use the vibrator mode for their 
phones, he said: “The vibrator is 
more of an irritant to themselves. 
They are fence-sitters who aren’t 
sure about their decisions.” May 
their tribe grow. 

T.R. VIVEK AND DIPAYAN BAISHYA 
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ANIL NANDA: It’s never too late 


Victor’s Loss 


ANY IN THE COUNTRY CONSIDERED VICTOR MENEZES, THE 

3-year-old Senior Vice Chairman of Citigroup to be the next se- 

rious candidate to enter the rather small pantheon of global Indian CEOs. 
All such hopes were dashed when Chairman Sandy Weill named 
Charles Prince the next CEO of the world's biggest financial services com- — 
pany. With age not on his side, the 1T-Mumbai alum probably has had - 
his final shot for the top job. 


VICTOR MENEZES: An opportunity lost 


VUHAN NVAIA 









Freedom At 51 


E USUALLY NOT THE AGE TO BEGIN LIFE AS AN 
entrepreneur . But try telling that to Anil Nanda. The 51- 
year-old Vice Chairman and MD of Escorts Group is trying 
to come out of big brother Rajan Nanda's shadows by buy- 
ing out the promoters' stake worth nearly Rs 21 crore in the 
group company Goetze India. When Escorts decided to re- 
structure its businesses, the Rs 400-crore auto compo- 
nents maker Goetze didn't fit in the scheme of things. For 
Nanda it was also a decision driven by sentiment since he 
had started his career as a rookie manager at Goetze in 
1975. And the company also marked Escorts' entry into 
manufacturing in 1954. “I’ve been keeping a low profile for 
a long while but it's time to start something afresh and get 
more vocal about it,” says Nanda, who's also a self-trained 
fashion designer. His AN label of jeans is sold by Gautam 
Singhania’s Be: fashion chain. Now, with a company he can 
call his own, he’s free to design his own course. 





Retained in Retail 


F YOU EVER HAPPEN TO ASK RAVI S. DEOL HIS GOLFING 

handicap, this is what you are likely to hear: “It’s something 
between a cappuccino and a mocha (the cost of these con- 
coctions at Barista is Rs 20 and Rs 30 respectively).” That bei- 
ng the case, it’s difficult to see Deol, who was till recently 
Barista’s MD, selling anything other than coffee. But after 
speculations that he’d help Starbucks set up shop in India, 
Deol made a surprise move to head the O.P. Lohia-pro- 
moted Indo Rama Synthetics’ new grocery and food retail 
venture. We hope coffee’s loss is grocery’s gain. 


RAVI S. DEOL: Retail is his cup of coffee 








Bail-out Dea 


I? A RISK THAT SOMEONE LIKE UB GROUP'S CHAIRMAN VIJAY MALLYA HAS 
to undertake for wearing his flamboyance on his sleeves. When 
Mallya's chopper crash-landed in northern Karnataka, during his 
whirlwind political tour in the state, he termed his escape "miraculous 
and providential”. A trained pilot himself, Mallya says the incident has 
made him turn even more spiritual. “One of the first things I did af- 
ter checking on my co-passengers and getting treated for injuries was 
to visit a local temple to offer prayers,” he adds. We aren’t sure if the 
Art of Living course came in handy, but nonetheless, Mallya seems to have 


struck a covenant with someone up there. 


uru 


ex 


RAJAT GUPTA: Once a guru, always a g 
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Canada Calling 


NTERNATIONAL ACCLAIM FOR INDIAN WRITERS ISN'T 

new. But now it’s a publisher’s turn. David Davidar, 
the 44-year-old CEO and Publisher of Penguin India, will 
take over as the Publisher of the firm’s $80-million 
Canadian arm from 2004. Under him, Penguin India has 
become the biggest English language publisher in con- 
tinental Asia. “Canada will give me new perspective on 
international publishing, but my association with India 
will continue as a Director on the board,” says Davidar. 
He’s said that his second book could be set in Mumbai, 
but maybe it'll have a bit of Canada as well. 


DAVID DAVIDAR: Off to maple-leaf land 
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VIJAY MALLYA: Fate on his side 


The Guru At School 


HILE HE WAS HEADING THE WORLD'S BEST KNOWN 
M consulting firm, Rajat Gupta never passed up an 
opportunity to hardsell India. That's one of the reasons 
why he played a vital role in setting up the Indian 
School of Business (iss). Now, two months after step- 
ping down as McKinsey's MD, the irr-Delhi-Harvard B- 
school grad will be back in India to preach what he 
practiced. Along with Infosys Chief Mentor N.R. 
Narayana Murthy and former RBI Governor C. 
Rangarajan, Gupta will don the mantle of professorship 
to develop and teach modules on ‘Competitive 
Strategies in the Global Market’ at isB.. Surely, get- 
ting into ISB is worth more than ever. & 


CONTRIBUTED BY SHAILESH DOBHAL, 
VENKATESHA BABU & T.R.VIVEK 
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AMITY 


LEADERSHIP 
m CORNER m 


If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY [sz 


BUSINESS SCHOOL 


THE NO.1 PVT. B-SCHOOL IN INDIA 





Website : www.amity.edu 
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UMESH GOSWAMI 


Perseverance Pays 


ANIL K. KHANDELWAL, Chairman, BOB Housing Finance 


EADERS ARE STRATEGIC INDIVIDUALS WHO 
make significant difference to the susten- 
ance of organisations. It is but a good 
leader who has the ability to turn around the 
future of even a moribund organisation. 
Effective leaders possess certain skills that 
help them lead their organisation to success in 
a competitive environment. The ability to dia- 
gnose current trends in the market, products, 
people and internal processes, and to identify 
‘what is causing what’ makes a good leader an 
effective analyst; a person who can catch the 
pulse of situations. The ability to clairvoy- 
antly architect a future for the organisation is 
the next trait a good leader possesses. The 
ability to connect with people and create a 
vision in their minds for the future of the org- 
anisation, makes a leader a proficient guide. 
Leaders create growth opportunities for their 
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employees and encourage them to contribute 
towards the success of the organisation. The 
ability to demonstrate and execute what is 
possible to achieve, is the last and most imp- 
ortant trait that distinguishes a leader from 
others. Good leaders spend a lot of their time 
on ‘people’ processes: Identifying and groom- 
ing exceptional talents, developing co-leaders, 
dealing with the anxiety and emotions of emp- 
loyees, creating learning opportunities and 
holding interactive sessions with employees 
and customers to gain insights into their prob- 
lems. It is through reflective learning that lead- 
ers transform people and organisations. 

It is difficult even for a good leader to lead 
in dire circumstances. Yet, what sustains such 
leaders is the strength to pursue the agenda for 
change in spite of crises. True leadership is, 
therefore, about perseverance. & 
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Its Honeydew Smooth. 


EVERY GENUINE GOLD FLAKE CIGARETTE BEARS THE NAME Jf 4D.K P6. O NE 
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Digital Reality Creation 

e DRC 1250 

e DRC 100 

* DRC Progressive Mode 
e Wide View Angle 

* High Contrast Screen 
e True Surround 

e Memory Stick Slot 
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KP-FS 57 
MRP Rs.2,26,900/- 
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Digital Reality Creation 


e DRC 1250 

e DRC 100 

e DRC Progressive Mode 
e High Contrast Screen 
e True Surround 





KP-FX 53 
MRP Rs.1,74,900/- 
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Digital Reality Creation 

e DRC 1250 

e DRC 100 

e DRC Progressive Mode 

e High Contrast Screen 

è True Surround d 





KP-FX 43 





* High contrast screen 

* Anti Reflection Coating 

* Digital Comb Filter 

e Hyper Surround (BBE-- SRS) 
© DVD Component Input 





KP-XA 43 
F MRP Rs.99,990/- 


Projection TV 


For Sales Enquiry dial 1600 444 888 Toll Free. 


D: (040) 23415099. BANGALORE: (080) 5294983-85. CHANDIGARH: (0172) 653245. PUNE: (020) 5530553. CHENNAI: (044) 28292571. COCHIN: (0484) 2357831. AHMEDABAD: (079) 6427004. 
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Customer Information Center:cic@sid.in.sony.com.sg 







www.sonyindia.co.in 


Move up to the next level of viewing pleasure. 
Sony WEGA Projection TV is HDTV ready, 
and comes to you with the unique DRC technology. 


NOCT, Pe UTUNU CURES 
Sa eean ti ao 
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e HDTV: HDTV ready: HDTV (High Definition TV) readiness means your set is capable of 
receiving Digital broadcasts, like in the USA and Japan. Giving you image clarity levels even 
higherthan those of a DVD signal. 


e Se-MF: DRC: Digital Reality Creation (DRC), a patented Sony technology, eliminates 
scanning lines to give you image clarity 4 times better than conventional Projection televisions. 


SIL 21683 BT 3464 


WARRANTY Make sure it's a Sony. Insist on your Sony India warranty card. For any produc 
ate. Mathura Road, New Delhi-110 044.(011) 26959990. MUMBAI: (022) 





t related queries contact e-crm:mktginfo@sid.in.sony.com.sg 


SONY INDIA PVT.LTD., DELHI: A-31, Mohan Co-operative Industrial Est 28313333. KOLKATA: (033) 24614381-82. HYDERA, 









Tailor-made, 
a just for you. 














Duplex/Finisher Duplex/Mail Bin Stack Fully Configured 


The freedom to choose is yours. 


No one knows your needs better than you. So why spend your time 
looking for a run of the mill copier when you can customize Sharp’s 
digital copier-printer just the way you want it? It boasts the widest range 
of options, from feeders and finishers to printing. The digital copier- 
printer. Built by Sharp. Designed by You. 


| SHARP ` 


æ AR-M450/M350 be S h ar p 
SHARP CORPORATION, JAPAN 


For details contact: Sharp Business Systems (India) Limited 


Delhi, Mumbai, Hyderabad, Bangalore: Toll Free No. 1600 444 
Jaipur: 5106950; Guwahati: 2662216: Lucknow: 2285078; Nag 





321; Kolkatta: 22816743/4; Chennai: 2814151 1/31; Pune: 5531010; Chandigarh: 379536: 
pur: 2260914 ; Ahmedabad: 6583201; Baroda: 2762440: Kochi: 2314154 


| INDIA'S | 
LARGEST SELLING 


| PLASMA PANELS | 





FOR THE CHOSEN FEW, 
— who don't want to see television 
anymore. 


| 


The LG Xcanvas experience, available for Hs. 99,000! only. 


Why watch small screen television when you can have the huge Xcanvas experience Coming alive in 16.7 million colours and incredible sound, the LG Xcanva 
Plasma brings you reality way beyond television. Hang it on the wall, or place it on your ceiling, either way you'll feel it's way beyond television. That it’ 
available at a down payment of Rs. 99,000 and balance in equal monthly instalments for eight months, is just one more reason why you need to go for it. Now 


Super slim 9.8 cm panel thickness for 106.7 cm model * Compatibility with | Xc ANVAS PI 
asma Panel 
DVDs, VCDs, VCRs and PCs « Viewing angle over 160 degrees * India’s | 


widest range available in sizes: 101.6 cm, 106.7 cm, 127 cm and 152.4 cm Beyond Television 


For more info. contact: Delhi: Manish at 0-9811354151. North India: Ashok at 0-9811354596. West India: Sanjeev at 0-9820417172. Bangalore: Ajay at 0-9845394171. Hyderabad: Reetu at 0-9848014604. Chennai: Ramesha at 0-9884036311. 


*Industry estimate-2003 (Primary sales Jan 02-June 03). "Down payment under finance option for 106.7 cm Plasma Panel. Finance at the sole discretion of the finance company. MRP for 106.7 cm Plasma Panel is Rs. 3.99 lakh 
Data models are also available. Accessories shown are not part of standard equipment and will be charged as additional. Offer available on select models in select cities for a limited period only. This offer is brought to you by 
the Association of LG dealers. Features may vary from model to model. Terms & Conditions apply. LG Electronics India Pvt. Ltd., Corporate Office: Plot No. 51, Udyog Vihar, Surajpur-Kasna Road, Greater Noida, U.P 
Regd. Office: 702, Bhikaji Cama Bhawan, Bhikaji Cama Place, New Delhi-110 066. Central Complaint Cell: happycalls 8 Igezbuy.com. For service queries: www.Igservice.com. For online buying: www.Igezbuy.con 
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From The Editor 


THINK IT WAS ALBERT CAMUS WHO SAID “FREEDOM IS A 
chance to be better". No aspect of India bears that out 
more than its enterprise. While 56 years of political free- 
dom have brought no significant improvement in the quality 
of governance, industry's 12, since 1991, have been momen- 
tous. In that period, an inward-looking industry has learnt 
to seek and compete for markets abroad, and a whole new 
generation of entrepreneurs has emerged, cashing in on an 
array of opportunities. With the result that India today is 
seen as the world's purveyor of hi-tech services, be it in soft- 
ware, pharma and biotech, engineering design, or back off- 
ice operations. It is this breaking free of enterprise—aptly 
commemorated in this issue—that our cover symbolises. 
Could Indian industry have made its way into global 
consciousness without the impetus that the liberalisation 
of the early 90s provided it? I don't think so. Putting an end 
to licences meant that instead of chasing approvals in 
Delhi, businessmen could think about new products, new 
ways of making them, and new customers to reach. 
Allowing private companies to enter industries such as ban- 
king and finance, telecom, pharma, and even steel not just 
demolished the complacency of the — 
old guard, but spurred the adoption of 
technology and practices that were. 
closer to international standards. | 
To get a sense of industry's free- 
dom over the past 13 years, we de- 
cided to create an index. Developed. 
by BT's Chief Analyst in Mumbai, 
Narendra Nathan, the Freedom Index — 
shows a radical jump to-48.5 since = 
1990 (See How Free Is India Inc? Page 50). The deregu- 
lation has meant freedom in a whole range of things—free- 
dom from limited means (read consumer finance); free- 
dom from geography (the rise of rr and tr-enabled services); 
freedom from salaries (think new millionaires), and even 
freedom from genes (witness the beauty and fitness rage). 
Our cross-country reports inside tell you just how much. 
If, circa 2003, the Freedom Index doesn't stand any 
higher, it's because labour is still a touchy issue, tariffs are 
high, and core industries such as power, roads, and water 
haven't attracted serious investment. Yet, there's little 
doubt that the government is keen to get out of business 
and that private enterprise will be free to pursue its inter- 
ests. More importantly, industry realises that it must globalise 
despite the government. That's why Wipro's Chairman, 
Azim Premji—one of our five columnists this issue— 
thinks it's possible for India to become a hardware hub. Also 
the reason why Reliance's Mukesh Ambani believes *India 
has every opportunity to emerge a significant economic 
power". And the reason why Anand Mahindra of Mahindra 
& Mahindra says that the "government can no longer pre- 
vent us from raising our ambitions, stretching our goals. ..". 
Happy 56th. | 
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Count on us 


Single and loving 
every moment of It! 


Presenting Carbon & Steel - Hot singles from Zen 
Two international 2-door limited editions. Only 300 numbers each. 


Welcome to the clan of the singles. Just 600 of you. As Carbon - the Sporty pedals. Chrome tipped exhaust. And the unbeatable all-aluminium 
purest of elements — in Mica Black colour. Interiors in red and grey leather. 16x4 Hypertech engine. Very powerful. Very private. Yet with room for 
And Steel — the most malleable alloy — in Starlite Silver colour. Interiors occasional friends. Possess one today from just 300 numbers each of 
in blue and cream leather. Alloy wheels. Tubeless radials. Power windows. Carbon and Steel. And announce to the world your single status — in style! 


Hakuhodo Percept /MUL/031/03 


Available in select cities only. 
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EDITORIAL 


18 Working The System 


TRENDS 


19 The Business Of Poison 
The recent spate of reports on pesticides in cola, 
urea in milk, and lead in cosmetics actually bodes 
well for consumers and business, at least certain 
types of it. | 
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22 Sniffing For Scams 


The real reason SEBI should be paranoid about 





sudden stockmarket swells. 


25 Kicking The Tyres | 


Maruti shows a better way to buy and sell used cars. | 


26 The BT 50 Index | 
India's first free float index is up 30 per cent | 
since April 1. How close are we to a bull-run? 


28 Self Worth 
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| 48 Overview 


What must be said about business freedom in India. 


Indian venture capitalism's poster-boy Raj Kondur | 90 How Free Is India Inc.? 





emerges from a hiatus to launch a “different” BPO. | 


30 The Attack Of The Clones | 


The mobility-limited mobility conflict enters a 
new phase. 


30 CASus Belli 


Finally, CAS roll-out is set to happen on September 1. 
But incessant bickering among the major | 
players promises to make this a real cliff-hanger. 


32 Let The Good Times Roll 


The Indian economy may well hit its dream 8 per cent 
growth target this year. But a steep deficit and 
zooming subsidies may yet spoil the fun. 
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35 Maha Mumbai Or Bust 
The Maha Mumbai Special Economic Zone is 
India's most audacious Shenzen-cloning experiment. 
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Debates on Brand India and price baits. 
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152 Siddharth Verma's foreign stint; Vikram Thapar's 
food venture; Bala Balachandran's B-school initiative; 
Naveen & Shallu Jindal’s flag fluttering; Hans 
Michael-Huber’s new offering and Samir Arora’s 
thwarted plans. 
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68 Freedom From 


76 Freedom From 


The economy's transition to an open market is 
underway, but far from done. Here's a ‘Freedom 
Index' to measure progress. Plus, a hard look at 
the freedom of 10 key sectors. 


.. 58 Freedom From 


Geography 
Technological progress and 
economic change have been 
turning geography—that 
uncompromising definer of — | 
human destinies down the ages | 
—into history. Here's how. 





Genes 


The business of making 
people beautiful booms as 
Indians increasingly queue up 
at salons, gyms, and the 
cosmetic surgeon's. 


Limited Means 


Credit, the very word, had an d 
ominous ring to it once, but the Boom town: Beauty is big biz 
retail finance market has freed 
Indians to pursue lives and 
dreams beyond the restraints 
of yesterday’s money. 
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Easy Money: It's a ball 
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86 Freedom To Chill 132 Midnight's Children 
Indian employees, finally, are earning enough Ten ordinary 56-year 
to cast off the chains of their dreary routinised olds who have seen 
lives, and go do the things they feel actually it all speak of how 
fulfill them as free beings. their lives have 
changed for the 
tter i a ) 
94 Freedom Of Choice amer 
years since India 
Without choice, freedom is quite meaningless— decided to go 
which is why the explosion of consumption marked dio Changing lifestyles 


choices is so important as a liberating factor. 
And in choice itself lies consumer value. 


100 Freedom To Start-Up Afresh COLUMNS 
Among the many wonders of a high- 74 Let's Drive Growth 
opportunity economy is the fact that no matter Ourselves | 
what you're doing, you can chuck it all and By Anand Mahindra » 


Anand Mahindra 





start all over—as an entrepreneur. 


92 The Future Of 


starting 110 Freedom From Licensing Hardware 
By Azim Premji 


Flower Power: 
Of all the spirit killers, none was worse than 


having to take government sanction before 
starting up. The freedom granted by the end of 106 The Power Of 


the Licence Raj is no small freedom. Innovation 
By K.M. Shaw 
116 Freedom To serve 122 People, Priorities, 
If a freer economic environment has spelt an and Potential 
ay unexpected boom, it is in the services industry. By Mukesh Ambani 
P Never before have so many jobs been created 


in a sector long ignored. 


140 Keeping Promises, 
Topping Challenges 


Road Warriors: Service is it 





126 Freedom From State Ownership By MBA Student, 4 
So long as the government continues to run IIM Ahmedabad P 
businesses in the name of vague ideals, the : $ 
Indian economy will never be efficient. Leave 154 Leadership Secrets b. A 
business to business. Privatise the PSUs. By Vijay Anand Mukesh Ambani 
AUGI I t 7 


Mr Disinvestment: Arun Shourie 
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. be the most powerful word in any marl 
. Whispered, spoken, blared out, chiselle 
_ Imprinted, emblazoned, smoke-shapec 
cloud-moulded, sand-written, 
star-burst. . whatever. 

It works. Whatever the language, . 
iatever the accent, whatever the lettering si 
t attracts instant attention. Rich, poor, stuff 
.. starved—people behave like people. 
hey look. As simple as that. It’s almost ref 
 "fire' being the only word to rival i 























But when did it all start? And which markete 
- have made the most of it down the years? 
. Presenting, a tribute to the word ‘free’. 













! Now, get a hot new management tip for the day every day, and participate in opinion 
: polls through SMS on your mobile phone 24 hours a day. 
TO RECEIVE BT’S TIP OF THE DAY 
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1. Go to “Write messages” 2. Type “BTTIP” on the 3. Send the message to 


4. You will receive the 
on your mobile phone. message screen. the number “2424”, 


. hot management tip for the 
day in a return message. 


TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Is indian business free? 


MU 


ION 
em 


oue 


OR 





EE ea 


1. Go to “Write messages” 2. Type “BTPOLL Y” for Yes. Type "BTPOLL N" for No. 
on your mobile phone. 





3. Send the message to 
the number "2424" 


"Send BTPOLL F after August 31, 2003, for the final poll results. Readers can also participate in the poll at www.business-today.com 


NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology www.activemediatech.com 
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Www.emirates.com Over 60 destinations worldwide 
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* 4 
For more details contact your local travel agent or Emirates in Mumbai : 2879 7979, Delhi : 2332 8080, Chennai : 2822 3700, 
Hyderabad : 2332 1111, Kerala : 1-600-444345 (toll free), Gujarat : 1-600-212020 (toll free). Discover frequent flyer benefits at www.skywards.com 
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bt letters 


Joining Hands 

Apropos your cover story The 
Future Of Indian Cities Is Here (BT, 
August 17, 2003), infrastructural 
problems like poor roads, power 
cuts and garbage disposal can be 
solved if citizens join hands with 
bureaucrats and politicians, develop 
a common vision and work in sync, 
on it. India, being a democracy, has 
lagged behind mainly for want of 
consensus over critical issues among 
the major political parties. The 
participation of people and private 
business in governance seems, there- 
fore, to be the way forward for 
Indian cities. Other cities need to 
follow Bangalore’ example and pave 
the way for structural reforms to 
ensure better quality of life for their 
citizens else be left behind in the 
race to become viable foreign inve- 
stment destinations. 

SIDHARTH BALAKRISHNA, through e-mail 


If Bangalore is on the right track 
to becoming a world-class city as 
your story The Future Of Indian 
Cities Is Here (BT, August 17, 2003) 
says it is, the credit goes to 
Karnataka Chief Minister S. M. 
Krishna's far-sighted policies. 
Competition is already on among 
chief ministers of the other states in 
the country to bring their state capit- 
als up to world standards. Such 
moves will surely result in India ha- 
ving some of the world's finest cities 
in the not-so-far-off future. 
SIDDHARTHA RAJ GUHA, through e-mail 


BPO Boom 

Your article Jalandhar Calling (BT, 
August 3, 2003) on business process 
outsourcing (BPO) companies in 
small towns, complete with deta- 
ils, was timely and apt. However, 
the story could have done with 
some focus on non-traditional BPO 
areas that are also a part of this 
boom—areas that are doing very 
well in their niche expertise. If one 
considers the phenomenal growth in 
business outsourcing to India in 





engineering services, CAD-based 
architectural services and product 
design, the dimensions of the boom 
look even larger. 

NAGESH KUMAR C.S., through e-mail 


Political Manoeuvres 

This refers to the trends items A 
Season For Bail-Outs and Prime 
Reformer (BT, August 17, 2003). 
Both write-ups do well to bring to 
light the bitter truth that the ruling 
party has put off critical financial 
decisions just to come out looking 
good for the forthcoming elections. 
The postponing of such key decisi- 
ons on reforms has imposed a heavy 
cost in terms of slowing down the 
pace of development in the country. 
It is time political parties rose above 
narrow partisanship and worked in 
the nation’s interest. 

MADHU AGRAWAL, through e-mail 


Not Quite True 

Your Executive Tracking item 
Adidas Adieu...(BT, August 17, 
2003) states that Mr Tarun Kunzru, 
MD, Adidas India, is jets out of 





The Editor, Bisines Today, \ Videocon T 


New ( Delhi EEC 10055. E-mai 





“Unsolicited articles wil no turned or a ck viedged. 


UTENTI cP EELS Pee VER C897 WEM LIEW te 
i^ A f Rd i : - 94 $ d J ` 
J — " , A 


India and mentions Mr. Harish 
Doraiswamy, Director (Marketing), 
Adidas India, as his possible suc- 
cessor. When contacted by BT, Mr. 
Kunzru had clearly dismissed the 
talk of such a move, as speculative. 
The item also states that Adidas has 
remained at #3 position in a market 
dominated by just three players. 
This conclusion seems to be largely 
based on the writer's personal opin- 
ion and is not backed by research 
data. We are disappointed that a 
reputed magazine such as BT did 
not bother to mention that com- 
pany officials did not confirm the 
talk of Mr. Kunzru's moving out. 
We would like to categorically state 
that all such talk of organisational 
change in Adidas India is speculative 
at the present moment. Adidas India 
would also like to put on record 
its disagreement with the maga- 
zine's statement that the company 
occupies the #3. slot among the big 
three MNC sports shoe brands. 

S. GANESH, Head (Sports Marketing & PR), 
Adidas India 


Our correspondent replies: Adidas 
India CEO Tarun Kunzru told BT's 
correspondent during a telephonic 
interview that he was headed for 
an international posting but would 
remain with Adidas worldwide. And 
BT's statement about Adidas being 
#3 in a field of three is based on 
market information. 


Corrigendum 

In our cover story The Search For 
The Next Infosys (BT, August 3, 
2003), Geometric Software's 
turnover bas been incorrectly 
mentioned as Rs 64 crore. The 
correct figure is Rs 87 crore. BT 
ius the error. 
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| A ThinkLight keyboard light allows you to use the 
hm in low-light conditions like in aircraft interiors. 







: -Dual smart locks witha 
. Glam-shaped internal deson 
Hor eda Safety 


Dual antennae give you crystal clear wireless | l 
reception to keep you wired anytime-anywhere. EU ee RINT 11 OEBBONE 


IBM Embedded Security Subsystem encrypts Thermal conduction cooling uses 
data at the hardware level as well, keeping it safe from advanced heat pipe technology to evenly 


intruders and making it useless to trespassers. dissipate heat and avoid any ‘hot spots. 

Ultra-strong Titanium composite covers Ultrabay allows you to swap between | 
use the same material used in aircraft carriers to a CD drive or a disc drive depending on === 
protect the ThinkPad from nasty knocks. what you want. 


Rapid Restore PC is free downloadable 
One-touch Volume Control button and software that restores any lost data at the 
Power-on for convenience. touch of a button. 
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Access ThinkPad is the key to a 
universe of online and on-system support 
_ lo enhance your ThinkPad experiença, 
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- An ergonomically inclined, — 
- spill-proof keyboard with ee keys 
moo softer touch fee reduce "ee. = 
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* Worldwide acclaim with over 1000 awards 
® India’s No.1 selling notebook' 

* Superior design and range 

® Most comprehensive security features 

+  Swappable bays for easy migration 

* Superior wireless connectivity 

e Innovative ThinkLight 

* Worldwide IBM service and support 

* Three-year insurance’ 

* Three-year global warranty? 





For more information about the IBM ThinkPad 
e-mail or call us at the numbers below 


Choose an IBM ThinkPad today 
>? www.ibm.com/in/tpdecision 
-mai response@in.ibm.com 
“7 @ Bangalore - 6787216 
e Chennai - 24988508 





ut 





© Kolkata - 22822126 
e Mumbai - 26533577 m M E ea 
e New Delhi - 23702022 T 
e IBM Smart Centre - 1600 446666 E => SFI 
(for service and Support) —— A x 
Weekdays 9am to 6pm 
to buy direct, locate an IBM 
reseller for more information. — (BM recommends Microsoft® Windows" XP Profe: 


M is a registered trademark of International Business Machines Comporation in the US and/or other countries. Intel, the intel inside logo and Pentiumcare trademarks or registered trademarks of Intel Corporation or its: 
her countries. Microsoft and Windows are registered trademarks of Microsoft Corporation. Certain Microsoft software product(s) included with this computer may use technological measures for copy protection. IN SUCI 
THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDURES. Produet activation procedures and Microsolt's privacy policy will be detailed during the initial launch of the product, 
ware product(s) or reconfigurations of the computer. and may be completed by Internet or telephone (toll charges may apply). Other company produci or service names may be trademarks or service marks of their resp 
side are avilable on select IBM ThinkPad models only. 'Goureg: PEDA O02 tan cueniol “Mucmimere mand tr annd annbinatinn decree ke Ut AIM eas te uses ow b G. LE) 
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ne for business leaders 
hOW companies can 


If you're a cxo (that's typically a ceo, coo, cro, 
clo, cto, or heads of marketing or operations) 
who is striving to improve your organisation's 
performance, Smart Inc is for you. 


At Smart Inc, our proposition is very 
simple—to offer concise, unbiased, focused 
and relevant ir advisory for corporate decision 
makers like you, advice that you can easily link 
to your strategic and long term business goals. 


We call that an essential read. Wouldn't you? 


Subscribe online at www.smartinc-india.com 
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I am beauty in motion. 
I am Optra. 





Presenting the all-new Chevrolet Optra. Its graceful, it's truly a masterpiece of contemporary automobile desi 
aerodynamic body makes it one of the most stunning cars The interior is just as breathtaking. Step into its ri& 
on Indian roads. Enhanced with elegant, cylindrical style, appointed, spacious, wood-finished cabin upholstered 
jewel effect, dual lamp headlights and sparkling rear lights, the finest leather. And enjoy a velvet smooth ride on 





, 115 PS, DOHC, 16-VALVE, 1.8L, 32-Bit ECM ENGINE » POWER STEERING © SOFT LEATHER UPHOLSTERY 4 
Visit us at www.chevrolet.co.in 


Features mentioned and accessories shown will vary by model and may not be part of standard equipment © *Service Holiday for 2 years or 20,000 km (as 
has been manufactured using parts and technology from GMDAT * Colours and specifications are subject to change without prior notice © Colours sh 





u e ADT 
CHEVROLET 
idia-specific All-Wheel Independent Suspension (AWIS). 
«To experience this magnificent beauty from Chevrolet, CHEVROLET 


ike a test drive today. You'll agree that no other car a" y om 
OPTRA 


The new name for luxury. 


ombines beauty, luxury and power like the new Optra. 





y not match the actual colours due to printing limitations. ENTERPRISE NEXUS 1333 





REGULATOR PUSHING FOR A UNIFIED LICENCE; 

telcos aligned broadly into two rival hate-your- 

guts camps; policymakers keen to uphold the 
proud Indian democratic tradition of making everyone, 
including themselves happy; an obsessed-with-the- 
case-before-it-and-that-only tribunal; and a court that 
wants to do right, and do good. These are some of the 
players in the great Indian telecom saga, a soap opera 
sans end that has been on for close to a decade. — 

India's New Telecom Policy of 1999 (popularly 
abbreviated as NTP'99) achieved many things: by ena- 
bling cellular telephony companies to move from a lice- 
nce-fee: regime—they had bid inordinately huge sums 
for licences, you seez—to a revenue-sharing one, it 
rendered them financially viable. 
Between 1994, when cellular tel- 
ephony services were launched 
in India, and 1999, these com- 
panies added 1.2 million sub- 
scribers to their fold. Since 1999, 
they have done over 14 million. 
And between 1994 and 2003, cel- 
lular tariffs have fallen 80 per 
cent in some cases. 

. However, NTP'99 did some- 
thing else: it told the world that, 
. here, in India policy could be un- 
made. Whine, complain, rant, lit- 
igate, and lobby, it said, and you 
can get your way. Most telcos 
that operate in India got the message. And Indian 
telecom has never been the same again. 

Expectedly, then, both cellular telephony companies 
and mobile telephony ones are, at once, happy and un- 
happy with a recent judgment of the Telecom Dispute 
Settlement Appellate Tribunal. The Supreme Court had 
asked the tribunal to look into the issue of basic tele- 
phony companies providing limited-in-letter-but-un- 
limited-in-reality mobile services, something that bec- 
ame possible after the government decided in 2001 that 
idt was alright for a company with a basic telephony lic- 
ence to provide ‘limited mobility’ using a wireless in lo- 


= cal loop (wit) platform and code division multiple acc- 


ess (CDMA) technology. Today, there are some 3.3 

million ‘limited mobility’ subscribers. The tribunal 
declared CbMA-on-W1 limited mobile legal, but atta- 
ched several riders restricting such services to a short 
distance calling area (typically within a radius of 30 km) 
and proscribing value-added services that actually 
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involve sophisticated mobilé telephony à techiiology. 
Both parties to the. dispute admit that they are 


likely to approach the Supre 
In ne meantime, Indus tee 







ne Court. - 










India (TRAI), has floated the 
concept of a unified licence that could i Jide cellular, 
basic, national long di dis : i oe 


positioning this alkene licence as he rapa for all 
the tae ills alfin the m jipe eeke | 















: Bandits s services. s he coi 


| Es S alg e 3G pio | M 
tworks. will have to be- 





Sooner than later, all telecom. net BEES . 
come third generation ones (increasing consumer dem- 
and for value-added data services will provide the — 
impetus for this). Surely, the. government doesn’t 
want to issue unified licences now, migrate existing tel- 
cos to a unified regime, and. then, a fev years down the 
line, go through the same routine with 3G licences? 
The government has. several. options before it: === 
Push for unified licensing; get basic companies wish- = 
ing to offer limited mobile services to cough up an ent- 
ry fee; migrate every existing telco, free of charge, te 
a 3G licence; and a few other rs. Its decision is unlikely t 
have a long-term impact on anything, save the health —— 
of a few telcos. Through a decade of bickering, lob- - 3 
bying, changing policies, and litigation, India’ st tele- - 
density has soared, from 1.56 i in 199 to around six to- 
day. Still, it'll help if the governmen itroduce a 
degree of permanence into whatever it decides. A 
policy that changes a year i is no policy atal. fl 
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The Business 


Of Poison 


The recent spate of reports on pesticides in cola and urea in milk bodes well 
for consumers and business, at least certain types of it. BY SAHAD P.V. 





































HERE'S MORE TO LIFE THAN COLAS, EVEN 

allegedly poisoned ones. Ergo, this article is- 

n't about the Centre for Science and Envi- 

ronment's claim that 12 of India's 

leading soft-drink brands contain pes- 
ticides. Not too long ago, the same Delhi-based 
Non-Governmental Organisation had claimed that 
most brands of bottled water sold in India were 
laden with pesticides, a report that seems to have 
sunk without a trace—unlike, if the NGO's report is 
to be believed, pesticides in cola. 

Indians are no strangers to poison in their 
food. India's Green Revolution was built 
around the excessive use of pesticides and fertilis- 
ers, largely by farmers who didn't have the time, 
inclination, or ability to read the small print. That con- 
tinues to this day, a situation exacerbated by inade- 
quately trained agricultural extension officers (some 
1.2 million at last count)—government employees 
whose job it is to guide agriculturists on the usage of 
agrochemicals. Thus, although the average use of pes- 
ticides in India, at 0.57 kg a hectare is less than 
comparable figures for the US and Europe (2.5-3 kg 
a hectare), a 1999 study by the All India Co-ordinated ` 
Research Project on Pesticides (AICRP) showed that 60 | 
per cent of food commodities were contaminated | 
with pesticides, 14 per cent, over the maximum lim-  : 
its of tolerance. As S.P. Vasireddi, the Chairman 
and Managing Director of the Hyderabad-based 
Vimta Labs—the company was in the news recently 
because of PepsiCo India's claim that it was one of 
few accredited labs in India with the expertise 
to test soft drinks—puts it, there are 
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For anyone to holiday 


here is a distant dream 


You aim to own it in 


the near future. 
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AMITY FR IF YOU'RE SOMEONE WHO DREAMS BIG, THIS 
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ASSOCIATION WITH TATA CONSULTANCY SERVICES. THE STAGE 


/ ee 


HAS BEEN SET AT AMITY BUSINESS SCHOOL, NOIDA. LOCATED 
ON A PICTURESQUE 15-ACRE CAMPUS, IT HAS ONE OF THE BEST 
INFRASTRUCTURE, FACULTY AND INDUSTRY-INTERACTION IN THE 
COUNTRY AND IS THUS THE NURTURING GROUND FOR LEADERS 
OF TOMORROW. THE DATE HAS BEEN FROZEN: AUGUST 30-31. 


THE BEST OF B-SCHOOL MINDS WILL BE THERE TO TACKLE 
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|. applied to unbranded foods,’ 











"pesticides along our entire food chain". 

Emboldened by the absence of guidelines on food 
standards and the government's track record on issues re- 
lated to contamination—csE's bottled water report, for 
instance, has resulted in no tangible government ac- 
tion— businesses, big, small, and individual, continue to 
deal in contaminated products or worse, contaminate 
them. Vendors routinely use green dye to make their veg- 
etables look fresher than they really are. Some cosmet- 
ics contain lead. The mango trade in Tamil Nadu and 
Andhra Pradesh uses calcium carbide, a highly toxic 
material, to accelerate the ripening process. And every- 
day, some 60,000 litres of Erode milk (named after its 
place of origin, a Tamil Nadu town) is sold in Bangalore 
and Mysore; it retails for Rs 5 a litre, almost 70 per cent 
lower than market rates, and contains chemicals such as 
caustic soda and urea. "The Prevention of Food 
. Adulteration Act (1958) in its current form can't be 
' says Ravi Agarwal, 
Director, Toxics Link, a Delhi-based NGo. 

Getting the government to frame an effective pesticide 

management policy, 
revamp the PFA Act, 


A class action and defin e food 
suit or two could standards is one 


| h thing, and probably 
T force companies the best long-term 
O ae ey solution to poison in 
to bea little more our food. However, 


activism like CSE’s 


careful about could, if backed by 
their products scientific evidence, 
serve as the basis for 
individuals seeking 
recompense from private companies that knowingly sell 
products containing contaminants. More reports like 
CSE’s may: well spur Indian consumers to do that. A 
class action suit or two could force companies to be a lit- 
tle more careful about their products. “In India, cases 
against private companies for compensation are (usually) 
time consuming," says Anand Pathak, Partner at the 
Delhi-based P&A Law Offices. However, a judgment or- 
dering a Delhi theatre owner to compensate the families 
of those who died in a 1997 fire may set a precedent 
Rising concern over contamination may also provide 
a platform for companies to position their products as 
‘pure’ (provided they are that, of course), and charge a 
premium. According to Santosh Desai, President, 
McCann Erickson, the strategy may pay off “in a neg- 
 ative way". Companies that wish to adopt such a strat- 
egy would do well by praying (or paying) for more in- 
dependent research into food-contaminants. 
WITH ADDITIONAL REPORTING BY NITYA 
VARADARAJAN, VENKATESHA BABU, E. KUMAR SHARMA 
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Kicking The lyres 


Maruti shows a better way to buy and sell used cars. 


I YOU THINK THE SECOND-HAND 
car market is the exclusive pre- 
serve of roadside touts and the 
Sunday classifieds, think again. 
Mercedes-Benz has been selling sec- 
ond-hand (or to use the company's 
more politically correct term, *pre- 
owned’) vehicles in India for some 
time now. Several other compa- 
nies, including General Motors 
India and Ford have entered the 
refurbished-and-certified used car 
market. And Maruti True Value— 
Maruti Udyog's used car foray, laun- 
ched in October 2001—sold over 
1,000 vehicles in July, a sign of the 
market's growing maturity (and 
size). Today, there are 87 True Value 


outlets across 61 cities, and Maruti 
is encouraging more dealers to jump 
on to the used cars bandwagon. 
Car makers believe that for 
every three new cars sold in India, 
an used one changes hands, a rule- 
of-thumb that puts the size of the 
Indian used car market at 250,000 
units a year. “Under the pro- 
gramme, sellers benefit from a 120- 
point evaluation, an assured price 
for their vehicle, prompt payment, 
and the guarantee that the car will 
go to a bona-fide buyer," says a 
Maruti spokesperson. And the com- 
pany's CEO Jagdish Khattar is con- 
fident that with several of the four 
million Marutis on Indian roads set 
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Maruti's Second Line: It's becoming stronger 


to change hands, Maruti has a huge 
opportunity that it can't possibly 
mess up. That's an accurate assess- 
ment: the company makes money 
on parts, the dealer earns a com- 
mission, and the customer ends up 
with a good buy. Maruti's success 
may persuade other companies to up 
a gear; 2,50,000 cars is just too 
good an opportunity to pass up. 
KUSHAN MITRA 


In 2002, CNN viewers... 


PAX 2002's study of affluents in Asia, confirms 
CNN's position as the leading international news 
channel. The same findings also reveal that 
CNN's viewers are highly affluent consumers, 
with impressive purchasing power. 


Source: AMI - PAX Survey Q3 2002 


Would you like to meet them? 


If yes, call 56607430 - Mumbai, 26475201 - New Delhi, 
28224949 - Chennai or 2267272 - Bangalore. 


Check out > www.CNNmedia.com/asia 
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BBC World 


Be the first to know.. CNN. 
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KULDEEP BHARDWAJ 


India's first free float index is up 30 per cent 


since April 1. How close are we to a bull-run? 


Aug. 11, 2003 


FY AS THE STOCKMARKET CONTINUES ITS 
northward journey, we felt it was time to 

review the BT 50 Index. Purists may baulk at 

revising an index a mere three months after it was 

launched (it first made an appearance in the 

issue of Business Today dated April 13, 2003). 
It is accepted practice to review indices every quarter; 
Bombay Stock Exchange and National Stock Exchange do so. 
Neither of the two exchanges, however, effects an actual 
change in its index on a quarterly basis. We are of the belief 
that indices should reflect market reality and that as listings, 
delistings, and mergers become commonplace, they should 
change frequently enough to remain an accurate weathervane. 
Which is why we have included Bharti Televentures in 
BT50 (the company was listed on February 18, 2002, after 
the base-date of the BT index, January 1, 2002). It takes the 
place of Britannia Industries, the company with the lowest 
free-float market capitalisation (the market value of all the 
shares of the company available for trading) on June 30, 
2003. There's another reason why BT50 has to change 
every quarter. Companies declare their shareholding pattern 
at the end of every quarter. This reveals the latest free-float 
position of a company's scrip. For instance, the free float in 
BSES has decreased from 55.89 per cent to 41.76 per cent 


| in the last quarter. BT50 being a free-float index, a quarterly 


revision in weights becomes necessary. These changes have 
been carried out and are effective from August 1. Why free 


float? Well, as we've mentioned in this column such an 
index is far more responsive to a market uptrend or downtrend, 


Thus far, BT50 has led the market. 
| NARENDRA NATHAN 


Company 

Asian Paints (India) 
ACC 

BSES 

Bajaj Auto — 

Bank Of Baroda 
BHEL 

BPCL iy 
Bharti Tele-Ventures 
Castrol india 

Cipla 
Colgate-Palmolive (India) 
Corporation Bank — 


Digital GlobalSoft — )35 


Dr. Reddy's Laboratories 
GAIL (India) a 
GlaxoSmithKline Healthcare 
GSK Pharmaceutical 
Grasim Industries 
Gujarat Ambuja Cements 
HCL Technologies: 
HDFC Bank 

Hero Honda Motors 
Hindalco Industries 
Hindustan Lever 

HPCL 

HDFC 

ICICI Bank 

ITC | 

Indian Oil Corp = 
infosys Technologi 
Larsen & Toubro 

MTNL | 
Mahindra & Mahindra. 
NALCO | 

Nestle India. 

Oil & Natural Gas Corp: 
Punjab Tractors 
Ranbaxy Laboratories 
Reliance Industries 
Satyam Computer Services 
state Bank Of India 

sun Pharmaceutical 
Tata Chemicals 

Tata Engineering 

Tata Steel 

Tata Power 

Tata Tea 

VSNL 

Wipro 

Zee Telefilms 


TOTAL 
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A Mahindra Group Company 


| Do things 
you have never done before. 


Do them wrth people 


you would love to be with. 







N\ahindrD 





aa: Ac p EE Discover the world of Club Mahindra. Discover the warmth, coziness, 


excitement and much more. All packed into a lifetime of holiday experiences for HOLIDAYS | 

: : ; > 

your family. 7 days a year for the next 25 years. A lifetime of holidays where you 9 
c 9 Saye are sure to discover all that you have never felt, seen or experienced before. Holidays for a lifetime 


Goa, Munnar, Binsar, Manali, Mussoorie, Ooty, Kufri, Poovar, Corbett, Kodaikanal, Bangkok and access to over 3,700 resorts the world over. 





> know more about Club Mahindra Holidays, call us Toll Free at 1600 33 4539 or log on to www.clubmahindra.com 
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SELF WORTH 


salvation Song 


Raj Kondur emerges from a hiatus. 


I YOU CAN WALK AWAY FROM A JOB OFFER FROM 
N.R. Narayana Murthy, Chairman and Chief Mentor, 
Infosys—the buzz in Bangalore is that he sounded 
out the subject of this Self Worth on heading Progeon, 
the company’s Business Process Outsourcing arm—you 
must be on something, or you must be onto something 
big. Raj Kondur, a 32-year Harvard Business School 
alum born into a prosperous agricultural family in 
Chintamani, a small town in rural Karnataka, and 
who went to the US in 1988 on a tennis scholarship (he 
was ranked sixth in India then) is certainly not on 
anything. And you probably need only look as far as list 
of marquee names that have invested in the former 
Morgan Stanley and A.T. Kearney employee’s venture 
to realise that he must be onto something. 

Nirvana (Sanskrit for salvation) is the name of 
Kondur's BPO company, and it counts Rajat Gupta, the 
former head of McKinsey & Co, Citigroup’s Senior 
Vice Chairman Victor Menezes, former Standard 
Chartered CEO Rana Talwar, and former Morgan 
Stanley Chairman Richard Fisher among its investors. 

Then, Kondur has always been adept at getting 
people to buy into his dream. At 28, with investments 
from Microsoft, the Government of Singapore, HSBC, 
Standard Chartered, the Rothschild family, and the 
Texas Pacific Group, he launched, along with fellow 
Harvard alum Ashish Dhawan a $200 million fund, 
Chrysalis Capital, that set out to be just this. Then, in 
May 2001, Kondur abruptly left Chrysalis Capital. 

Only, the way Kondur tells it, the departure was 
preordained by the kind of investments he oversaw at the 
firm, the non-dotcom variety. Spectramind and 
Transworks (the former acquired by. Wipro in June 


2002; the latter by the A.V. Birla group in June 2003), 


both BPO firms, were two such. “There is no single Eur- 
eka moment that I can recall,” confesses Kondur, “but 
I was fascinated by the BPO business and believed I could 
do better than what others were doing.” 

Between May and November 2001, Kondur stud- 
ied the market, spending “some time at Infosys” where 
“both Mohan (Das Pai, the company’s CFO), and 
Nandan (Nilekani, its CEO) are good friends”. But al- 
though he respects the company for its “value sys- 
tems”, Kondur isn’t sure Infosys gets the BPO business. 


“BPO is a can of worms,” he admits. “It has more in 


common with optimised mass manufacturing than IT 
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Nirvana's Kondur: Or Kondur's nirvana? Only time will tell 


services; it is about quality and scale, about getting a 
process right every time." 

A chat with friend and mentor Rajat Gupta in 
November 2001, convinced Kondur that he was on the 
right track. “Rajat heard and supported my idea of how 
we could be a different player," he recalls. Energised, 
Kondur hit the road to sell the idea to other possible in- 
vestors and recruit an A-team. That he's done. There's 
Manab Bose, the former head of HR at the Tata Group, 
who heads Nirvana's *organisational development ini- 
tiatives”, M.S. ‘Ranga’ Rangaraj, formerly CTO of 
Microland, who heads the technology function, GE-vet 
Anil Sharma, a Six Sigma maven, who is in charge of 
quality, Rajesh Kurup, a Reliance-hand, who is in 
charge of HR, and Ramkumar Krishnamachari, lately of 
KPMG Consulting New York, who heads the finance and 
accounting vertical. It wasn’t easy. “I am a hard-core 
technology guy and didn’t like the concept of working 
for a BPO,” admits Ranga. “But Raj convinced me that 
we would be different, and I think we are”. Technology 
is one differential: Nirvana is one of the few BPO op- 
erations in India built around an Internet Protocol 
based network (put simply, an IP-based network can 
handle more voice- and data-traffic than a traditional 
network on the same bandwidth). 

Since March, Nirvana has been in the process of test- 
ing its processes, and has bagged six customers, and 
upped its staff strength to 250. Kondur, who hates *in- 
frastructure lying idle even for a moment", expects to 
close the year with 1,000 employees. That should 
take him a step closer to salvation. 

VENKATESHA BABU 








Worlds most 
trusted brands 
rely on Teksons 

















Rest, rely on luck! 


Core Competence 
* State-of-art Copper Brass Radiator Plant 
. *. World class aluminium centric manufacturing facility 


Key Quality Differentiators 

* Over 4 decades of leadership 

* Top-of-the-line Continuous Brazing Furnace 

* Fully Integrated plant e Comprehensive Testing 
* Customized Solutions - One stop shop 


OE & OE Replacement Products in Aluminium & Copper-Brass 


Radiators for On-road and Off-highway vehicles 
Charge Air Coolers œ Oil Coolers 
Marine Heat Exchangers * Heat Exchangers 


Credentials 
e OEM Tier - | Supplier © Over 50% Exports 
e Key player in Aftermarket 


Esteemed Clients 

* Leyland e Kirloskar 
e VFJ e L&T 

e Punjab Tractors... 


e Mahindras 
e CSF USA 


Teksons Ltd. 


Kolshet Road, Thane 


The world over. world over 
Aluminium for the millenium 








For OE requirements contact Email: teksons@eth.net Website: www.teksonsradiators.com Tel: 91-22-25340351/1352. 
Fax: 91-22-25340561. For Spare Parts requirements please contact our Authorised Dealer for Automobile Radiators: 
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The Attack Of The Clones 


The mobility-limited mobility conflict enters a new phase. 


Last fortnight, the Telecom Dispute Settlement Appellate Tribunal (TD- 
SAT) passed its verdict on whether companies holding basic telephony 
licences could provide mobile services. Here’s what you should know. 


Why were both the parties pleased with the verdict initially? 
Basic operators were happy because TDSAT, in a 2:1 majority judge- 
ment, declared limited mobility (aka WLL-M or Wireless-in-Local-Loop- 
Mobility) legitimate. Cellular operators took heart from the riders att- 
ached. For instance, TDSAT directed the government and Telecom 
Regulatory Authority of India (TRA) to create a level playing field in 
four months. This includes an additional entry fee and spectrum 
charges for basic operators, and limiting WLL-M is limited to a short- 
distance calling area (SDCA). 
Will the TDSAT judgement settle the limited mobility issue forever? 
Unlikely. Everyone is waiting for TRAI’s consultation paper on creating 
a level playing field. After this, says S.C. Khanna, Secretary General, 
Association of Basic Telecom Operators, it will frame a response. 
Then, there’s the other application filed by cellular operators before 
TDSAT to stop basic operators from using mobile switching centre 
(MSC), a technology that allows roaming and call forwarding functions. 
What next? 
The CEO of a leading cellular company says the industry will appeal in 
the Supreme Court against the TDSAT judgement. As for the basic op- 
erators, they are anxiously waiting to see whether the government will 
start policing the strict adherence to SDCA limits. The war has just begun. 
SAHAD P.V. 


IDEA 


Got Chocol8? 


Wir HAPPENS WHEN SCIENCE FICTION FANTASY MEETS AN 
inventor with one helluva sweet tooth? You prob- 
ably get a vending machine that spews chocolates 
when commanded vj your mobile phone. Cadbury 

vas im India has installed. 35 
such machines across 
"congregation points" in 
Mumbai. All you do is 
sms "AO1 603" to num- 
ber 2233, and select 
your chosen bar from 
the machine's menu. 
The charge shows up 
in your next BPL phone 











At the launch: (L to R): F.B. Cardoso, 
President & CEO, BPL Mobile; Bharat i 
Puri, MD, Cadbury India; and Ashesh Dill. Neat. 


Shah, MD, E. Cube India Solutions DIPAYAN BAISHYA 
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STATIC 


CASus Belli 


FFICIALLY, ALL—GOVERNMENT, 
broadcasters, multi-sys- 
tem operators (MSOs), and 
last-mile cable operators 
(LMOS)—have agreed to a 
September 1 roll-out of cas. 
But issues remain. The pric- 
ing of free-to-air channels, 
for instance. Will it hold at 
the government mandated 
Rs 72 or be bumped up to 
Rs 150 that the Lvos want? 
While Zee has announced a 
handsome 50 per cent com- 
mission to MSOs, Star and 
sony are mum. Truly, a cliff- 
hanger that will never make it 

to your idiot box. 
SHAILESH DOBHAL 


DASH BOARD 


Call them India’s 
Energy Trio. Indian mjer 
Oil Corporation has 


become the third 
most valuable com- 
pany in the country after ONGC 
and Reliance. On Monday, August 
11, its market capital- 
isation on BSE was 
Rs 41,499.75 crore; 
former #3 HLL’s 
was Rs 37,717.56 
| crore. That earns 
P an A+ for CMD M.S. 
Ramachandran. 


Another energy company is 
in the news and for all the 
wrong reasons. After an 
ONGC chopper crashed into 
the Arabian Sea killing 27, 
employees took Chairman 

and Managing Director Subir Raha to 

task, alleging that he 

had ignored their 

repeated requests 

to look into the 

safety of the 

choppers the 

company used. 
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Roll On And Let The Good 


It does look like the Indian economy is headed for a boom. 


EMEMBER PRIME MINISTER ATAL 

Behari Vajpayee's oft-articu- 
ated desire about seeing the Indian 
economy grow at 8 per cent. Well, 
given what's happening (S 
Making The Boom), Kirit Parikh, 
Director, Indira Gandhi Institute of 
Development Research believes 
that is well within the realm of 
the achievable in 2003-04. Never 
mind that it comes in the wake of 
a 4.3 per cent growth in GDP in 
2002-03. Does that mean we are 
standing at the edge of a b-o-o- 
m. Yes, but as Finance Minister 
Jaswant Singh conceded in 
Parliament, there are “pressure 
points". À zooming subsidies bi 
(up 62 per cent in the first quarter 
of this vear) is one; lower net tax 


I'M NOT TALKING 
TO YOU. TM USING 
MY HANDS-FREE 


ww 
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receipts (down 13 per cent) in the 
same period is another; the un- 
sustainable fiscal deficit, yet an- 
other. Thus far, the combined 
deficit of the Centre and the states, 
at 11 per cent of GDP, hasn't im- 
pacted growth but that coulc 
change. With the economy boom- 
ing and excess capacities utilised, 
companies will have to invest in 
expansion. They will be compet- 
ing for the money with the gov- 
ernment which has to borrow to 
sustain its deficit. Ergo, as Subir 
Gokarn, Chief Economist, CRISIL 
points out, “Interest rates will 
start rising and the private sector 
will be crowded out of the market, 
thereby) choking growth”. Oops! 

ASHISH GUPTA 


YOURE AN IGNORANT 
MAGGOT. YOU DISGUST 


edid 


aR: 


EL A EI 


OH ...FOR A MINUTE 
1 THOUGHT. WELL. 
NEVER MIND. 


MOM, CAN YOU HOLD? 
MY EXCELLENT BOSS 
WANTS TO TALK TO 











BE THE MOST 


LIBLE MORON 


NO PERSONAL 
PHONE CALLS 











y" 





presents 
- 
A humorous look at 
L Indian CEOs’ feats and foibles 


A classic collection of cartoons depicting leading CEOs 


of India Inc. Covering the big deals, the worst scams, 


the stellar successes and a lot more, this special volume 


i A humorous look at 


| Indian CEOs' ‘ he 4 à : à i : ; ‘ 
feats and foibles Á m from Business Today will be as hilarious as it will be 


timeless. Limited Edition. Rare value content. Book 


your copy now. 





Newsstand 
Price : Rs. 495 
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‘complete and mail this coupon and send it to Living Media India Ltd., 

-A, Hamilton House, Connaught Place, New Delhi 110 001, India. 

or bulk purchase enquries (more than 100 copies) please contact Rajeev Tyagi at 011-23736970 
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India launches Terracan, the 


company's first SUV for the 
by Saurabh Singh 



















Indian market... E — 


K.V. Kamath's ICICI Bank 
invests $100 million in a global 
expansion drive... 


...Onkar Singh 

Apollo Tyres lat 
new online lotti 
business... 


...Nandan Nilekani's 
Infosys becomes the 
second most 
profitable software 
company in the world 
after Microsoft... 
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SANJIT SEN 


90 KM RIDE TO RAIGAD DISTRICT IN 

Western Maharashtra, in the middle 
of a treacherous monsoon, to attend the 
foundation stone laying ceremony of the 
Maha Mumbai Special Economic Zone 
(MMSEZ) 1s not the most appealing of 
prospects. But on second thoughts, I figured 
it was probably the best time of the year to 
check out the location for this “audacious” 
plan (as Nasser Munjee, MD, IDFC, later 
referred to it at the function) and as good 
a time as any to take stock of the road sit- 
uation in Western Maharashtra and its 
capability to host the planned SEZ. 

The journey was surprisingly smooth, 
getting us there a half hour before the 
scheduled arrival time. The last half kilo- 
metre to the site is a dirt track and when the 
car stops in front of an undulating, bare, 
landscape, try as you might, it’s very difficult 
to imagine what the proposed MMSEZ would 
possibly look like once development of 
10,000 hectares is completed at an esti- 
mated total investment of $3 billion (Rs 
13,800 crore). It’s a joint initiative between 
the government of Maharashtra and Sea King 
Infrastructure, an infrastructure development 
company. The duty-free enclave will offer 
“world class facilities for doing business” 
claims a brochure on the MMSEZ, which is 
handed out after we are seated. In other 
words, an Indian Shenzen. “We are trying to 
create a cluster economy given the Mumbai- 
Pune-Nashik-Raigad infrastructure. India 





Taking stock: In a few years from now, the trucks could be carting something very different 


has at least five such potential clusters and 
this one should lead the way,” said Munjee. 

A minor showdown ensues next as the lo- 
cal Raigad press corp turns up for the event 
and finds that the best seats have gone to the 
city slickers. They are placated after they 
threaten a boycott. Finally, everyone has 
settled down but the programme shows no 
sign of commencing. The reason is soon ev- 
ident. None of the three vviPs—cM Sushil 
Kumar Shinde, Deputy CM Chhagan Bhujbal, 
and Nationalist Congress Party leader Sharad 
Pawar—has turned up. Available on hand are 
the state ministers for finance, power, ind- 
ustries and urban development. They take 
centre stage and the show begins. 

But it's a poor replacement and the 
crowd, a lot of it from neighbouring vil- 
lages, has lost interest. I turn to a couple of 
members of the local press seated next to 
me. “How do you view this SEZ develop- 
ment?" One of them answers, “The bot- 
tomline is, does it mean jobs for the locals? 
Every big project here (some of the cor- 
porates with large investments in the area 
are Reliance, Ispat and IPCL) has promised 
jobs for locals, but there simply has not 
been enough employment for the people 
here." If MMSEZ too fails to generate jobs, 
Maharashtra's dream of creating an infra- 
structure that will encourage people to 
move out from Mumbai to Raigad will 
remain just that. A dream. 

PRIYA SRINIVASAN 
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e yet another car Which is why the new Lancer '03 comes with a package of features that makes driving such a pleasure. Features that interact with yOu as 
»phy that believes you take on any road with Mitsubishi's legendary road grip (something Lancer loyalists swear by). But all this means nothing if you don't 
w Mitsubishi car. experience it first hand. We suggest you test drive the Lancer '03. And then, just for the heck of it, drive your current car. 
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' comfort: M.A.D.E. to BY ip: 5 point M.A.D.E. to protect: 
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www.lancerinindia.com 
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M.A.D.E. is short for Mitsubishi Active Driving Experience. So what is it? Is it yet another fuzzy technology fro 


company? Well, not exactly. In fact, M.A.D.E. is the reason why Mitsubishi makes cars in the first place. A philos 
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- M.A.D.E. in Japan: M.A.D.E. to fit: Height M.A.D.E. fo 
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EXECUTIVE TRACKING 
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Poached!: (L to R) Amit Sinha, Sanjiv Bahadur, Aditya 
Khanna, and Manish Prakash 


| [ri mein POACHING WAR HAS JUST INFLICTED 
its first big damage. On July 31, as many as nine 
senior executives at Iffco- Tokio General Insurance 
called it quits and crossed over to rival Bajaj Allianz 
General Insurance. The nine were relieved the same 
day. Those who quit include Amit Sinha (Head of 
Reinsurance), Sanjiv Bahadur (Northern Zone 
Head for Corporate Business), Aditya Khanna 
(Claims Head), Manish Prakash (Andhra Pradesh 
Ops Head), A.V. Singh (Head of Strategic 
Marketing), besides four others. This marks the sin- 
gle-biggest exodus from an insurance company 
since the industry was opened up. All the nine 
have their own reasons to quit, but Amit Sinha, 40, 
claimed that he wanted to start his own venture in 
about 10 years. “Before I branch out on my own, I 
would like to work at an insurance firm that is good 
at retail to add to my experience at Iffco-Tokio, 
whose USP is corporate.” Assigned risk is a term the 
industry uses to describe risk it would rather avoid, 
but law forces it to assume. Getting hot-shots execs 
to work for you is always a good idea. But living 
with the fear of your A-team leaving is a risk that 
employers like Iffco-Tokio must assume. 
MOINAK MITRA 


















FOLLOW UP 


Vajpayee s Seven 


d PLANNING COMMISSION 
identified 47 projects 
and schemes as part of 
India's "Priority Agenda for 
Action for 2003-04". Of 
these, Prime Minister Atal 
Behari Vajpayee has de- 
cided to monitor seven him- 
self. Here's the status on 
the chosen seven. 


Bi The Golden Quadrilateral and the North-South, East- 
west corridor: 1,408 km of the former (total: 5,846 
km) and 557 km of the latter (7,300 km) are com- 
plete. The projects are stuck over land acquisition dis- 
putes. Will probably overrun deadlines (ca by 
December 2004 and the N-s-E-w corridor by 
December 2007). 


Bi Increasing India's share of world trade to 1 per cent: 
The figure stands at O.7 per cent now, and would 
have probably been achieved, PM's intervention or not. 
li Implementation of National Population Policy in back- 
ward states: Health and family welfare is a state 
subject; besides the opposition is in power in some 
of these states (Bihar, Rajasthan, Madhya Pradesh). 
Difficult to see what the PM can do. 


li Implementation of the Sampoorna Grameen Rozgaar 
Yojana: This deals with the provision of 50 lakh 
tonnes of food grains to states and union territories. 
Should be a breeze; giving always is. 


@ The implementation of the Pradhan Mantri's Gram 
Sadak Yojana: It's good of the PM to want all Indian 
villages to be linked by roads. Whether he can 
actually achieve this is debatable. 


E The computerisation of the income tax department: 
The software, developed by TCS is there, and the 
goal (linking 36 regional offices of chief com- 
missioners of income tax with Delhi) is prag- 
matic. May well get done. 
E Speedy implementation of an assistance package for 
weavers and artisans in the textile sector: Though 
Rs 2,000 crore has been allotted for this purpose, it 
is yet to be utilised. The PM may fare better at giving. 
ASHISH GUPTA 


Epson Dot Matrix Printers. Performance that never lets you down. 
With an Epson Dot Matrix Printer, you can be sure that your print jobs go without a hitch. However demanding the job, an Epson | 
Dot Matrix Printer is built to deliver. So if reliability matters, simply turn to an Epson - the world No.1 in Dot Matrix Printers. ...Epson Dot Matrix Printers... 


~ Toll free ! 0: 1600 ROCK SOLID RELIABILITY 
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BT-CIRRUS 


Of Hatches And Halos 


A product launch was a sure way of making good news in the first quarter of this fiscal. 


19853. THAT'S THE NUMBER OF IMAGE POINTS INDIA'S Take the case of Maruti: Although it was ranked first 
auto-makers garnered between April and June from in terms of image scores, it was ranked fifth in 
stories related to product launches. Still, merely terms of Quality of Exposure (that meant it received 
launching a product isn't guarantee of good press. its share of bad press). 
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MUL Hero Honda Hyundai Honda TVS GM Toyota IBM X Microsoft i : ! 
Honda Siel Motorcycle Motor Kirloskar Maruti's Grand Vitara: Scoring on image 
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m Total 
= = y Image 
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a = C rn 
v = E 
Product 42.935 
Automotive Durables | Insurance | Banking |Engineering| | Launches 
IT FMCG Telecom Financial —Pharma/ 
New products launch image score HealthCare | Figures are April-June 2003 
QUALITY VS QUANTITY . THE WINNERS AND THE OTHERS 
Companies image n alil Of | Top 10 Categories Rank | Rank 2 Rank 3 
Score Exposure | Auto MUL Hero Honda ^ Honda SIEL 
i PIN IT IBM Microsoft HP 
ee Durables Panasonic Whirlpool ^ Sony 
HONDA SIEL : 
HYUNDAI FMCG HLL Emami Dabur Foods 
HONDA MOTORCYCLES Insurance LIC 0m Kotak Ins ING Vyasa 
Telecom RIL Infocom — Nokia BSNL 
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Banking ABN AMRO ICICI Bank — SBI 
Financial Birla Sun Life RII Cap Asset HDFC Asset 
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IBM | Engineering Siemens Voltas Blue Star Samuel J. Palmisano, CEO, IBM: 

MICROSOFT y Pharma & Healthcare Himalaya Drug Zydus Cadila N. Piramal Did his l-day visit to India help? 
1.Visibility scores and image scores measure all news items. 3. Quality of Exposure (QE) determines the relationship 
Visibility scores are a factor of the size of the article between the visibility and image scores. 
multiplied by the readership of the given newspaper A positive story well-covered merits compliments but a 
or magazine where the article has appeared. negative story covered extensively is not good for a company. * 
2. Image scores are the tonality of a given news item. Normally, all media reports for a given company area 
The visibility scores are multiplied by one, two or minus one combination of positive, neutral or negative articles. QE is 
depending on whether the articles are neutral, positive and negative. always expressed as a percentage. 


Cirrus is a Delhi-based image monitoring agency. Feedback to bt-cirrus@icirrus.com 
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The new HP Compaq Business Desktop d530. 
With a low total cost of ownership for the. 
office of the future. 
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The next-generation technology used to build the HP 
HP COMPAQ BUSINESS DESKTOP d530 
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Intel® Pentium® 4 processor, proves easy on your pocket. | A : } 
Simply because you won't need constant upgrades or i "ml meteo uc "en ’ 
additions to boost its performance later. In short, | ai pi T 3 
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manageobility and rock solid security to save you money t 533/800-MHz processor front side bus support i 
in the long run is what the HP Compaq Business Desktop - SMART Ill Ultra ATA/100 Hard Drives i 
d530 assures. It's what the future is all about. j Integrated audio with internal speaker | 
Pre-loaded Manageability tools ! 
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Have we failed in building Brand India?' Yes, griped Alyque Padamsee. NO, 
retorted N.K. Singh. And sound bullets flew in Delhi. 


year as a brand, 
stood reformed and 
repackaged—as a 

AB one-to-one battle. 
But the Delhi venue was the same, 
the Taj Palace, and so was the 
holding rule: no weapons barred. 
Not fists, not boxing gloves, not 
even the bar-stools placed at the 
podium to honour the sponsor, 
Royal Challenge. 


z HE BUSINESS TODAY 
i 9 " Crossfire, its third 
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‘Have we failed in building 
brand India?' was the question, 
as posed by moderator Suhel Seth, 
making it clear that ‘we’ would 
refer to every citizen. Yes, said 
Alyque Padamsee, ad guru, citizen 
and master of theatrics, making a 
multiple-edge case before N.K. 
Singh, Planning Commission 
member and former advisor to 
the Prime Minister, got his chance 
to oppose the motion. 

France, argued Padamsee, was 


known globally for ‘love’, Italy for 
‘design’, America for ‘Hollywood’, 
Great Britain for the ‘royal family’ 
and Brazil for... ‘football’. And 
‘Brand India’? For iT and cricket. 
“The rest of our brand image is 
zero,” he lamented. “At least in 
Nehru’s time, we were leaders of 
the Non-aligned Movement. We 
had a powerful brand at the UN and 
originally our image was Gandhian 
Tolerance and Non-violence"— 
shattered by worldwide media rep- 





Seth-speak: 'We' would refer to 
all of us. 


orts of violence in *Gujarat and 
Kashmir and almost every single 
place". The good news, he added, 
was that India had the planet's 
- “finest aqal-mand people" and could 
thus project itself as the ‘Brain Box 
of the world’, with the Silicon Valley 
of Bangalore, the economic wis- 
dom of Nobel laureates, the trans- 
Asian appeal of Bollywood, the in- 
stitutionalisation of engineering ex- 
cellence and the management talent 
of the India-origin pool, all at the 
brand’s disposal to deploy. 
Padamsee’s suggestion: hold a 
stimulating international idea-fest 
on ‘The world in 2050’, and project 
the country’s brains globally. 
Some of those points actually 
go against the motion, responded 
Singh, thanking Padamsee for help- 
ing with his own case. But, not bei- 
ng an adman, he’d rather be real 
than fantasy-led. For the Liril wat- 
erfall dream is no good without 
water supply, and Kama Sutra’s 
pleasure principle is useless with- 
out bedroom privacy—unavailable 
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to millions of Indian couples. And 
the ‘Brand India’ reality, he added, 
was that India had repositioned itself 
every decade since 1947—in terms 
of values, systems and the national 
psyche. From a poor starving coun- 
try, India had become a nuclear 
power. And if India was now on a 
“winning spree"—the “home of the 
world’s knowledge economy"—1t 
didn't just happen on its own. It 
took decades of fostering IIT excel- 
lence, for example, and of wilful 
evolution of the national psyche. 

Moreover, argued Singh, *The 
branding of countries is a far more 
complicated process than an adv- 
ertisement campaign." Brand India 
is an amalgam of kaleidoscopic 
images, irreducible to market analy- 
sis. “When you ask a question, it 
evaporates into space because the 
Indian psyche is deep enough, com- 
plicated enough, and living in a 
multitude of times simultaneously.” 
None of this, he cautioned, should 
be oversimplified by picking and 
projecting just one aspect of the 
country. Even when the brand im- 
age is that of ‘Mother India’, he 
contended, it actually conveys a 
multiplicity of images. “Welcome to 
India of 2003,” concluded Singh, 
with muted triumphalism, “because 
we know that the wars of this cen- 
tury will be fought on the power of 
ideas and won on ideas.” 

Time to get ruthless, announced 
Seth, urging the two to go for each 
other. How, for example, would 
Padamsee respond to being made 
out to be a “cynical crybaby”? 
Well, by clarifying that while 
Product India was good, and while 
national development was all very 
good as well, precious little had 
been done to project the country’s 
uniqueness internationally. But this, 
to Singh, was a “myopic interpre- 
tation of the topic”, since India 
was fine with its multifaceted self, 
and national branding projects, a la 
‘Cool Britannia’, were far too sim- 
plistic to hold any meaning. 
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“India is known for IT 
and cricket. The rest of 
our brand image 
IS Zero" 


ALYQUE PADAMSEE 
Advertising Guru 





“The Indian psyche is 
deep, complicated and 
living in a multitude 
of times” 


N.K. SINGH 
Member, Planning Commission 





The brand image matters, shot 
back Padamsee—to economic de- 
velopment. After all, “a tiny little 
country like Singapore attracts 10 to 
20 times more foreign investment 
than India”, and much had to do 
with how India was seen by the de- 
cision makers of the world. 

“That’s the problem with ad 
gurus,” scoffed Singh, *oversimpli- 
fication.” Oversimplification? Brand 
India is in crisis, pleaded Padamsee, 
and needs urgent redressal. 
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Can Indian consumers be wooed by pricing alone?' Yes, insisted Rajeev 


Karwal. No, responded C.K. Ranganathan. Again, sparks flew, in Chennai. ' 





SUHEL SET, 
m HEL SETH 





" 





The pricing conundrum: Moderator Suhel Seth flanked by C.K. Ranganathan (left) and Rajeev Karwal 


HE BUSINESS TODAY 
Crossfire in Chennai, 
held at the Taj 
Coromandel, was 
kicked off by moder- 
ator Suhel Seth with 
the same sponsor, Royal Challenge, 
and the same ground rules—and an 
exhortation to get to blows. 

"Can Indian consumers be 
wooed by pricing alone?" was the 
vexed issue over which that was to 
be achieved. Rajeev Karwal, 
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Managing Director of Electrolux, 
was to argue for the motion, and 
C.K. Ranganathan, founder, 
CavinKare, against. Yes, against. 

Karwal began pithily. *Pricing is 
actually everything," he declared, 
before launching into the hundreds 
of price propositions being dan- 
gled before Indian consumers. Jet 
Airways’ super-cheaper business 
class, Maruti Alto’s gold offer and 
even Yamaha’s 'Subana mausam 
aaya, sunehra offer laaya.’ 


Even the morning’s paper was 
packed with price offers, he noted, 
and Hindustan Lever’s so-called 
‘power brands’ were no different. 
Power, even for these, was little 
other than price, apparently. And 
how could anyone forget Akai’s 
Kabir Mulchandani, who “rewrote 
the history of consumer electron- 
ics in this country” with his re- 
placement Tv offers that sent prices 
into a downward spiral and vol- 
umes soaring? “As the prices fell 
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Consumers are intelligent. They see value, and value is performance 
divided by price. When they bite 'special offer' baits, they merely go for 
incremental value. Only marketers think that pricing is playing the trick 


from Rs 18,000 for a 21-inch 
colour TV to Rs 8,990, the market 
grew from 1.7 million units in 
1995 to 7.2 million in 2002." Or 
take the vcD market, where the 
upstart Oscar was selling 100,000 
players a month, about half the 
market—priced at a steal. 

"Ultimately, it is the price and 
price alone that makes the market," 
Karwal asserted, citing the value 
consumers see in the Rs 5 Coke, 
the diesel Indica, the Maruti 800, the 
Nirula's pizza, the seven-rupee 
McDonald's softie and the Ghadi 
suds pack (which is *doing to Nirma 
what Nirma did to Surf"). And then 
there's Barista the self-claimed exp- 
erience brand. *Why is it reducing 
prices today?" he demanded, leaving 
his rhetoric to the floor. 

Next was Ranganathan's turn, 
and he began by clarifying that 
CavinKare, contrary to media belief, 
was not really a price player—and 
was busy winning marketshare with 
brands such as Fairever, priced at a 
premium to the fairness cream mar- 
ket leader. In fact, Chik shampoo 
was his only real price aggressor. 
What he was objecting to, first off, 
was the ‘Indian’ part of the motion 
— because discounts on brands are 
common worldwide. Secondly, 
agreeing to the motion would be to 
mock the Indian consumer's app- 
reciation of quality. “If pricing alone 
is the purchase criterion," he said, *it 
questions the very existence of 
brands." Everything would be a 
commodity. But that's not the case. 
From salt to soap, loose products 
command less money than branded 
ones. "Obviously people see value, 
and value is normally equal to per- 
formance divided by price." And 
when they bite ‘special offer’ baits, 
they merely go for ‘incremental 
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value’ per rupee, not ‘price’ in 
isolation. Complex minds, dis- 
cerning minds, are at work. 
“Consumers are intelligent. Only 
we marketers think that pricing is 
playing the trick,” he said. 

That was temptation enough 
for Seth to fling David Ogilvy’s 
“The consumer is not a moron, she’s 
your wife' admonition into the ring, 
before inciting Karwal to hit right 
back. Who did too, by raking up the 
low-priced Chik as his opponent's 
biggest success, and reminding 
everyone of the correlation of onion 
prices with government longevity. 

Value is fine, Karwal argued, 
but ‘value’ is driven by price. 
Ranganathan shook his head, out- 
lined his *value for money' thesis 
again—the entire equation—and 
called his opponent’s price fixa- 
tion the result of an illusion. 

What about the ‘bargain’ mind- 
set, asked Seth, was that price or 
value seeking behaviour—in a coun- 
try where disposable lighters get 
refuelled? Price obviously, said 
Karwal, this being a money-dep- 
rived country “where condoms are 
being reused”. Value, said 
Ranganathan, this being a country 
where housewives actually go from 
vendor to vendor looking for veg- 
etables of acceptable quality to cook. 

But Akai is dead, piped up 
someone, and so were price-cut- 
ters doomed to failure? “Wal-Mart 
is on top of the Fortune 500,” 
replied Karwal, “and its basic propo- 
sition is ‘Every day, lower price’.” 
Akai’s another story, he said. “I 
think the demise of Akai was be- 
cause of many other factors, and 
not just pricing. But the pricing 
brought the company almost to an 
18 per cent marketshare.” 

Sure, said Ranganathan, but 





“Ultimately, it is the 
rice and the price 
alone that makes the 
market” 


RAJEEV KARWAL 
Managing Director, Electrolux 





“If pricing alone is the 
purchase criterion, it 
questions the ve 
existence of brands” 


C.K. RANGANATHAN 
Founder, CavinKare 





consumers’ consciousness revolves 
more around the value being der- 
ived from the purchase, not the 
cash being shelled out—so one can- 
not woo consumers with price, 
price, price alone. Ef 


AWNVASVNHSDDI 'D Ag SHdVHDOLOHd 






sandstone 








“UNLEASH YURA MERE ee 


We have been speaking to you. Business leaders. 
Human Resource leaders. Training leaders. You 
believe developing people is the best way to build 
business. The only way to change culture. To Win. 






































Yet, you remain frustrated by your people 
development efforts. You say training is one-off. 
Shrink wrapped. Without follow-up. Not translating | 
into results at the workplace. Ineffective. 


Preoccupied with: ‘putting in, training. misses n le 
learner. To work, it must ‘draw. out’. TALENT. A 
EMOTION. 


Seven years ago some people got together to hi 
change the world, not people. To nurture taler t 
| through learning experiences that are meanine 
Engaging. Lasting. They hate to be called trainers, 
but really that is what they do. Differently. They 
are slow. They stay. Till you see results. 
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A ersonal eff sctiveness. prot ram to groom 
young managers into passionate missionaries. 





iDiscoveri Executive Education programs commence with 
a diagnostic to customize the program. Then a high- _ 
impact offsite event creates a mental and emotiona shi 
This is followed by an optional 180-day coaching 
for participants to ‘habitualize’ these skills. À me 
change work places, not peopte. It works. 


4000 people will testify. Ask E&Y, GE, Oracle, Bacardi, 
Morgan Stanley, a, amonast others. 
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Overview 





Forget about the end of the Licence Raj. The far bigger deregulation was that 
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iggest entrepreneur; where a handful of private busi- 
ness groups lived with licensing and quotas and didn't 








~~ complain because they held the consumer to ran- 





_som; where competition was a word found only in the 
. consumer’s dictionary, and not of the manufacturer. 


That's why the profound changes wrought by a mere 


decade are all the more remarkable. Forget about the 

s end of the Licence Raj. The far bigger deregulation was of 
the minds. A country of a billion people finally waking 
i up to the world without and to the potential of what 

| it could be within. It is that spirit of economic freedom 
that this special Independence Day issue seeks to cap- 
ture. Not surprisingly, then, all our *chapters" are free- 
> dom-themed: Freedom from Genes, Freedom from 



















- Serve, Freedom of Choice, even Freedom to Chill. 
Each of these is a theme that you can relate to. Who 


us refrigerator { for a sleek new upgrade, courtesy consumer 
-= credit? Who hasn't looked with envy at the metro- 


ladder because he's not just an MBA but smooth-talking 
. -and -looking too, thanks to his daily regimen of 
- beauty and fitness? Or that 40-something who retired 
-after striking gold at his technology company? As rec- 
2 ently : as the 80s, all this would have been unthinkable. 


of the minds. A coL r 


e 90s. did not just unfetter industry. They also | 
the power and aspirations ofa billion people. 


“TEP OUT INTO THE STREETS, GO SHOPPING IN A E 
departmental store, or simply surf satellite. 
TV channels. You will find the 90s. prodig- | 

ous. child, Freedom, staring you in the. ; zt 
- face—again, again, and again. Freedom man- 
ifestin itself simply, but relentlessly, in the wide. 
of passenger cars, the 70 different brands 
poo, or as many TV channels. Freedom ofi in- 
di stry translating. into freedom of the consumer. 
= Yet, in the 56th year of our political independence: 5 
s easy to forget that consumer freedom is barely a _ 
e old. For more than 40 years, the consumer was - 
to a wilful economy, where state was the. 


could be biotech, electronics, or a wide range of rese 


based industries such P 
biotechnology offer India an easier route to the ` w icd: Hus 


ang their advantages of low-cost, but ski 


Limited Means, Freedom from Geography, Freedom. 
-from Licensing, Freedom to Start Afresh, Freedom to . 
- Birla group has built on its strengths in com nodity 


— doesn't know of a family that traded in its old car or 


sexual male who is rapidly climbing the corporate - 








Indeed, the single-biggest message that the 90s. 


| my have driven ee to Indians is that they can do 








“While lower costs may I lordo the bait m tart 
-the lure now is as much the quality of workforc 


body—GE, Tntel, Cisco, Or Microsoft. Tomorrow, it 
But as the 90s have proved, i it doesn't have to bean eit- 

India Inc. While no doubt knowledge: 
1s information technology ry 















markets, opportunities exist in old world industries too. — 


As most companies that tried found out, it is possible 


to shed the baggage of 40 years—low manufacturing 
scales, a lack of branding and marketing, and poor 
processes—and move along more nimbly, leverag- 
lled, workforce 
(See Freedom from Licensing, page 110). 

Tata Motors, for instance, has not just built its 
own passenger car, but created a brand that it thinks 
can be marketed globally. Ranbaxy Laboratories 
started off as all other pharma companies in India did, rev- 
erse engineering drugs. But today, the Rs 3,713.8-crore 
company licenses néw molecules to its far bigger 
competitors, and derives more than half of its revenues 
from outside India in markets such as the US. The A.V. 















businesses in India and elsewhere in the world, Reliance — 
Industries has moved swiftly from textiles. t0] petro- j 
chemicals to gas to telecom to biotech. 

As Anand Mahindra, President of cii and Vice Chair- 
man and Managing Director—and one of our five col- 
uminists this issue—points out, there really is no stop- 
ping India Inc. For decades it lay bound within the con- 
fines of an artificial economic wall. Today, the walls 
have been torn down and the world is for India' s tak- 
ing. It’s that freedom this issue celebrates. W 
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More than a decade into free market reforms, 
just how free is business in India? 


BY ASHISH GUPTA, NARENDRA NATHAN & ROSHNI JAYAKAR 


REEDOM FROM ARBITRARY 


authority. Even a six- 

year-old understands its 

appeal, worded or unw- 

orded, articulate or inar- 
ticulate, expressed or repressed, 
vivified or blurred. 

At the start of the 1990s, as the 
Indian Businessman stood at the 
crossroads, it was a time of hope 
and high vision—again. 


India had been wise enough and 
brave enough to confound the 
world’s sceptics by prioritising 
democracy. But the protective coc- 
oon of Socialist Statism was rup- 
turing, and it was time to confront 
almost half a century’s worth of 
accumulated economic reality. 

It was grim. Grim enough for a 
national rethink. At the ground 
level, the question was cast as a 


The Freedom Index 


simple matter of liberty: why don’t 
we, as ‘free citizens’, have the right 
to make a living any way we choose 
so long as we don't injure anybody 
else? At the rarefied level of state 
policy, it was time to acknowledge 
that perhaps the Market—and the 
dynamic price-setting mechanism 
of freely competitive interactions— 
does do a better job of putting the 
country's resources to work, 
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spurring growth and raising our 
quality of life. Better, at least, than 
the state planners, who, for all their 
high-tabled good intentions, were 
too broke to satisfy supplicants ask- 
ing for their one paisa. 

The case for freeing business 
from state control was clear. Inter- 
vention was flawed. Isolationism equ- 
ally so. For the sake of its own efficie- 
ncy, India Inc needed the stimulus 


35 3] 


AX 
^ Web 
Mal» utm aarne cyan Mega sto? 


POs 4" ALIM rore E LBS 


of global competition and the disci- 
pline of global capital markets. 
Yet, the trick, as it turns out, is 
in the doing. As Deepak Nayyar, 
eminent economist and Vice Chan- 
cellor of Delhi University, com- 
plains, instead of a clear transition 
to the market, what India has seen 
is a series of ad hoc measures. That 
too, in fits and starts. Bureaucratese 
has muddled the picture in so many 
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fields that it doesn't seem any less 
arbitrary than the bad old days. 
Still, the reforms mural painted 
so far has much to gratify the busi- 
ness freedom fighter. As the state has 
stepped back, private business has 
soared. Market entry is no longer 
barred. Competitors have multi- 
plied. The borders are open to 
trade, though import barriers rem- 
ain. Currency clamps have loosened, 


The Freedom Index, on a scale of 0 (total state control) to 100 (complete /aissez faire freedom), has been calculated on the 
basis of key business freedoms available in a representative sample of the 10 industries selected by BT as a cross-section 
of the economy (See The Freedom Index Methodology for details). 
Capital and labour have been assigned a weight of 20 points each, the remaining 60 divided equally among banking & finance, 
petroleum, power, farming, telecom, pharma, textiles, automobiles, aviation and information technology. The key freedoms, 
while too varied to list here, include freedoms to enter a market and operate unhindered by state intervention. 
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though capital account convertibility 
is still far away. Extortionary taxes are 
gone. Savings-eroding inflation is dead. 

Domestic prices—a key test— 
are set by market forces in most sec- 
tors. And these forces appear to be 
doing fine. In general, demand is no 
longer subject to market-subverting 
distortions (such as subsidies), and 
supply constraints have been eased 
by and large. And so even in so- 
called *factor markets', particularly 
the market for capital, the effi- 
ciency of which is critical to the 
performance of business on the 
whole. Access to capital is no longer 
the exclusive privilege of a few. 

The business upshot: India Inc 
has spent considerable energy since 
1991 orienting itself to the mar- 
ket (and the fulfillment of customer 
needs), instead of the closed era's 
chief profit-source (the favour of the 
state, that is). 

The economic upshot: India's 
GDP growth has accelerated—to an 
annual average 6.5 per cent, a 
whole point higher than the 1980s’ 
rate. The proportion of Indians be- 
low the poverty line has fallen from 
36 per cent in 1993-94 to about 26 
in 1999-2000. And with $85 billion 
in forex reserves, India can slouch 
without any fear of a 1991-style 
near-default on its external debt. 

The problem is that India has 
taken that a little too seriously. GDP 
growth has slumped in the past two 
fiscal years, even as the fiscal deficit 
has widened alarmingly. And while 
stockmarkets may be exuberant, 
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@ in 1992, Indian companies 
were given access to foreign funds. 


Ə In 1993 and 1994, private 
entrants were allowed into 
banking and mutual funds. 


e In 1994, FII investment was 
permitted in Indian debt and equity. 


® |n 1995, the RBI freed interest 
rates charged by banks. 


e In 2000, insurance was 
opened up to the private sector. 
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the factor market for labour still 
lies unaddressed. Shutting a busi- 
ness is still a nightmare. Taxation is 
still rather messy. Tariffs remain 
high, and the government retains 
quite some authority over business 
through simple ownership—not just 
of PSUS, but also equity held by its net- 
work of financial institutions. 

According to Jagdish Sheth, the 
Charles Kellstadt professor of mar- 
keting at the Goizueta Business 
School at Emory University, Atlanta, 
Indian businesses are living under a 
false sense of security. Reforms 
have merely begun, and are 
nowhere near complete. 

The real thing, by way of the 
Free Market, is still to come. 
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K.V. Kamath, MD & CEO, ICICI Bank: 
Banking on efficiency 


Financial Freedom 

Equity-issue pricing has been freed. 
The state MFs monopoly has ended. 
Fils have been granted entry. Indian 
businesses have been given access to 
funds overseas. Private Indian banks 
have opened doors. Since 1991, 
the market for capital has been 
nothing if not dynamic. 

The big relief: state-directed 
lending has had its day. Banking 
competition is intense, and serv- 
ices better. The RBI has turned in- 
terest rates over to market forces. 
The result: easier access to capital. 
Investment banker Amit Chandra of 
DSP Merrill Lynch puts it succinctly, 
"The corporate is king of the bor- 
rowings market." 








Mukesh Ambani, CMD, Reliance 
Industries: Big is beautiful 


Meanwhile, the government has 
reduced its equity holding in most 
public sector banks, but it still runs 
them, and bad loans are a prob- 
lem even though businesses can no 
longer default with impunity. 

The state monopoly in insur- 
ance has ended too, with minority- 
stake foreign insurers allowed in 
as well. MFs have proliferated too, 
ever since the end of UTI’s monop- 
oly in 1987. Yet, UTI remains the 
weightiest. In fact, overall, the state 
remains dominant in banking and 
finance, and few businesses are acc- 
ountable to investors at large. 


Petroleum Perplexity 
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That India would never be self-suf- - 


ficient in oil was apparent even in 
1947. So it’s quite ironic that it 
took so long for the country to quit 
trying to be an economic island unto 
itself. Fuel was seen as a primary 
need, and so obsessively controlled. 

Till recently, that is. Take prices. 
It was on April 1, 2002, that the 
government marked the disman- 
tling of the Administered Price 
Mechanism (APM). Prices, it was 
said, would henceforth be market 


e in 1992, oil exploration and refining 
were opened up to foreign investment. 


® In 1993, Oil and National Gas 
Commission was corporatised 


e in 1993, LPG distribution was 
opened to the private sector. 


® In 1998, petroleum distribution 
was thrown open to private players. 


e In 2002, the Administered Price 
Mechanism (APM) for oil was 
dismantled. 
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rather than ministry determined. 

Well, it hasn’t really happened, 
because the state-owned players 
ONGC, IOC, HPCL and BPCL are still to 
be privatised, and thus ‘free’ only 
from a regulatory standpoint. 

The good news is that several 
private players are already in the 
exploration game. As a rival to the 
state oil firms, Reliance runs India’s 
largest refinery, and is preparing 
to retail petrol. This is a market 
the Petroleum Ministry has opened 
to players who commit at least Rs 
2,000 crore to oil infrastructure. 
Genuine competition, however, 
will not materialise until there are at 
least three independent players 
striving to outdo one another. 


Forgotten Farms 
The Indian agriculture sector, unlike 
China’s, is in a time warp. Farmers 
have no clue about the battles to be 
waged at the WTO against the West’s 
subsidies. Even if they did, it woul- 
dn’t matter, so resigned are they 
to their monsoon-managed lives. 
What’s wrong? The price mech- 
anism, that’s what. It’s just not there. 
The signals that reach farmers—in 


the form of minimum support 
prices (MSPs) issued by Food 
Corporation of India (FCI), the mo- 
nopoly buyer—have no link with 
market offtake (or with reality). 

Inputs are grossly subsidised, 
and if rice gets marked up, that’s 
what gets grown—often in absurd 
quantities. FCI adds its own costs. 
Tonnes of foodgrain simply rot, as 
the intended beneficiary—the hun- 
gry Indian—cannot afford the grain 
even at subsidised prices. 

Recent attempts to devolve food 
security to federal states, and to dil- 
ute the more surreal strictures of the 
Essential Commodities Act, which 
impedes the free movement of 
foodgrains by private players, have 
achieved little. “These restrictions 
disincentivise the production and 
distribution of essential commodi- 
ties by organised companies that 
can exploit economies of scale and 
modernise the sector,” sighs Arvind 
Virmani, CEO, Indian Council for 
Research on International 
Economic Relations (ICRIER). 

For real freedom, nothing short 
of a revolution will do—one in 
which the FCI reduces its role to 
that of a buffer player, the feeder of 
last resort (‘the RBI’) of a market in 
which thousands of free partici- 
pants determine prices. 


Power Problem 
In the information age, what India 
needs least is a dysfunctional power 
sector. Retail recovery of charges is 
the big hold-up here. The power 
utilities, those hapless SEBs, are un- 
der federal state governments, and 
are sitting on accumulated losses 
of Rs 33,000 crore—with more 
power vanishing into the night 
(there ought to be ‘live leads’ from 
the grid to trace, but why bother). 
Of late, some states have sepa- 
rated generation, transmission and 
distribution from each other, and 
partly privatised the front and back 
ends. But the broad tariff structure 
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remains the old one: with industrial 
units heavily subsidising retail users. 
So this June saw the “second gen- 
eration of reforms" with the ena- 
ctment of the Central Electricity 
Act, 2003, which aims to grant pri- 
vate participants access to the 
Indian power arena. 

Best of all, without having to 
depend on the sEBs for bill pay- 
ments. Access to the SEBs’ trans- 
mission lines is meant to be free 
and non-discriminatory—though 
telecom-style ‘bandwidth issues’ 
are bound to crop up, be warned. 
“The devil is in the details,” says 
Anthony Bird, Managing Director, 
ABN AMRO Rothschild, a utility spe- 
cialist, “and the success of the 
Electricity Act will depend largely 
on implementation." 


Textile Turnaround 

India’s textile sector has remained 
hostage to sentimental associations 
of handspun cloth with India’s free- 
dom struggle and old notions of 
hut self-sufficiency. The handloom 
and small-scale textile sector has 
been grossly regulated, protected, 
tax-insulated, subsidised and thus str- 
apped to the past as some museum 





Anil Ambani, Vice Chairman & MD, 
Reliance Industries: Power play 
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@ |n 1992, subsidies on major 
fertilisers were abolished. 


€ |n 1993, an ad hoc fertiliser 
subsidy was reintroduced. 


@ in 1998, the fertiliser subsidy was 
hiked, raising the bill once again. 


® In 2001, the FCI's 'buffer stock' of 
foodgrains reached absurd levels. 


@ In 2002, strictures on foodgrain 
movement were eased. 
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curiosity. Sniffle if you will, but 
into a khadi handkerchief. 

The sector’s inefficiency became 
apparent in the 1980s, when mill af- 
ter mill went ‘sick’. Over-regula- 
tion has kept capital away. Says S.P. 
Oswal, Chairman, Vardhaman 
Spinning and General Mills Limited, 
“Different excise duty exemptions at 
various stages of textile manufac- 
ture, reportedly resulted in evasion 
of excise duties by several parties, 
resulting in the poor performance of 
large organised mills. This resulted 
in very little investment by the cor- 
porate sector in the weaving and 


Power 








@ |n 1993, the first set of fast track’ 
projects was approved. 


® In 1994, the central government 


offered 'counter guarantees for payment. 


@ in 1997, the government set up the 


Central Electricity Regulatory Commission. 


€ In 1998, private players were 
allowed in functions other than 
generation of power. 


e in 2003, private players are granted 
direct access to the power market. 
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Y.C. Deveshwar, Chairman, ITC: 
Betting big on agri-businesses 


apparel sector." The few large-scale 
apparel projects permitted in the 
mid-1990s (on stringent export con- 
ditions) have done little other than 
deliver quality to branded apparel 
for the well-off. 

Thankfully, the New Textile 
Policy of 2000, aimed at enhancing 
Indian textile competitiveness tow- 
ards achieving $50 billion in exports 
by 2010, might just save India the 
embarrassment of missing its second 
biggest export opportunity (post 
2005). Apparel is open to large- 
scale investment at last. Taxation 
imbalances have been fixed, and . 
imported textile machinery is 
cheaper. With some perseverance, 
India can yet crack the global ap- 
parel market. 


Pharma Future 

Regulation is a common feature of 
the pharma industry worldwide. 
But India has been almost unique in 
its control of drug prices. Barricades 
to entering the market were torn 
down in the early 1990s, and price 
controls junked by and by. Prices 
have not soared, thanks to the self- 
regulatory effect of competition— 
and the desire of firms to convey a 
caring image. 

But how free are pharma com- 
panies really? The government still 
retains a say in how they allocate 
their funds. The promotion of cer- 
tain critical drugs, for example, is 
still frowned upon, as if healthcare 
customers are somehow cheated by 
any corporate spending on fight- 
ing the information battle (a cola 
competence). The official limit on 
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Arvind Lalbhai, Chairman, 
Arvind Mills: Ready for the world 


‘post manufacturing expenses’ for 
controlled drugs has been raised to 
100 per cent, but is still a limit. 

Foreign investment has been al- 
lowed in, but Indian firms—hav- 
ing learnt all the tricks of low-cost 
reverse engineering—are under no 
threat. In fact, the drugs going off 
patent in the US market has pre- 
sented them a huge generics export 
opportunity. Pharma exports are 
around $1.5 billion, and rising. 

More freedom could mean bet- 
ter performance. “The price controls 
are not in line with liberalisation. 
The list should be reduced further to 
contain only life saving drugs," says 
Paras Adenwala, Head of Equity, 
Birla Sunlife Mutual Fund. 


Automobile Action 
India's automobile industry offers a 


Anji Reddy, Chairman, Dr. Reddy's 
Laboratories: Generics all the way 
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@ in 1991, the government took 
note of 'sick' industries. 


In 1994, export-oriented apparel 
projects were given the go-ahead. 


e in 2000, large-scale players were 
allowed into the apparel industry. 


In 2000, the tax structure was 
rationalised to level the field for all. 


e in 2001, import duties on textile 
machinery were cut. 
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splendid example of the transfor- 
mative power of liberated business. 
All the more because the very sight 
of an old Ambassador seemed to 
signify all that was anachronistic 
about India. From a sellers’ mar- 
ket to a buyer's market—it hap- 
pened in a flash. By the simple act of 
allowing anybody from anywhere in 
the world into the arena. 

The car market's makeover has 
been dramatic: witness the new 
gleamers on the streets. India has 
some 16 new ventures to serve the 
car market alone. Arguably, though, 
the auto action began in the early 


Pharma 


@ |n 1994, most pharma products 
were freed from industrial 
licensing. 





In 1994, foreign investment of 
up to 51 per cent was allowed in. 


e |n 1994, the list of price-controlled 
drugs was slashed drastically. 


In 2000, the foreign investment 
limit was raised to 100 per cent. 


e in 2002, the price-controlled list 
was reduced to just 38 drugs. 
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Ratan Tata, Chairman, Tata Group: 
Indigenous success in a global field 


1980s, when the Maruti-Suzuki 
partnership was formed, and the 
100-cc segment of the Indian 
motorcycle market was thrown 
open to competition amongst lo- 
cal firms with foreign collabora- 
tions (the Indo-Jap joint ventures). 

In all, two-wheeler marketers 
in India have become quite cus- 
tomer-oriented, driven by compet- 
itive pressures. The major imp- 
rovements, according to Rahul Bajaj, 
Chairman and Managing Director, 
Bajaj Auto, came only after 1992- 
93. "With the Licence Raj's going, I 
can expand or diversify according to 
market conditions. As imports are 
freed, I don't have to run around for 
import licence either," he says. 

Today, India allows fully-for- 
eign owned companies to operate in 
the automobiles sector. The last 
remaining stipulations, such as those 
requiring all manufacturers to indi- 
genise their components within a 
time-frame, have been trashed in 
2001. Yet, the excise duties on veh- 
icles remain unreasonably high, and 
the sector remains shielded from 
import competition. 


Telecom Transition 

Whizzle-crackle-snap. Remember 
the days when crackling phone lines 
were a luxury? It was barely a 
decade ago. Given all the cellphones 
buzzing around, one might even be 
tempted to think tele-nirvana is 
nigh. Too bad things are not that 
simple. The reality is that the tele- 
com industry has become a litigous 
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Automobiles 





@ |n 1983, foreign investors were 
allowed 40-per cent equity in JVs 
to make 100-cc mobikes. 


® In 1993, the sector was opened 
to licence-free investment, both 
Indian and foreign. 


e In 2001, indigenisation stipulations 
on foreign companies were axed. 


€ In 2002, control of Maruti Udyog 
was handed over to Suzuki of Japan. 


e In 2003, the government sells a 
quarter of MUL stake to the public. 
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cacophony of shouts and claims. 
Telecom businesses have no 
escape from the rulings of the 
Telecom Regulatory Authority of 
India (TRAI). To the extent that 
scarce airwaves need to be shared, 
telecom regulation is indispensa- 
ble. The issue is one of maximising 
freedom under that contraint, and 
flip-flop policies are no help. The 
National Telecom Policy of 1994 
brought in domestic private cell 
service operators—on stipulated 
GSM technology. Having overbid 
for licences, most operators bled 


Telecom 


6 In 1994, private operators were 
given licences for cellphone and 
landline services. 





® |n 1998, private ISPs ended VSNL's 


net monopoly. 


@ |n 1999, cell licencees switched 
over to revenue-sharing. 


® In 2001, landline operators were 


allowed to offer 'limited' mobile services. 


@ In 2003, the regulator proposed 
a switch to a 'unified licence'. 
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like crazy. The New Telecom Policy 
of 1999 has scrapped the old 
arrangement in favour of a rev- 
enue-sharing deal, and allowed the 
state's own monopolies, BSNL and 
MTNL, to enter the arena. Private 
companies, meanwhile, have been 
granted entry to fixed line services, 
and since 2001, have even been all- 
owed to offer *limited' mobile serv- 
ices using CDMA technology—to the 
alarm of cellular operators. 

Sure, competition has intensi- 
fied, tariffs have crashed and the 
state monopoly on long-distance 
calls is history (VSNL has even been 
privatised). Private Internet Service 
Providers (ISPs) are roaring away 
too. But a lot of telecom business 
plans have been thrown in disar- 
ray, and policy issues remain a dis- 
traction. [n retrospect, the sector 
should always have been defined 
in ‘need’ rather than ‘technology’ 
terms, and to put that straight, TRAI 
has recently floated the idea of a 
‘unified licence’ for all services. 
“Once the unified licence policy is in 
place, things will move faster,” says 
S.C. Khanna, Director General, 
Association of Basic Telecom 
Operators. That’s poor consolation 
for cell operators. 







Sunil Mittal, CMD, Bharti Group: 
Leading the telecom revolution 





Aviation Apathy 
For more than a decade, Indian air 
travelers have been living under the 
joys of the Open Sky Policy of 1992 
that finally ended Indian Airlines’ 
monopoly on domestic air traffic. 
That this would be a dystopic sort of 
freedom was clear from the very 
fact that the licences granted to pri- 
vate carriers were as 'air taxi 
operators —with no right to publish 
flight schedules, lest they be mis- 
taken for airlines. Though fares 
were controlled, new players such as 
NEPC Airlines, Damania, ModiLuft, 
Archana Airlines, East-West Airlines, 
Sahara and Jet Airways were thrilled 
enough just to fly—even if assigned 
the crumbling old airport terminals 
to use while Indian Airline got 
spanking new ones. Service stand- 
ards rose, and fierce fare competi- 
tion ensued in the mid-1990s. 
Things have changed since. In 
1997, the air taxis were bestowed 
with ‘airline’ status by the New Air 
Corporation Act, and their fares 
freed. But there has been a major 
shake-out, leaving the skies to Jet, 
Sahara, Indian Airlines and light- 
weight carrier Jagson—with no new 
licences issued. The Tata group, 
which sought entry in alliance with 





N.R. Narayana Murthy, Chairman & 
Chief Mentor, Infosys: Trying harder 
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Aviation 
@ in 1992, the Open Sky Policy 


issued licences to ‘air taxi operators' 


® In 1993, Indian Airlines was the 
only domestic carrier with a flight 
schedule. 


@ |n 1997, air taxi operators were 
granted the status of airlines. 


® In 1997, the Tata-Singapore 
Airlines combine quit trying to fly. 


e In 2002, Indian Airlines 
disinvestment was put off. 
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Singapore Airlines, has given up. 
Private airlines have almost no con- 
trol over lounge facilities and gro- 
und handling (state-run on the pre- 
text of ‘security’). 

Free market competition is 
nowhere in sight. And the proposed 
privatisation of Indian Airlines has 
been shelved for the moment. 


Infotech Irony 

India's most successful sector has 
a little dirty secret: it is a beneficiary 
of an arbitrary subsidy. Since 1991, 
software exports have enjoyed an 
income tax holiday. 


Infotech 


@ |n 1991, software companies got a 
tax holiday on their export income 


® |n 1992, the always licence-free IT 
industry welcomed the freeing 
of other industries. 


@ in 1998, the government created 
an information technology ministry. 


€ In 2000, government enacted 
cyberlaws to tackle cyber-crime. 


@ in 2003, Infosys claimed to be the 
world's second most profitable 
software company. 
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EX oo NX 
Naresh Goyal, Chairman, Jet 
Airways: Soaring ever higher 


But that's not the point. The 
point is that IT is a new sector. So 
new, in fact, that it escaped the att- 
ention of all the state planners and 
regulators who gave India the iron 
framework of its command econ- 
omy. So it has never had licencing. 

The result is an industry that 
India can actually claim as globally 
competitive. Free market access has 
meant high competition, ever-falling 
prices, high efficiency, customer 
friendliness and a market-judged 
sorting of winners and losers. 

This is an industry that actually 
lobbied to have import duties on 
software cut from a high of 114 
per cent to zero. “World class effi- 
ciency can't go hand in hand with 
protectionism," explains Kiran 
Karnik, President, NASSCOM. 

Meanwhile, some new sectors 
have started adopting IT products. 
It's a direct correlation, observes 
Karnik. More freedom for business 
spells more business for India's rr in- 
dustry, and this gives it a huge stake 
in the liberation of India Inc. 

The consumer, on the other 
hand, has a stake in expanding his 
choice set. Does the availability of 
choice do a good job of regulat- 
ing business? The current cola cri- 
sis will tell us. The terms of the 
debate are still under formulation, 
but ‘freedom’ versus ‘regulation’ 
is certainly part of it. 

Fair enough. If freedom is a 
concept as easy to grasp as bottle of 
fizz, there's no reason why it cannot 
be sold to millions. Œ 
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Freedom From Geography 





Anyone see Amazonians? From Gurgaon, Team Daksh (CEO Sanjeev Aggarwal in front) services Amazon's customers 


INDIAN CODERS RULE 


INDIA IS THE PREFERRED OFFSHORING DESTINATION 


Is India Equipped To Exploit The Freedom From Geography? Take A Look At These Figu 


United States 
India 
Romania 
Canada 


Russian Federation 


Figures in percentage are coders on Rent-A-Coder 





20.64% 


23.85% | 





80 T 
701 à; 
Z m lil Planned in next two years 


30 4 Today 
10+ 
^ smh numm 


India ^ Eastern Mexico Philippines China United South Canada Taiwan West New 
Europe Kingdom Korea Africa Zealand 
Figures are percentage of respondents *More than 1,000 employees Source: Gartner Dataquest (April 2003) 





An Indian BPO that services the world's largest e-store. An Indian software 
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ICHAEL MEEKS IS A 45-YEARSOED. 


. the map just yet, we're about to tell 
. you why geography is obsolete). 





ses, or so Meeks helpfully informs this writer over 
-mail. He works for the Seward administration and is 
the “systems manager" for the city and a “very. busy 
programmer", Well, guess what, Meeks has found a 
: -Way of getting around the issue of overload on the job, 
He simply outsources programming jobs that he is 





















E too pushed to handle, thanks to the internet. With a dit- 


om sites like Rent-A-Coder, a resource pool 


rogrammers in India, France and Russia 
mits, “all the best programmers live". 
as outsourced a total of 111 jobs online. 
—_ A few thousand miles away, John King, a pro- 
_ grammer in France, employed by a British company 
. that specialises i in systems development for advertising 
agencies follows a similar modus operandi. Spelling out 
the kind of paradigm shift he has seen in the course of 








CAGR in percentage 2002-07 Figures in $ million 





: he fivelevance of geographies | is, ati once, an opportuni! y anda 
threat for the Indian Koi industry. BY PRIYA SRINIVASAN 


programmer who lives in the city of help, he launches into the details. of his recent out- 


Seward in Alaska (don't reach for | 


ward ] as 3,0 000 residents with over $00 seasonal busi- 


ing for similar jobs in their own markets. 


of coders across the: world, Meeks farms © 


` the coder with the highest rating online is Ludhiana- 


Source: Gartner Dataquest (May 2003) 










his 18-year. programming career, thanks to online 












sourcing successes, King is currently developing an 
intranet system and has three online experts working 
with him. “I reckon we've shaved about two oer 
months off the development time and will end up 
delivering a much better product,” he says. 

For programmers like Meeks and King, help on the 
job is always at hand, at a distance of about a few thou- 
sand miles at a fraction of the cost they are usec 
sourced a total of 133 jobs to coders in India; th 
mer Soviet Union, South America, Singapot 
the US and UK. “Before | discovered onli 
sourcing, I developed my shareware program 
handedly, the profit margins were just too 
consider employing someone full time to help 
I just didn't have the office space. It was. 
cause I had loads of ideas," says King. 

Helping outsourcers like King bring their ideas to 
fruition are thousands of online coders. For the record, 


































based Anuj Gakhar who beats his peers from across the 







AS IS THE OVERALL IT AND ITES MARKET _ 
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tet CAGR between 2002-2008 is estimated at 3456 
| Source: Nasscom 
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world hands down with a rating of 
9.86. According to Ian Ippolito, 
CEO of the Tampa, Florida based, 
Rent A Coder, the average cost of 
an Indian coder has increased from 
a tenth the cost of a US one to a 
seventh. *A large percentage of 
the top 10 coders on the site are 
Indian and this reputation for 
achieving results gives Indian coders 
the ability to charge more for their 
services," says Ippolito. 

Freedom from cost differen- 
tial? Maybe, just maybe, Indian 


Utility vehicles such as Tata Sumo and 
Toyota Qualis have become symbols of 
India's BPO prowess, ferrying agents to 

call centres such as Exl’s in Noida 


programmers have begun to command their due 
online, free from the shackles of location-based 
pricing. Ippolito adds that Indians have also started 
to bag research projects online. The top three coun- 
tries for research projects are United States (54 per 
cent of all such projects), United Kingdom (23 per 
cent) and India (10 per cent)." 


Creation Of A Virtual Firm 

How often have you bought the lines *the online 
economy is dead”, or, “India can never create (soft- 
ware) product companies"? Turning both statements 
on their heads is the story of Cypherix, a Mumbai- 
based security product firm that specialises in 448 bit 
encryption. The firm's product Cryptainer sells ex- 
clusively on the net. With customers in over 40 coun- 
tries, Cypherix founder Abhay Mehta proudly claims 
that he is in a position to fund all expansion plans 
through internal accruals and has never taken external 
funding. Everyday four to five customers on an aver- 
age download the Cryptainer from countries as diverse 
as Brazil and Estonia, for $90 a piece. Now Mehta has 
hit paydirt. A Japanese company, TechnoBlest, has 
signed a licensing deal with Cypherix to sell Cryptainer 
in a packaged form across shelves in Japan, in associ- 
ation with a software distribution arm of Softbank. The 
product, christened SafeFile will hit the Japanese 
market mid August. Mehta has never seen any of his 
overseas business associates or customers. “All inter- 
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SHIVAY BHANDARI 


action is online, I discourage phone conversations as 
far as possible,” says Mehta, ensconsed in a two- 
room mid town Mumbai office with a panoramic 
view of the sea. The sound of the breakers drowns out 
voices in his office but to Mehta, it’s inconsequential. 
When this writer left his office he was busy online an- 
swering some query on his product that had just 
come in from a Brazilian customer. 


The Great BPO Wave 

Rinu A is an Executive Assistant to a middle manage- 
ment executive in a Fortune 500 company. She lives 
in Chennai and heads off to work everyday at the 
Spencer Plaza Complex. Her boss heads out to work 
around the same time. Only he’s about 10,000 miles 
away in New York City. She answers his calls, takes 
messages, completes all his documentation and does 
everything that an EA does. And she manages to 
skirt chores like bringing him coffee. “We have 
pools of assistants for mid-level management people 
overseas,” says Joseph Sigelman, Co Founder, 
OfficeTiger, Rinu’s employer. 

Business Process Outsourcing companies complete 
entire processes offshore. For instance, firms in the 
banking and financial services space can offshore any 
process that does not require face-to-face interaction or 
critical transactions. Standard Chartered Bank’s offshore 
outsourcing arm SCOPE manages in real time, the entire 
back office processing required to conclude a foreign 
exchange transaction irrespective of wherever in the 
world the bank strikes such deals. Financial services firm 
J.P. Morgan Chase plans to offshore the entire backend, 
particularly research, required for any investment 
banking deal to India. Some industry observers like 
Noshir Kaka, Principal, McKinsey & Co see “a com- 
plete recreation of the supply chain in services. Today 
when you open up a PC, 90 per cent of its parts have 
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Fulfil your child’s drea 
! with SBI Education Loan 


In today's competitive world, let not 
financial constraints tie down your child's 
academic brilliance. Let it soar free with 
SBI Education Loans. They are structured 
to give you the maximum time for 
repayment, which starts after the higher 
education course gets over, or after your 
child gets a job. The loans are available 
at over 4000 SBI branches. 
















Education Loans for courses » Long repayment period 
in Schools/Colleges/Institu- 


tions 










(5-7 years starting from | year 
after course or 6 months after 







getting job) 





Lowest interest rates 











No processing charges * No pre-payment penalty 


» Covers tuition fees, books and | + Loan amount: Up to Rs. 7.50 
equipment, cost of passage 


for studies abroad. 


$tate Bank of India 
Witb you - all tbe way 


visit us at www.statebankofindia.com 
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Rs. 15 lacs for studies abroad 
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come from 36 different countries, that is the diversity 
| expect to see in the supply chains of the future." 

The offshore BPO phenomenon is attributable to a 
few key factors: availability of stable cost-effective 
bandwidth, secure communications and the ability to 
split activities across the business. Industry veterans like 
Jerry Rao, Chairman & CEO, MphasiS-BFL have an 
economic term for the phenomenon, "global re- 
sourcing". Sigelman seconds that definition. *Our 
business is to find the best talent anywhere in the 
world.” Adds Rao, “What we are now seeing actually 
redefines the term remote. The only things that are re- 
mote now are things that can't be digitised." 

The trend has its own flipside: the movement of 
millions of jobs offshore has sparked off protests in the 
United States, UK, and Australia. Rao has his own way 
of looking at that. *The job shift isn't a one way 
phenomenon. Consider e-Learning where universities 
overseas are targeting students in this part of the 
world, or areas like expert medical opinion where pa- 
tients in Asia solicit expert opinions from overseas 
doctors. It's clearly a two way street." 


The Global Delivery Model In IT Services 

One of the more recent buildings to grace the Infosys 
campus in Bangalore's Electronics City is the offshore 
IT Services outsourcing centre where about 50 software 
engineers manage, in real time, IT networks of their 
clients thousands of miles away. It’s a high security zone. 
Two large TV screens run international news chan- 
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nels so the engineers can catch any development that is 
likely to impact a client-location anywhere in the 
world. Adding to this surreal atmosphere is the fact that 
each engineer glued to his screen is actually working real 
time with someone 10,000 miles away and probably 
doesn't exchange more than a casual greeting with 
the person next to him in the course of a working day. 

The global delivery model is here. This could be the 
trigger that will accelerate the creation of Indian multi- 
nationals. Every major Indian software company is setting 
up delivery centres across the Asia Pacific region in a bid 
to build redundancy as well as tap cost effective local tal- 
ent. In the meantime every multinational company 
worth its salt is doing the same. Says, Dion Wiggins, 
Research Director, Gartner: *US multinationals like 
Accenture, IBM, Microsoft, Oracle are fully engaging lo- 
cal citizens, hiring local employees in order to leverage the 
advantage that each location has." All these companies are 
working to perfect the global delivery model whose 
complexities are only just beginning to surface. “In the 
future, we will be talking of a multicentric model; it will 
not be just the English speaking market. You will have 
France, Germany, Japan, possibly Korea and Taiwan, 


Managing Director, President & CEO, Infosys Technologies 


At Infosys' IT services outsourcing 
centre in Bangalore, some 50 engineers 
manage, in real time, IT networks of their 
clients thousands of miles away 


Scandinavia and a host of other mar- 
kets which will shape the global de- 
livery system,” says Partha Iyengar, vP 
(Research), Gartner. 

While we may be inching tow- 
ards a seamless world, it will be a 
long time before it turns border- 
less. The very move towards global 
resourcing has triggered five pro- 
posed anti legislation bills in the US 
alone. Immigration regulations are 
altered by the day in a bid to stem 
travel to countries where the threat 
of mass scale job loss looms large. 
The Indian government plans to 
take the dispute to the World Trade 
Organization. It’s going to be a long 
drawn battle before freedom from 
geography is actually won. & 


VYHAW NVAIA 


Gearing the nation 
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Dear Shareowners, 

It gives me great pleasure to 
welcome you all .to the 29th 
Annual General Meeting of Reliance 
Industries Ltd. 


Remembrance 

Before | proceed, | would like to 
take a moment in the memory of our 
Founder Chairman and my father, 
Shri Dhirubhai Ambani. 

His dreams, desire and determination 
have directed our journey. 

His beliefs, benediction and 
blessings will shape our destiny. 

He made Reliance a company that 
would compare with the best in the world. 

Following in his footsteps, we will 
make Reliance a company that will 
make India the best in the world, in 
several fields. 


Operating Performance 

As all of you know, an environment 
of continuous uncertainty marked the 
year 2002-03. 

| am pleased to report that, 
despite this environment of continuous 
uncertainty, Reliance has posted a 
strong improvement in operating and 
financial performance. 


Petrochemicals 
The petrochemical sector 


continues to: 


Creating New Competencies 
for a Twenty-first Century 
Global Corporation 


e Power Reliance’s sustained 
performance and progress. 

e Provide attractive growth 
opportunities for the future. 


| am pleased to inform 
you that, over the next 
three to five years, 
Reliance will be investing 
significantly in its core 
$ business of petrochemicals, 9 


Over two million tonnes per 
annum of additional 
capacities have been 

planned during this period. 


e increase in paraxylene and 
orthoxylene capacities by 3696 from 
1.65 million tonnes per annum to 2.25 
million tonnes per annum. 

e increase in polypropylene 
capacity by 4096 from 1 million tonnes 
per annum to 1.4 million tonnes per 
annum. 

* Increase in MEG capacity by 
39% from 360,000 tonnes per annum 
to 500,000 tonnes per annum. 

* Increase in PTA capacity by 39% 
from 1.28 million tonnes per annum to 
1.78 million tonnes per annum. 

e Increase in PSF capacity by 1396 
from 300,000 tonnes per annum to 
340,000 tonnes per annum. 

* |ncrease in PET capacity by 


27596 from 80,000 tonnes per annum 
to 300,000 tonnes per annum with a 
new PET plant, based on the 
revolutionary NG-3 technology from 
DuPont. 

* A new world-scale styrene plant 
with a capacity of 550,000 tonnes 
per annum. 

This investment plan is founded 
on the strong growth potential and 
prospects for petrochemical-based 
products in the Indian market, which is 
characterised by low per capita 
consumption. 

| am pleased to inform that the 
Reliance Technology Centre, located 
at the Patalganga complex, was 
inaugurated last week. 

The Reliance Technology Centre is 
an initiative to help create a new set of 
knowledge assets for Reliance and to 
further strengthen Reliance's globally 
eminent position in the field of 
polyester. 


IPCL Acquisition 

| am happy to report that 
Reliance's acquisition of IPCL is seen 
as among the most successful 
examples of privatisation in the Indian 
context. 

There has been a substantial 
improvement in IPCL's performance in 


(Contd. 1) 
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i the very first year of acquisition. 

| . Further integration of {PCL 
an with Reliance will yield 
significant synergies in the areas 
.. feedstock, product range, 
infrastructure and research and 
levelopment. 













Petroleum Refining and 






; “The petroleum refining and 










“half of Reliance's revenues. 


processed 28.6 million tonnes of crude. 
ft marked a capacity utilisation of 
106%. 

The competitiveness of the 
refinery was further improved through 


and margins. 

Consequently, the capacity of the 
refinery was de-bottlenecked to 31 
million tonnes per annum of crude 
throughput. 


approvals for setting up 5,800 retail 
outlets in India. 
| < Work is already underway to 
E gres up to 1,500 retail outlets in 
the first phase. 


Export Performance 
Reliance continued to be India's 
largest exporter with exports 













s (US$ 2.4 billion). 
m Exports accounted for 18% of 
. Reliance's turnover. 
Reliance exported its products to 
over 100 countries. | 


Financial Performance 

Reliance surpassed all previous 
high-points in financial performance: 

+ Gross turnover increased by 14% 
to Rs. 65,061 crore (US$ 13.7 billion). 

* Net profit was significantly 


arketing sector accounts for over 


. The Jamnagar petroleum refinery - 


a programme to improve quality, yield - 


Reliance has the necessary- 


ncreasing 3% to Rs. 11,510 crore - 


higher by 45% to a record Rs. 4,104 





crore (US$ 864 million), which is the 
highest in the private sector in india. 
* Total assets increased by 13% 
to Rs; ne 737 ¢ crore SN 13, 4 TA 





‘to Rs. 29. 3 per dun (uss 0 6 per + share). " | | 4 | 
dn achieving. this. growth, Reliance - iH 





continues to. maintain a careful 





accounting fcm mu plier effects. n T f i 
. 10% of indirect tax collections. 7 ^ Y 
# 5% of exports. | er i e 
e7% of market capitalisation of 7 D 
the Bombay Stock Exchange. 


| Global Ranking. c 
In the international arena, Reliance EL E 
continues to march ahead vigorous ly 


and confidently. 


Reliance continues to be among | 
the top ten producers in the world in| 


all of. its maj or product lines... 
Reliance i is the: 


2nd largest. polyester fi fire. and I 


yarn producer | in the wor id. 


¢ 3rd largest paraxylene nd | ds Rc ES 


in the. world. 


. Sh ergs PTAR producer ante ward . RF 
- polypropylene - p 


«7th. largest - 
producer i in the world. 


ein conjunction. with PCL, the 10h 


largest PVC producer in thë world. - 


Re ellance. al $0. operates the 5th 


largest peteum refinery in the world. 


Power 


integrated energy major. 
Reliance Group now holds: 58%. of 
‘the: equity of BSES, which | is iun 


and. conservati ve financial profile. pM 
that emphasises maximising Jong- dam 
term cash flows and enhances. E 
shareholder v value E 


: bs | poyren in recen imes. 


BSES Limited represents “the: i 
second major acquisition by Reliance 
in its endeavour t to become a fully 
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- Reliance iniecommi is logging over 
4i crore minutes of usage per day. 
This is easily amongst. the fastest 
x ramp: ups of. usage per subscriber for 
d cany nobile: operator. in the world. 
AU Reliance Infocomm. is generating 
pP “over | eight million hits per day on its 
R-World s services. 
. This makes it one of the largest 
providers of wireless data services 
anywhere i in the world. 
Reliance. Infocomm is: ‘the first 
E company in India to introduce wireless 
| Point. of Sale terminals for credit card 

















- Reliance Infocomm has created a 
“national. ‘retail network with 254 
ie Reliance WebWorld outlets and 800 
p phone stores i in just three months. 
OAM these achievements are 
unprecedented in the history of the 
i ; gobas communications industry. 
= This is just the beginning of 
Ans lance Infocomm. We have many 
] more miles to go. | 
i. z -Reliance Infocomm will roll out the 
Ps EN range. of its services in the 
7 ensuing future. | 
a It Covers a spectacularly wide 
range: wireline, wireless, national long 
E distance, international long distance, 
us data sen ices, data hosting, enterprise 
: - broadband, - Consumer broadband, 
infotainment - content, ISP and 
k convergent solutions. | 


o and Gas | | 

Rud “Oil and gas. Sector has a pivotal 
dA p place in India’s energy scene. - 

—. This wil be a fountainhead of 
- growth N of Reliance and 
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find of the year 2002. It was named 
Dhirubhai- B 


Reliance has found an 
additional 7 trillion cubic 
feet of gas in the - 
$ Dhirubhai discoveries. 


This doubles the total - 
in-place gas volume to 14 
trillion cubic feet. 


This is the equivalent of 2.3 billion 
barrels or 300 million tonnes of 


crude oil. 


These discoveries are capable of . 
producing in excess of 60 million 


standard cubic metres of gas per day. 


This rate of production will be at — 


par with the entire gas sales of 65 


million standard cubic metres per day — 


from all other sources in India. 
At current market-prices to the 


consumer, this means an incremental |. 
revenue of Rs. 10,000 crore every — 


year for Reliance. 


This is equivalent to about 15% of | 


our Current revenues. 
| believe this is only a beginning. 
Because, to date, less than 2096 of 


the Krishna-Godavari basin D6 Block | 


area has been explored. | 
We are still to explore oil and gas 


in the rest of the 80% of the D6 Block 
` area. | 
-~ In. addition . to de Krishna- - 
Godavari basin, Reliance is exploring | 
for oil and gas in the proven Bombay | 
High Basin and the prospective | 


Mahanadi offshore and Kutch offshore 
basins. 


Reliance now has rights to 32 x, 
exploration blocks in India covering a. 
- total area of 288,000 square kilometres. | 
This represents, by far, the largest " - 


acreage holding by any private sector 
company in India. 


E s — inan onshore block in 








dis and relevant comm 
x external 'Constituenc 


Reliance has struck oil 
¢ 


Yemen, where it has an 
equity oil position. 





The Yemen discovery is expected 
to be equivalent to about half of 
Reliance's share of crude oil from the 


: Panna-Mukta-Tapti offshore fiel Ids in 


the Bombay High region. 
Concurrent with gas exploration 


-. and production in the Krishna- 


Godavari basin, Reliance will be 
building a gas transmission infrastructure, 
to take gas to industrial, commercial. 


| and. household consumers by the z 
| year 2006. m 


; Human Capital 


- Reliance is keen. that its 18, 000. 


| strong human. resources should be 
| amongst the best inthe world, 
| fox ssed ‘is © M 
to promote in- them: the c capacity : 

v ^g -conceptual ise, ‘competence to 
| implement and competitiveness to 
stay ahead. : 


Reliance - ha | 





Corporate Governance 

For Reliance „Corporate Governance 
revolves around earning the trust of all 
constituencies i in is Reliance conducts 
its business. 

-This translates. into attaining the 


E. highest levels” of. transparency, 
- accountability - and equity, in all 


facets of operations, and in all 
interactions - with stakeholders, 
including. shareholders, employees, 
government and lenders. ! 
Reliance recognises communication 


(as a key element in the effective 
|. functioni ing of the overall | corporate 
|. governance framework. - | 


At emphasises. contin nuous, fficiónt 
ication wih 2! its 
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-= Social Capital 
.. . Reliance continues to focus on 
.— education and health care in building 
its social equity through the Dhirubhai 
Ambani Foundation. 
- Reliance has 


. scholars’. 
| am pleased to state that the 
Government of Gujarat granted 


University status to the Dhirubhai - 


Ambani Institute for Information and 


| Communication Technology (DA-ICT), - 
. — Gandhinagar, in March 2003. 


Reliance also supported the 


| assets. quedes 1 
| * Developing strategic. “alliances Bg 
| dn. technology and product.matket To 
3 domain s with global mao oo | 
ow Fostering new higher education - : 
institutions for i coo creati ion vand : RE 


instituted. a 
scholarship scheme for one thousand | 
. of the most deserving children of | 
<> Reliance shareholders, who will be ` 
fecognised as ‘Dhirubhai Ambani - 


capacity to create value by adding 


new capacities, acquisitions and 


turnaround S under. are 


sharing. 


beyond: Indian borders. - 


In this endeavour, Reliance wil ae 
1 alae an ‘upgradation: < E : | " $ 
Si, addition to manufacturing z 
: e" to ə developing manufacturing > 


Hnnc 


. development of the Dhirubhai Ambani |. 9" 


- April 2003. 


Vision for Future 


. Reliance is an enterprise that | 
 Contributes, in a modest way, to | | 
» critical economic and social needs of | 
Ue India ; and. attaining global leadership | 


in all of ts n major initiatives. 


strategy of: 


“International School in Mumbai, which 86 ) T 
|. commenced academic programmes in |> - 


|l; From i. a marginal energy " B p^ 
EN player to being a global energy major | Wi 
| ein addi tion to vertical integration | 
| n in. hydrocarbon. energy markets to | 
|. horizontal. Integration over diverse. le 
18 qo energy markets, | 

OECD Pursuing this vision, over the. next pO sm. 
D “few years, Reliance will pursue a 


d Reinforc cing competitive MEE ; r | i ; to Vu 
2 of existing businesses through new - | e 


apacities and synergistic acquisitions. | 
| k * Scaling sizeable opportunities in 
zT petroleum exploration and production. 
| e Forward integrating into retailing 


- transportation fuels and creating new | | 


k customer experiences. 
+ Building the BSES acquisition, 


now Reliance Energy, to a major 
- . electricity utility. | 


 * Addressing the significant 


.—. information and communications market 


: . opportunity in India and in the world. 
e Leveraging its strong balance 


- sheet, cash flows and managerial | 


“+ Leveraging is fomidabe sng aa 


globally oriented management talent. — 


ad * Managing customer-oriented 


man and Managing 
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| technologies. . 
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Pride 


Freedom From Genes 


Beautiful 


The business of making people beautiful booms as Indians 
increasingly queue up at salons, gyms, and the cosmetic surgeon’s. 
| BY SAHAD P.V. 


F YOU WANT TO KNOW HOW BEAUTY CONSCIOUS 

the average Indian has become, just ask Dr 

Rekha Seth. In 1985, when the dermatologist- 

cum-beauty expert and currently President of 

The Cosmetology Society (India) test-launched 
a US-made anti-ageing cream, Retin, not a soul she 
knew wanted to try it. Today, her 3,000-sq ft Iz 
Beauty Clinic in Vile Parle, Mumbai, gets a steady stre- 
am of clients. And you’d be gravely mistaken if you 
thought they were there for some silly anti-ageing 
cream. Instead, they come for everything from simple 
facials to microdermabrasion to Botox shots—the 
works. The surprise: A good 30 per cent of Dr Seth’s 
clientele—that includes filmstar Saif Ali Khan, the 
Dhoots of Videocon, even some of the Birla clan—are 
men. Points out Seth: “Men actually end up spending 
more than women, as they are more decisive and 
know exactly what they want.” 

Blame it on what you will—satellite television, MNC 
work culture, marketing push, or simply growing pros- 
perity— fact is, the Indian metrosexual male (and the 
female) is here to stay. That could be anybody—cor- 
porate executive, bureaucrat, housewife, college student, 
or salesman. But they have one thing in common: 
they want to feel good and they want to look good. Or, 
as we decided to call it, seeking “freedom from genes”. 
It’s about wanting to look fairer, slimmer, and younger. 
It’s about banishing that wrinkle on your forehead. 
It’s also about getting that deal or promotion you've set 
your heart on. But most of all, it is about being with it. 
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The Metrosexual: He spends more on personal grooming 


g silicone implants or a liposuction. Or 
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Small-town aspirations: Models strut their stuff in—no, not Delhi or Mumbai—the city of Lucknow 


Mirror, Mirror... 

Although no audited figures are yet available, the beauty 
salon business in India is estimated to rack up Rs 800- 
1,000 crore a year, with a big chunk of it going to the 
unorganised sector. Throw in the Rs 1,600 crore phys- 
ical fitness industry and the Rs 3,500 crore cosmetics busi- 
ness, and you are talking about a Rs 6,000 crore-a- 
year-and-growing look-good industry. The takings at or- 
ganised salons in the metros alone, Blossom Kochhar of 
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the eponymous beauty chain reckons, doubles every 
two years. Which is why FMCG companies like 
CavinKare, Lakme Lever, L'Oreal, Marico, and Wella 
have been opening exclusive salons and clinics, while in- 
dividuals like Ambika Pillai and Vandana Luthra are 
drawing up plans to expand their businesses. 

Luthra's Delhi-based vicc, one of the largest play- 
ers in the slimming business, grew from 22 centres in 
2001 to 52 centres now and has a presence across the 





people who want to look good and feel fit. This industry can I elp t en 
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Pride 


country. The chain, which once flirted with the idea of 
listing on the stockmarket, expects revenues to jump 
from Rs 60 crore last year to Rs 100 crore this year. 
Pillai, an upmarket hair stylist based in Delhi, plans to 
open a training department, which will in turn enable 
her to expand into other cities such as Ludhiana and 
Jalandhar over the next two years. 

What's driving the growth? A mass market for 
beauty and fitness. Luthra, for example, says that her 
customers include wives of “autorickshaw wallahs”. The 
makeover is visible even in a conservative city like 
Chennai, where a clutch of serious-monied beauty salons 
has come up in the past few years. CavinKare, a fast- 
growing consumer products company in Chennai, 
launched two brands of salons last year—Limelite and 
Salon Green Trends—with the former having special 
aroma labs, oxygen bars, and hair stylists trained by Javed 
Habib. Limelite already boasts 2,000 regular members. 
Says S. Jagdish, Head (Retail), Trends in Vogue, a 
CavinKare division that owns the salons: *We have 
seen a heightened awareness among men and women in 
the age group of 19 to 40 years." 

Looking good doesn't come cheap, though. While 
in Delhi and Mumbai a standard beauty package (com- 


prising facial, manicure, and hair colouring) costs be- 


tween Rs 2,000 and Rs 6,000, Chennai is a bit cheaper. 
But if you are planning a trip to Limelite in Chennai's 
Nungambakkam, a posh neighbourhood, be prepared 
to shell out serious money. An oxygen facial can set you 
back by Rs 2,500 and streaking and perming hair, by 
Rs 3,000. Think thrifty southerners will baulk at such 
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rates? Think again. *There is no second chance to 
make a good first impression, and I always like to 
look my best," says Sridevi Chimala, wife of Sashi 
Chimala, part-owner of coffee chain Qwiky's. 

If that means having to go under a surgeon's 
scalpel, so be it. When Dr Lakshyajit D. Dhami, a 
plastic, cosmetic, and micro-surgeon at Nanavati 
Hospital in Mumbai started his career, his patients were 
mostly accident victims or people with congenital dis- 
figurement. Over the last four years, though, Dhami has 
been treating an increasing number of healthy people 
who want to undo with the help of medical science 
what nature did. Liposuction (removal of excess fat), 
breast enhancement through silicon implants and 
facelifts are much in demand at Dhami's hospital. 
Says he: “People realise that they can actually change 
the way they look and feel." 

Liposuction, despite its adverse effects, can take 20 
kg of fat out of you in a matter of three hours. Already, 
half of Dhami's plastic surgeries are cosmetic, and he 
expects his business to grow five times in as many 
years. The business of cosmetic surgery itself, the doc- 
tor reckons, could quintuple in that period. In fact 
Hyderabad's Dr Puli Ravindra Reddy is already riding 
a boom. His Laser Medical Centre, set up in 1998, has 
more than doubled the number of cosmetic surgeries it 
does in a month to 20. Says Rakesh Pandey, CEO, 
Kaya Skin Clinic, a chain of beauty salons launched by 
Harish Mariwala's Marico Industries: *Everybody is 
looking to improve his appearance to increase his or her 
chances of success at work, besides personal satisfac- 


Located at Mumbai's tony Napean Sea Road, Gold's Gym is frequented by 450 





people every day, each spending an average of Rs 30,000 a year 
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* What does it take to lead Oan HONS in re 2p Century? * How do you implement strategies 
and engage the organisation in change? * How do you capture and sustain value from global 
markets? + How do you create shareholder value and ensure sustained financial per ‘formance? 
Philip Kotler, Dipak Jain and several eminent management thinkers will prov ide answers to all these 
issues in the ISB-Kellogg Global Advanced Management Programme (GAMP). The ISB-Kellogg GAMP | 
is for motivated senior executives with strategic responsibility and provides a unique opportunity for | 
learning in two of the world's most prestigious business schools: the Indian School of Business, for the 
first two weeks of the programme, and the Kellogg School of Management, in the third week. The 
ISB-Kellogg GAMP aims to transform the performance of participants and their organisations. 


Indian School of Business PE "|." 28th September - 10th October, 2003 | 








The Associate Dean * Centre for Executive Education * Indian School of Business, Gachibowli * Hyderabad-500 019 
* India * Phone: «91-40-2300 7041/42 * Fax: +91- 40- 2300 7040 * Email: execed@isb.edu 


The Kellogg School of M Management, Chien 23rd ps 28th November, 2003 c 
|j 
To apply or learn more about E 
The ISB-Kellogg GAMP, E 
School of Management visit www.isb.edu/execed or contact: 2 
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tion." No surprises then that half of Dhami's clients are 
executives, and most of Ravindra Reddy's too are 
“MNC types", aged between 22 and 26. 


The Hunks 

Great. You've gone ahead and gotten yourself a beau- 
tiful body. What about a flab-free, super-toned physique 
to go with it? Welcome, fitness centres. As salons and 
beauty clinics popped up in your neighbourhood, fitness 
centres have quietly been flexing their muscle into the 
market too. Like Gold's Gym. 

Part of a 25-nation chain, Gold's Gym set up shop in 
Mumbai in November last year, but already is planning 
centres in Delhi, Bangalore, and Hyderabad by the 
end of March 2004. Located at Mumbai's tony Napean 
Sea Road, the 14,000 sq ft gym attracts a hundred 
new members every month. Each spends an average of 
Rs 30,000 a year. With an investment of Rs 4 crore in 
equipment and around 30 trainers including nutri- 
tionists, dieticians and fitness counsellors, the gym is fre- 
quented by 450 people every day, including Sony Tv’s 
Sunil Lulla, choreographer Shiamak Davar, and business 
couple Avanti and Yash Birla. Says Leena Mogre, CEO, 
Gold's Gym: “It’s not just about losing weight and 
staying fit. Most of our clients are fashion conscious and 
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want to try out different clothes." 
Reebok even has numbers to 
prove that Indians are more fitness 
conscious now than they were a 
decade ago. Consider this: In 1995, 
when Reebok, which had just ar- 
rived in the country, conducted a 
qualitative research in the age group 
of 15 to 35, only one out of 10 
said they were engaged in some 
form of physical fitness. Today, 
that number stands at seven. Says 
Subhinder Singh Prem, Executive 
Director (Sales & Marketing), Ree- 
bok India Company: *The num- 
ber of gyms that have mushroomed 
across the country is an indicator." 
The sportswear manufacturer itself 
has trained about 600 gym ins- 
tructors in the last seven years who 
have gone on to set up fitness cen- 
tres. Out of Reebok's Rs 150 crore 
in sales last year, a good 5 per cent 
came from the fitness equipment 
business. Delhi-based First Fitness 
Ventures, an associate of Reebok, 
which has a 4,000 sq ft gym in 





Chairperson, VLCC 


Luthra's Delhi-based VLCC, which once 
flirted with the idea of listing on the stock- 
market, expects revenues to jump from 
Rs 60 crore last year to Rs 100 crore this year 


Vasant Vihar, is planning a 15,000 sq ft centre in 
Gurgaon to cash in on the fitness fad. 

What may give beauty and fitness a bad name, 
though, is the mushrooming of quacks and untrained in- 
structors alongside the genuine ones. At least in smaller 
towns, such shady outlets thrive. Even in Mumbai, 
there are an estimated one thousand beauty clinics, 
not all of whom are trained to the required standards. 
Says Pandey of Kaya Clinic: “This is a tough business 
and requires a very serious commitment to ensuring very 
high quality and safety standards." 

In other words, hot wax or the hundred pound 
benchpress may be the easier part of the beauty and 
fitness business. 

ADDITIONAL REPORTING KUSHAN MITRA, 
NITYA VARADARAJAN, E. KUMAR SHARMA 
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New Nokia 6800. Your flexible office companion! 


The new Nokia 6800. Its compact for small talk, and opens conveniently for business. 


Access your personal and corporate email accounts!, stay connected with GPRS? & MMS? or listen to your 
favourite FM Music or News Channels. 


NOKIA 
6800 


Organise your appointments with its enhanced calendar functionality. Take notes with the new ‘Notes’ 
feature. Download Java™. applications and synchronise^ your entries & data with your personal computer. 


A colour screen and the new unfolding design with a full keyboard, make the Nokia 6800 your convenient 


office companion. You may call it an open and shut case. At Nokia we call it human technology". www.nokia 


1To download emails: 


Type Send to 9820533399 Type Save the settings 
eee | The key word Go to Messages and PUDE SREDE n quu — (€ - 
nm for your favourite ISP You will receive the Select Mail box to not be downloaded. Data facility has to be activated o À 
Nokiaemail of ISPs for which the Eug : ; Area code has to be included before dialing. Inj our na 
: . settings, send message ISP settings download emails on i 
settings are available. 9820533399 our the password in the appropriate fields in the tinc cil Val € 
ne 
'D "y : Nokia 65800 Nokia 365í d 1 
? GPRS, WAP, HSCSD, data transfer speeds and other mobile services are network operator and content service provider dependent. MMS and/or other related services are dependent on the netv 
compatibility of the devices used and the content formats supported. Please check with your local network provider. 
3 Java™ is a trademark of Sun Microsystems, Inc. and Java™ applications are operator and/or content and application provider dependent 
4 As SyncML technology is based on client-server architecture, synchronisation with a remote database/server via SyncML requires that both the mobile phone and the server on which the remote database resides 
SyncML technology. 
9628 555 555^ Always insist on original Nokia India Warranty to safeguard against buying used, refurbished or tampered phone 
"9£9 222 222 | Nokia India Warranty is applicable only for phones imported by Nokia India Pvt. Ltd email us at: nokia.ebag@nok 
*To call from a mobile phone, check with your service provider. Helpline available in Ahmedabad, Bangalore, Chenr 
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Let's Drive Growt 


p HEN I SAT FOR THE INDIAN SCHOOL 
Certificate examination more 
than 30 years ago, the test papers 
came from England and our ans- 
wer books were shipped back 
for evaluation. A whole generation of us grew up 
with the subconscious impression that we Indians 
. were not capable of drafting our own examination 
papers, and neither did we have the competence 
and confidence to pass judgement upon ourselves. 

But only a few months ago, I was at a board 
meeting of a well-known business school in the US, 

and we were shown .a slide which revealed that 20 
per cent of the tenured faculty was of Indian origin. 
Àn American sitting next to me leaned over and 
whispered, *How come you Indians are so smart?" 
What an amazing transformation, I thought to 

myself, in how we are perceived by the world, 
and indeed, in how we perceive ourselves. 

We owe this current perception to the prodi- 
gious, and very tangible achievements of our 
software companies and to the high-bandwidth 
NRIs, who have shattered the glass ceilings in 
global corporations. There are very few Fortune 
500 companies that do not source some soft- 
ware solutions from India, or do not have 

- Indians populating senior executive suites. Talk 

. to them, and they will acknowledge it’s not 

. just about cost savings, but the superior quality 

i of Indian brainpower as well. 

But the credit for transforming the image 
of India in the future will not go only to expats 





and information technology (tr) techies. Here's. 


a list of at least five more industry clusters that 
key Indian players will muscle into over the 
next five years. 
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The Manufacturing Miracle 

Fifteen years ago, in most Indian f factories the 
word productivity was taboo, and quality was discus- 
sed mainly in quality circles, which. celebrated their 
paltry achievements in annual conventions that 
were more tamaasha than tangible gains. Today the 
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competitive i in a ip i were Sen 
element of skilled labour content. So much for 
fleeing from the — of the dragon! 


Healing the World - 
Built in record time, the. Fortis Specialty Hen 
Hospital in Mohali possesses world-class facilities 
and faculty. The hospital might well leverage its 
salubrious location to attract a global clientele. 
We will always struggle to attract people deman- 
ding low cost, high quality medical treatment to 
cities like Mumbai and Delhi, where the dust and 
poron promise. to undo ie xenefits of the 
less congested and cleaner 
me global health- 
National Health 









care destinations 5 Already, the 


Service in the UK is experimenting with sending sur- 
gical patients to India in order to reduce the burden on 
the taxpayer of high cost treatment. 

In the same healthcare category, the emergence 
of Indian pharma giants onto the world stage is 
now assumed to be inexorable. With the imminent 
lifting of restrictions on providing low cost patented 
drugs to developing countries, Indian pharmaceu- 
tical brands will be gratefully acknowledged as 
lifesavers in many parts of the world. 


Global Gladiators 

As the divestment momentum gathers strength world- 
wide and transnationals shed some of their non- 
core businesses, you are likely to rub shoulders with 
increasing numbers of Indian players in data rooms. 
Emboldened by abundant forex reserves, the gov- 
ernment will strongly support Indian companies in 
acquiring assets and markets abroad. New respect will 
soon be accorded to players like Tata Tea that acq- 
uire their way to global critical mass. 


Brain Banking 

IT was the first wave, but rr enabled services—both at 
the bottom of the pyramid (call centres) as well as at 
the top (computer-aided engineering)—will cement 
the reputation of India as the world's largest “Brain 
Bank'. Despite initial political resistance, offshoring 
to India will become a standard module of strategy 
presentations in global boardrooms. 


That's Entertainment! 

You can't travel anywhere in the world today without 
someone accosting you with how much they enjoyed 
Monsoon Wedding. Apparently, the film has touched 
off a veritable boom in *wedding tourism' to India. 
Mira Nair's sensibilities were honed at Harvard, but a 
whole new generation of Indian film makers is learn- 
ing to apply global production standards to their 
work and also to make content more universal. As a 
consequence, Indian actors and directors will soon 
barge into the consciousness of audiences, not just in 
the traditional markets, but all over the world. The 
government will soon realise that Indian media is an 
underutilised weapon of global influence! 

These are only a few glimpses of a new, compe- 
tent and assertive India. These are only some of the 
reasons why I am proud of India today, and even 
prouder of India's future. There are only two dis- 
cordant notes. The first is that a lot of us seem to 
have trouble believing that a virtuous scenario could 
indeed unfold in our country. Cocktail parties still 





harbour tribes of sceptics who perpetuate the ancient 
Indian practice of adducing evidence for why things 
will not improve. A recent Deutsche Bank report on 
Indian manufacturing disturbingly claimed that the 
only people who didn't believe in India’s new prowess 
in manufacturing were Indians themselves. 

The second is that we don’t seem to have a collec- 
tive sense of urgency to make those scenarios happen 
more expeditiously. Perhaps I’m just middle-aged 
and restless, but isn’t India middle-aged and shouldn't 
it be impatient? An economist in China used the 
wonderful expression that they were ‘condemned to 
growth’ given the urgent need to improve the quality 
of life of their people. I have no quarrel with such gal- 
lows humour if it engenders a bias for action. 

It would be easy for us to pass on the guilt of inaction 
to our governing elite. Ironically, such finger-pointing 
would be more accurate in an authoritarian, centrally 
directed economy like China. Given our democratic, 
federal structure, and our slow but steadily accumulating 
reforms over the past 12 years, the truth is that our gov- 
ernment can no longer prevent us from raising our am- 
bitions, stretching our own goals, expanding our ope- 
rations beyond our borders, benchmarking the best in 
cost and quality and then surpassing those targets. So 
perhaps, it’s time to seize the day. Let’s drive growth 
ourselves, not wait for it to happen. Œ 
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Ob Lord won't you buy me a Mercedes-Benz 

My friends all drive Porsches, I must make amends 
Worked hard all my lifetime, no help from my friends, 
So Lord, won't you buy me a Mercedes Benz 


HEN THE LATE JANIS JOPLIN, HIGH- 
priestess of the sixties’ anti-estab- 
lishment, bawled out this ditty, re- 
bellion was in, scowling at material- 
ang Y. ism was fashionable, excess was the 
a te wayt to go, and death was just around the next bend. 

< Yeah right, it's tough to imagine such times existed. 
They surely don't exist now, and when Mercedes 
Benz actually had the gall to use that song as a jingle in 
< a television commercial, it was apt testimony to the fact 
` that Joplin, her Lord and her angst against America's 
: -bus ecu culture all died not too long after she did. And 
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Buy a home, furnish it, renovate it, stock it up with the. atest c gizmos 
in the market, and park your long-cherished sedan in th 
below. Your bank's made it all possible. Now just r 
monthly installment payments . By SHILPA NA) 






yes, so what if the Lord sad your | phu friends 
won't help you out with that three-box-with-the-three- 
pointed-star purchase—your friendly-neighbourhood 
auto financier is itching to lend a hand. 

Sorry Janis, but you're just 1 ot relevant any 
longer. Today's measure of eis a ‘sad song. 
Rather, it’s the home you buy, the 
the number of (overseas) vacatio 
underwear brand you pick, and th 
system on which you listen to (and view) 
Spears fantasising about her loss of cient, Whats 
more, you aren't feeling guilty about such indul- 

















gences, the way perhaps your parents. did. Also, - 
unlike your parents, you don't think debt isa four- i 


letter word, and that obi du money: fori the 














mulae, ^ on tlh e n ——— 





DLéCH 9242 


Happy Wheels: Manish Mansukhani (left), wife Nishta, and their child Rishabh pose happily next to a financed sedan 


part of the Great Indian Credit Economy, you're a 
perfectly round peg in a perfectly round hole, you 
want to live forever, and—scream it aloud—you're 
enjoying every minute of the ride. 

Of course it wasn't always this way. Remember 
those times (if you don't you could ask your parents 
about them) when interest rates were so high that 
taking a loan to buy a house meant either buying a 
house in the distant boondocks or sponging off 
your parents to pay those monthly installments 
(or probably both); when buying a scooter (the 
Bajaj Chetak, what else!) meant breaking the piggy 
bank and then settling into a six-month wait; when 
the only roadworthy car was the Maruti (the others 
to their credit did have four wheels), and amongst 
the many people you envied and despised were 
those inside those dainty little Japanese boxes. 


taxes by taking a housing loan. They're queueing | f 


Then economic reforms happened. As the pri- 
vate banks began opening the purse strings, and, 
more recently, as interest rates softened, you slowly be- 
gan to start believing that being the proud owner of a 
home and senility didn't necessarily have to coin- 
cide; that you could actually be inside one of those 
Japanese four-wheeled contraptions (and in the process 
become a part of the envied and the despised). And, 
no, you don't have to wait for anything, any longer. 
The consumer finance jockey calls you up at least 
once a month, pleading you to take a personal loan. 
The housing finance firm ends the sanction-to-dis- 
bursement rigmarole in 10 days flat. And you never 
run out of cash. Because the automated teller machine 
Is just outside your home, or your office or, come to 
think of it, your favourite watering hole. 

“The two biggest freedoms that the Indian con- 
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A trailblazing 5-day 


program 
@ Indo-American 


School of Business, Vizag 
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inning in the corporate 
minefield often calls for diverse 
abilities and shows up many facets 
of your personality. 


Your style and attitude to create a 


relaxed itageshioce: lighten tedium and defuse 


tension when things get difficult. 


Your ease with networking, trading information 
and favors essential for success as much as 
your power of knowledge and professional 
competence. 


And the importance you tend to 

give for cementing personal $ 
relationships before you even start am 
to work together. 


So, your business life extends deep f 
into social life. Clubs, restaurants 
and golf courses become part of your immediate 
business circles. Wining and dining, social graces 
and cultural inclinations turn out to be vital for 
you to reach the top. 





bias tae Inc is designed precisely to address 


these situations you face as a 
corporate manager or self-made 
businessman. 


The five-day program familiarizes 
you with all the nuances and details 
that you may never have had the 


a s i aeaa. Tn IT 
a q 


opportunity to explore. From assessing your 
lifestyle, defining your core personality and 
setting your identity focus to appreciation of 
music, dance, international cuisines & beverages 
and yes, lessons in golf. 


Organized in such a way that you can incorporate 
all these into your lifestyle. 


Highlights of Lifestyle Inc 


* Lifestyle assessment and management 
program conducted by Apollo Lifestyle : 
Prof Adrian Kennedy. 


* 'Building a Professional/Personal Identity 
(Branding)' : Mr. Bernhard Danger inspiring 
ProEt program that enables you to focus your 
personal energy and enhance your charisma. 

* Appreciation of international cuisines and 
beverages. Orientation to music and dance. 
Discourses by spiritual masters. Plus golf 
lessons. 

* Airport transfers. Accommodation, food and 
wines at Welcomgroup Grandbay, Vizag. 


For further information 


and your copy of Lifestyle Ine brochure, 


call +91 98483 55710 


Aas 








INDO-AMERICAN SCHOOL OF BUSINESS 


47-14-18, Dwarakanagar Main Road, Visakhapatnam 530 016 


Tel: +91 891 2701445 / 2543732 Fax: +91 891 2531046. 
E-mail: iasb_vizag@yahoo.com 


www.indoamericanin.org 
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Pride 


sumer got over the last decade are 
the freedom of transacting 
(through ATMs, call centres, inter- 
net banking, etc) and that of bor- 
rowing to meet the rising aspira- 
tions," says Chanda Kochhar, 
Executive Director, ICICI Bank. To 
be sure, this has been possible be- 
cause the banks themselves have 
changed their method of operating 
over the past 10-12 years. 
" (Earlier), the function of banks 
was to collect deposits from people 
and lend them to the industry at a 
fat margin," explains Vivek Kudva, 
Country Head, Personal Financial 
Services, India, HSBC. Since indus- 
try was in need of funds, the banks 
had an upper hand in the deal. 
Result? Service as a concept was 
alien. These days, the corporates 


UMESH GOSWAMI 





Executive Director, ICICI Bank 


Universal bank ICICI is an aggressive 
player on the loans front. Predictably, its 
executive director speaks of the freedom 
to borrow to meet aspirations 


(at least the top end ones) don't need to depend on 
banks for funding, as they can access cheaper and eas- 
ier money from other sources like the capital markets. 

So as banks are forced to turn to retail as a lending 
avenue, you, dear consumer, have become king (well, 
almost). The housing finance sector reflects best the rev- 
olution that's taken place in the retail lending space. In 





fact, the concept of housing finance was non-exis- 
tent till the late seventies when HDFC was born. Between 
1981 and 1991 the mortgage rates remained constant, 
but post-liberalisation, once the market began deter- 
mining interest rates, housing loans became more 
affordable. *Mortgages coming down to 8-9.5 per 
cent from 16 per cent just a couple of years back has 
been responsible for the boom in the housing finance 
sector. The means for a desire to own property has be- 
come a lot easier," observes Kudva. The loan multiple 
(number of times the annual salary to determine loan 
eligibility), which was around 12 times (15 for metros), 
has come down to around three now. Add to this 
the realistic property prices, along with the tax breaks 
for the housing sector, and it's easy to see why con- 


The Freedom From Limited Means Phenomenon Is On 












HOUSING LOAN DISBURSEMENTS .. AS HAVE AUTO .. AND CONSUMER DURABLE 
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Total Disbursements by housing finance companies and public sector banks. 
BT estimates put the total disbursements in 2002-03 at Rs 65,000 crore 
Figures in Rs crore Source: NHB 


1998 1999 
-99 -00 


82 BUSINESS TODAY AUGUST 31 2003 





Figures in Rs crore 





2,600 





2,200 


1999 
-00 


Figures in Rs crore 


2000 
-01 


2001 
-02 


2002 
-03 


1998 
-99 


2000 2001 2002 
-01 -02 -03 


Source: Apnaloan.com Source: Apnaloan.com 





sumers like you prefer shelling out monthly installments 
rather than the same amount as rent. 

Housing finance firms in turn are riding the boom 
by bring in dollops of innovation, in the guise of 
loan swaps, floating rate loans, tailor-made loans 
etc—products that were unheard of even five years 
ago. And it isn't as if the banks' benevolence ends once 
you've moved into your new home. 

You can borrow to furnish, or to renovate it. “We 
have kept pace with the needs of a consumer from a p- 
lain vanilla home loan in the seventies to home ex- 
tension and renovation products to introducing float- 
ing rate product for the first time in the country in 
1999," says Suresh Menon, Head (Western Region), 
HDFC. Moving into that dream house is just the be- 


EXPECTEDLY, THE PROPORTION OF FINANCED PURCHASES 
HAS ZOOMED 
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ginning of the consumer finance 
food chain. When the pioneer in 
the Indian consumer loans busi- 
ness, Citibank, says, it knows “the 
fastest way to bring home happi- 
ness," it isn't kidding. 

For its part, Citi can take much 
of the credit for the *buy now pay 
later" phenomenon that's taken 
urban India by storm. Credit cards 
are no more a status symbol, cars 
no more a luxury—80 per cent of 
car sales are financed by loans— 
CTVs, ACs, DVDs and other abb- 
reviated durables are par for the 
course, education can be bank- 
rolled, and even your vacations 
can be taken care of by equated 
monthly installments. And you can 
even take a loan just just for the 
heck of it, and decide what to do 


VAGNVd AVÍNVS 





Managing Director, HDFC 


From plain-vanilla home loans in the seven- 


. ties to home extension, renovation, and 


floating rate loans in 1999, HDFC has kept 
pace with the needs of the consumer 


with it once the money is disbursed “The profile of the 
Indian economy is changing on the back of the num- 
ber of poor becoming mass, the mass becoming af- 
fluent and the affluent getting rich. Availability and af- 
fordability of finance has bought about this change," 
declares IcicI Bank's Kochhar. That explains why the 
average age of a home loan customer today is 33-35 as 
compared to 45-50 in the eighties. 

Clearly, if there was something like a consumerist 
nirvana, this is the closest you would have ever got to 
it post-liberalisation, post-socialist India, 
post-Independence. And, by the looks of it, with 
interest rates set to soften further, and more products 
and services set to invade the market place, the 
party appears to have only just begun. There is of 
course a downside to all this. Debt traps and credit 
card overspends will eventually become issues, but 
then a little pain for so much pleasure is inevitable, 
right? If you spot the potholes quick enough, you'd 
be sure to enjoy the ride. Naturally the ride would be 
smoother in a Mercedes-Benz. Œ 
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When it comes to covering big risks, no one does it better than Oriental Insurance. India's leading non-life 
insurance company, it comes to you with a wealth of over 50 years of experience. From skyscrapers to 
Super computers, refineries to cargoships, bridges to aircrafts, Oriental Insurance covers your entire 
universe. * Rs. 2,850 crore turnover * Rs. 2,350 crore reserves, surplus & fair value * 934 offices * 19,075 
personnel * 150 products * 7,00,000 claims settled in 2002-2003 
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Prithvi, Agni, Jal, Aakash. 
Sab ki suraksha hamare paas. 





Freedom 





Many of them want ‘to make a difference’ to o society. i 
















-mg MESH MALHOTRA WAS RANKED 250TH IN 
0M the country in the CBSE exams. He went 
f to ur Madras, landed a software job, 
. married a colleague, bought his first 
~ Cara Beetle—with borrowed money 
o, when he was 23, was sent to the US on work and 
^. . was soon responsible for 5 per cent of the revenue 
of his fast growing company. Definitely a career 
. graph that was headed north. Now, 34-year-old 
-Malhotra has a 10-year-old son, a wife who gave up 
i ber b long ago, and is unemployed. 
Spare yourself the trouble of feeling sorry for the 
: “main: ‘Malhotra chooses to just be. A peek at his sched- 
ule for a week, any week, is sure to make your turn a 
x Ta shade Er green. Sunday is for rock climbing. 
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75 more erk who diher d worked da M nd e a least 24 
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son and his son, in turn, probably isi ave t to go 


through the 9 a.m. to 8 p.m. gud for 








Thirty-four and unemployed: Former Infoscion Umesh Malhotra plays chess with children at Hippocampus, 





a Rs 2-crore, 6,000 sq ft library he built that has 70,000 hand-picked books. 


Blame it on India's reforms process. Stock 
options, dollar salaries and an economy which values 
expertise (it pays very high salaries for perform- 
ance) are creating a breed of Indians, who can, even 
in their early 30s (or, at the most, 40s) hang up 
their gloves and take time off to think about what 
they really want to do. Adding numbers to this tribe 
are Indians who have crossed the seas, made it big, 
and are back in India because of the sense of opti- 
mism here and a rapidly rising standard of living. 

And the good news (for the rest of us, that is) is 
that this tribe of Indians can't just stay home. Their 
idea of chilling is ‘to make a difference’. Malhotra has 
blown Rs 2 crore building Hippocampus, a 6,000- 
square feet library with 70,000 hand-picked books in 


Bangalore’s very upmarket Koramangala. On pa- 
per, Hippocampus is a company. It will be a hub for 
different kinds of children’s activities. It will be a 
profitable non-profit venture that will sustain itself 
and make enough money to expand. 

Soon Malhotra wants to build something that will 
reach out to underprivileged children too. He himself 
spends about four to six hours a day, four days a week 
on Hippocampus-related activities and lot of that with 
children, playing chess, rappelling, even just playing 
hide-and-seek. Behind all this levity is a serious purpose. 
“Our education system is geared to produce nerds. Every 
parent just assumes that their child will be among the 
top 10 per cent in the school. I think children should be 
equipped with different kinds of skills," he holds forth. 





Another is waiting for the right job. All salarymen, th ey ar > ric 1, | 





VIVEK REDDY 


CEO-at-large 


At 30, he became chief executive of 
Kothari Pioneer, India's first private sector 
mutual fund. At 40, he plays tennis 

and works out in the gym... 


When he is not with children, Malhotra is either 
evangelising his lifestyle or meeting other adults who 
are on a trip too. Vijay Kavale, his ex-colleague from 
Infosys is into watching birds. He has set up a site called 
Indiabirds.com, travels around, takes pictures and 
does a lot of documentation. 

Just this week, Malhotra met up with Saumil 
Majumdar, who has raised funds to lease tracts of 
land in Bangalore’s HSR layout, just about five kilometres 
from Malhotra's Hippocampus, to run a sports village 
for children. Majumdar went to iM Bangalore, worked 
with Wipro, started a tech support company called 
Qsupport for which he raised funding, and later exited. 

Malhotra’s close buddy—a bachelor who does 
not want to be named who dropped out of his uni- 
versity course in the US to become a salesman— 
came back to India to help Fedex set up operations 
here. For those three years he was raking in more than 
$100,000 (Rs 46 lakh) tax-free annually, a salary that 
would be considered way above average even in the 
US. Then he teamed up with Malhotra and a couple 
of others to start up a tech company, which they sold. 
For two years after selling out, he was into theatre and 
has now emerged again and raised $2 million (Rs 9.2 
crore) for a company which will promote competitive 
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sports like tennis, soccer, cricket and squash. Probe 
Malhotra a little more and names of people belonging 
to this elite ‘unemployed’ club will pop out. He has ei- 


ASHISH RAJPAL 


Marketing-hotshot-turned-educator 


At 24, he sold Ariel to housewives. At 35, 
he wants to sell education and adventure. 
He thinks children should learn life skills 
in the outdoors... 


ther bumped into them in 
Bangalore or heard of them. 
Ramesh Ramanathan, a for- 
mer Citibanker from London, 
and a finance whiz is now busy 
helping urban local bodies set 
their house in order. Not only is 
his service gratis, he even funds 
some activities himself. But to 
make these bodies accountable, 
he is creating a grass roots citizens’ 
movement called Janaagraha. 
Srikant Nadhamuni, a techie 
who has worked in Sun Micro- 
systems in the Silicon Valley, is 
now helping build e-governance 
frameworks. His service too is 
gratis. Not surprisingly, 
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Pride 


Bangalore is teeming with professionals with experience 
in building institutions who can now afford to spend all 
their time doing just what they strongly believe in. And 
that has begun to make a difference to the city. 

But it is not just Bangalore that is witness to tliis 
phenomenon. In 1994, Chennai-based Vivek Reddy 
became the chief executive (CEO) of Kothari Pioneer, 
India's first private mutual fund, when he had just 
turned 30. He even got an equity stake. Almost a 
decade on, Templeton bought over the Kothari 
Pioneer Fund and Reddy is out of a job. “All I do 
now is play tennis and work out in the gym," says 
Reddy, who still has fire in his belly. *They did not 
even retain the name of the fund which we created," 
he says. Clearly, Reddy is waiting for his calling. He 
has to leave something behind. Meanwhile, his 
family of four can sustain a lifestyle that will cost 
about Rs 3 lakh a month. It can go up to Rs 15 lakh 
a month on contingencies. 

While Reddy is waiting for something to excite him, 
34-year-old Ashish Rajpal has found his mission. He has 
put himself through an education degree at Harvard— 
we would call it teacher's training—and is now CEO of 
iDiscoveri, a company that he and friends from XLRI 
started in 1996. He takes home a salary of a few tens 
of thousands, but then his trip is different. The edu- 
cation bug has bitten him and he thinks children 
should learn life skills in the outdoors. His wife Renu 
Rajpal, who is also involved in iDiscoveri, is putting her- 
self through a mountaineering course. 

Rajpal should have some conviction to do what he 
is doing. His career is an FMCG marketer's dream. His 
CV reads—product manager of P&G's fastest growing 
brand Ariel in 1992, brand manager in Moscow of a 
beer called Viking in 1994, and the global marketing 
head for French food giant Danone in Paris at 30. It 
also helps that all this has enabled Rajpal save enough 
to put his kids through college. 

While Rajpal wants to help children build better 
rounded personalities, Ranjan Pal, in neighbouring 
Gurgaon wants to create an atmosphere forthe suburb's 
yuppie adults. While he is not playing golf or squash, 
he is hatching plans to build an art and culture club. 
Pal, a former World Bank researcher and a Jardine 
Fleming economist, headed back home in 1997 to 
head an equity research firm. He was then the first ex- 
ecutive director of the Indian School of Business in 
Hyderabad. Now he is a founder of SmartAnalyst, a 
firm that dreams of doing financial research for global 
companies remotely. But that does not seem to occupy 
too much of his time. He had enough time to do a 200- 
km run down the Brahmaputra on a raft. “I’m com- 
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Economist-turned-culture-maven 


Former economist Ranjan Pal, is 
hatching plans to start an art and culture 
club in Gurgaon. When he can take time 
off from his golf that is... 


mitted to myself now,” chuckles Pal. 

Such stories of men in India opting out of a mind- 
less rat race are still uncommon. “The first question that 
people pop in a social gathering is ‘Where do you 
work?” says Reddy. 

But the trend is definitely there. “Women have 
been opting out for years, today, they will be able to 
support the family in his alternate lifestyle,” says Sonal 
Agrawal, Director Accord group, a search firm. So 
men, too, can now take the chill pill. 
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Fortune Global 500 company for nine years in a ro 


IndianOil, has just broken into the top 200. Moving from a 


ear. Reflecting the faith and patronage of | 


in 2002 to 191 this 


millions of customers. The commitment and loyalty of 15,554 


dealers and distributors. The sweat and toil of 31,500 IndianOil 


“Not to mention, the support of many significant - 


stakeholders like our suppliers, vendors and transport contractors. 


E While our latest achie ement makes every Indian proud, we are still 


2 left with one question. Where do we set our sights next? 





AS INDIA MISSED THE COMPUTER HARDWARE 
bus?" has been an oft-repeated ques- 
- tion. I believe no country misses any 

A . economic bus for all the time. China is 
E dei most recent example of a country boarding the 
hardware bus with a vengeance. To give you an 





idea, China exported hardware worth $36 billion - 
(Rs 165,600 crore) in 2001, and is the world's - 


third-largest electronics hardware manufacturer. 
China has successfully created an economic 

environment and regulatory mechanism that encou- 

rages domestic manufacturing. The critical features 

of this environment can be summed up as: 

.. W Large domestic consumption led by the government 


J .W Unique packages of investments and tax 


incentives—special economic zones, free ports, 
bonded zones etc. 
B State-of-the-art infrastructure 
@ High competition among the local governments 
for attracting hardware industry-related 
investments 
m Flexible labour laws 


B Linking of access to domestic market with . 


condition of local manufacturing 

The success of the Chinese experiment can be 
gauged from the fact that market size (2002) for 
most of the products is 4-10 times that of Indian 
market (See Where They Stand). 

Several considerations favour a vibrant domes- 
tic hardware manufacturing industry. Let me 


of ne for domestic and export fs | 
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WHERE THEY STAND 

ECONOMIC INDICATORS INDIA CHINA — 'X FACTOR 
GDP ($ billion) 425 1,069 2.5 
PC penetration per 1,000 9.0 34 3.8 
TV penetration per 1,000 95.0 400 4.2 
Number of internet subscribers 3.8 24 6.3 
Cellphones (million) 11.6 120 10.3 
Telephone lines per 1,000 400 >120 23 


X factor: Number of times China's market is bigger than India's 


the grey market. The grey market currently accounts 
for 50 per cent of the total. 

For encouraging domestic manufacturing, | would 
suggest that income tax exemption on 50 per cent of 
the profits earned from electronics/rr hardware man- 
ufacturing should be given. In addition, export of 





DEEPAK G. PAWAR 


electronics/IT hardware should be fully exempt from inc- 
ome tax for a period 10 years. These measures would 
also attract foreign investment in hardware manu- 
facturing as has happened for software development. 

Facilitating exports would require development 
of world-class infrastructure in terms of power, 
ports, telecommunications, transport, and hard- 
ware parks on the one hand, and improving velocity 
of doing business by simplifying procedures re- 
lated to exports and imports, and removing in- 
flexible labour laws, on the other. 

In the 1960s, Japan held the centre stage in global 
manufacturing. The 70s witnessed the rise of Tarwan and 
South Korea. In the 1980s it was Singapore, Malaysia, 
and Philippines and since the 1990s it has been China. 
With the creation of right environment, India can defi- 
nitely be the next hardware destination. 
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From soaps and cars to TV channels and supermarkets 


Freedom Of 





Choice 








what empowers the Indian consumer. And it' S power Sne ‘Il fig ht 


ATHOM THIS. 
.. decades ago, the Indian 

@ housewife had 11 brands 
of soap to pick from, 
fixed grammage per bar. 
She now has 72 brands, in assorted 
forms. The Indian officegoer had 
two brands of cars, three boxes 
each—bonnet, cabin and boot. He 
now has 12 brands, not counting 
the sub-brand models. 

No, not to imply that the Lib- 
eralisation project was kick-started 
30 years ago; the Great Indian 
Brand Burst occurred between the 
palindromic years of 1991 and 
2002. Nor to imply that counting 
bars and boxes is an appropriate 
way to measure freedom. 

The issue is not the awesome 


THREE 








94 BUSINESS TODAY AUGUST 31. 2083 


BY SHAILESH DOBHAL 


variety of five-star tok. foursin 


son resorts, three-box cars, wane 
ce suits or even one-piece SIM cards _ 
for dropless global communication. 
All these things make the consumer 
happy, and opposing them would be 


an exercise in masochism. The issue 
is what all this choice means to that 
elusive measure that marketers often 
call the ‘quality of life’. 


Choice As Human Right 


For ages, the Indian consumer could. 
buy any car he liked as long as it was. 
white—and having it painted was 


the shockwave-causing equivalent of 
appearing in public wearing, say, a 
Lycra dhoti with loud checks. Those 


were the days that cars were run till 


they rusted aground. 


Today, poole T things they | " 


* want, not what they're forced to. 
An 800 gets replaced by a Santro 
not because it's too creaky to run, 
but because the latter has entered 
the customer’ S dreamspace. "With 





choice,” says Radhika Roy, National 


- Qualitative. Head, NFÒ MBL India, 
“the cycle of repurchase, upgrading 


if you will, has become shorter, 


thus liberating z the consumer.” 


What's more, a white car these 


days almost qualifies. as a sort of 
statement—an attempt to stand — 
out. Colour options? You name ` 
“it. A car these days would have | ow 
to be plastered with scandalous dd 

- graffiti to raise eyebrows « on the 


streets. Cars are no. longer just 
boxes on wheels. s ferrying people 
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about, nor even mobility assurers. 
They are turning into a way to ex- 
press one’s individualism. That’s 
what a bustling market can do. A 
market bustling with four-wheeled 
sirens vying for your attention. 
Feels good, doesn't it? Choice, in 
itself, is liberation. *Ultimately," 
says Srinivasan Raman, Head, 
Quest, AC Nielsen ORG-MARG, “ex- 
ercising choice is empowerment." 
The irony has been that a coun- 
try enlightened enough to adopt 
universal adult franchise as a matter 
of principle, took so long to apply the 
same logic to consumption. Self-den- 
ial was virtuous, as grandpa told us, 
but then it should have been self-de- 
nial as chosen, not as compulsion. 
It's a fine but crucial difference. 
Even the ascetic who stays off all the 
wonders of a multiple choice life- 
style ought to feel ennobled only if 
these soul-threatening wonders are 
actually accessible. That's when that 
choice assumes validity—as a willful 
decision taken after having exa- 
mined all the other options. 

"The consumer's assessment of 
product performance, durability 
and affordability have changed be- 

. cause of choice,” says B. Narayana- 
swamy, Executive Director, Indica 
Research. For once, consumer ‘de- 
mand' actually means demand. 

Check out supermarket shelves. 

| According to K. Radhakrishnan, Vice 
President (Merchandising), Food- 
World Supermarkets, “We have ex- 
panded our small imports counter 
to a full-fledged imports department." 
But do customers really bother 

to examine their options? Often, 
yes. “There are very few categories 
in which the consumer is unwilling 
to experiment," observes Roy. 
Even otherwise, people must have 
these options. Because demand 
works best as an invisible force, a 
force with its own dynamics. Of Consumers’ Paradise: Try snatching those bags away and you'll know 
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models. Over hundred satellite channe s. 
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some 25 articles on a supermarket uM 


shelf, most customers may want to SEM ME mnn arc rc taa — 


spend their lifetimes with just one 
ol' familiar. There may be ter- 
rific ‘value for money’ in that 
purchase. But the very availability 
of the other 24 options is also 
‘value’ in a roundabout sort of 
way. They, as competitors, set 
comparative benchmarks of value 
for the ol’ familiar—and thus act 
to regulate its performance. 

So consumers may not behave 
like cola endorsers, asking for 
‘more’. But if that ‘more’ sud- 
denly becomes ‘less’, they will no- 
tice—without doing the sums. 
They will not analyse the differ- 
ence, they will feel it. More than a 
decade since 1991, having 
experienced competition, the 
Indian consumer will not settle for THE VALUE REVOLUTION 
any less choice—and that, perhaps, The biggest cause for celebration is the expanding 
is the biggest vindication of a lib- basket of products that price-based competition has 
eralised market environment. put within the reach of millions 
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THE SMORGASBORD OF CHOICE 


There are over 100 cable and satellite channels and 22 terrestrial television channels 
available currently in India, with something aimed at everybody 
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Zip Zap Zoom 

If you really want to try a tricky 
experiment, take TV. The choice 
in this arena has been explosive since 
satellite dishes brought live CNN 
images of 199 1's Gulf War straight 
into Indian living rooms. 

In the years since that invasion, 
the ‘remote’ has become a mission 
critical device in some 45 million 
homes— hardly a wonder, given 
the virtual smorgasbord of choice in 
software programming. There are 
over 100 c&s channels and 22 ter- 
restrial TV channels available cur- 
rently in India, with something 
aimed at everybody—whatever the 
demographics, whatever the psy- 
chographics. That this is the world's 
most kaleidoscopic market is no 
exaggeration. À googa-geegee show 
for a two-year-old? It's there. 
Reports from Liberia? It's there. 





A VERITABLE KALEIDOSCOPE 


The variety of three-box cars, two-piece suits, and one-piece SIM cards and just about 
anything else has ensured that there will never be a dull moment in the consumer's life 


Daily enactment of ma-in-law man- 
agement? There too. Wailing elec- 
tric guitars with spaced out lyrics? 
Got it. Something for someone 
seeking enlightenment? Yes. For 
someone madly in love? Sure. 
Now try narrowing this choice. 
Nobody can possibly watch more 
than 75 per cent of those channels 
for more than a second's worth of 
surf-through pixels. But try asking a 
dozen office colleagues to submit 
signed-in-triplicate lists of which 
channels they want to declare as 
‘wanted’ and which they'd forgo— 
and watch the mayhem. That’s the 
funny thing about choice. It’s hard 
to put down. Having 100 channels, 
three-fourths of them unwatched, is 
value in itself. It gives us the freedom 
to zap channel-to-channel, and even 
a second’s peek at a neighbour’s 


choice—which we halo’d souls are 
too virtuous to watch—has its own 
gratification. 

What the television remote is at 
home, the cellular phone has be- 
come outside—something to keep 
clutched. Till the consumer didn’t 
have this little contraption, the old 
coiled telephone did just fine. But 
now that she has it, try prying it 
away from her. Feel like a stroll to 
the corner cafe to finish that book? 
Feel free. You wouldn’t have gone 
missing. Just had this bizarre 
thought you want to share with 
someone? The keypad’s all yours. 
Want to switch to ‘vibe’ instead of 
‘ring’ mode? Just a flick away. The 
Indian mobile base is already 15- 
million strong, two-thirds of whom 
have opted for the pre-paid card 
option—an idea thrown up by the 


private sector rivalry for numbers. 
That’s something to think about. 


Access, Access, Access 

At the end, the biggest cause for 
celebration is the expanding basket 
of products that price competition 
has put within the reach of mil- 
lions. Low-cost shampoo sachets of 
have empowered village women to 
use glamour as a weapon in the 
marriage arena. Small-pack biscuits 
have given village-to-village trudgers 
a portable energy booster. 

There are no bar codes in this 
part of India, and the demand sig- 
nals often gets muffled along the 
way. But there are a lot of things 
the Indian villager would want to 
do if he could: Just because. I 

ADDITIONAL REPORTING BY 
NITYA VARADARAJAN 
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Caterpillar Manufacturing Plant, Hosur 


Proud partner in 
Indias progress 


The world's leading manufacturer of earthmoving and mining 
equipment, Caterpillar has been integral to the development of 
India's infrastructure, construction and mining industries since 
the 1920s. 


We first established a presence in the Indian market in the 1980s, 
in partnership with Hindustan Motors Earthmoving Equipment 
Division and Hindustan Powerplus. We have acquired both 
groups and have invested heavily in infrastructure, technology 
and manpower as part of our continuing commitment to India, to 
reach a new milestone - a landmark of significant importance 


to India and to Caterpillar. 


The local manufacture of the CAT 424 Series | Backhoe Loader - 
the first of a world-class range of state-of-the-art machines, 
has established India as a Caterpillar manufacturing location and 


global resource. 


Today, you will find Caterpillar equipment hard at work in India's 
mines and quarries, building India's dams, roads and airports, 
and powering Indian industry, in our continuing partnership in 


India's progress. 


terpillar Manufacturing Plant, Thiruvallur 
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200 square feet 


i d E office in C.R. 


e Park, a south Delhi borough. 


Together, they would make daily 
— . trips to Delhi’s commercial hubs, 
~~ such as Chawri Bazar, in their 
. .. rickety Fiat automobile, spending 
= long hours with conservative 
_ traders in an effort to coax them 
<- into importing pesticides and 


< other agrochemicals through 
^. their agency at rock bottom 


qeu commission rates. 


After a disastrous attempt at 


P. manufacturing plastic packag- 


ing material for Hindustan 
Lever, the brothers Anand knew 


Freedom To 


ILL AS RECENTLY AS THE 
early 1990s, brothers 
Keshav and Vikram 


Anand worked out of a 


i803 








Start 


they needed some fairy dust (lots of 
it, actually) to stay afloat. 

That came in the form of the 
liberalisation process rung in by a 


LEADING THE 
FIRST WORLD 


Total entrepreneurial activity 


by country (2002) 


Germany Singapore 


pu LN ri a 
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“How the past 10 years have succeeded in rekindling India Inc. '* 
entrepreneurial spirit. BY T.R. VIVEK & VENKATESHA BABU 


certain Dr valen Singh i in the Hn 
spring of 1991. 


Leveraging easier export-import 


regulations and the death of licen- 
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sing the Anands transformed 
Parijat Agrochemicals, from a 


small-time agency into a Rs 75- 


crore international buying house 
that trades in. agrochemicals 
across 50 countries. — 
Judging. by the number of 
Lonely Planet guides for coun- 
tries from Mexico to Australia 


-scattered in their new office in 
the more-respectable Greater ot 
Kailash neighbourhood, Chawri |. 


Bazar can't be but a dim memory _ 
of an eminently forgettable past 
forthe brothers, ^. — — 

Cashing i inon India ss trong 7 












pharmaceuticals, Parijat has even 
started branding most of its pesti- 
cide exports. “Deregulation is the 
single biggest reason why we exist 
today,” beams Keshav Anand, now 
45 and Managing Director of 
Parijat Agrochemicals. 

Some 2,000 kilometres away, 
in Bangalore, Ramakrishna Karuturi 
has a similar story to narrate. In 
1977, Karuturi’s father got into 
the business of manufacturing ca- 
bles for what was then a very good 
reason: he had a licence. 

Karuturi inherited the business 
in the early days of the reforms 
process and promptly exited ca- 
bles. For his new business, he ze- 
roed in on floriculture. 

The famed Bangalore climate, 
ideal for growing exotic flowers 
and vegetables, made the plunge 
somewhat easier. “If there is one 
business where India boasts a sus- 


AOD): hx, tainable competitive cost, it is agri- 
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culture,” he explains. 

The gamble has paid off hand- 
somely for the man. Karuturi 
Floritech’s roses are exported as 
far away as Amsterdam and Tokyo; 
in 2002-03, the company regis- 
tered revenues of Rs 4.5-crore . 

Karuturi now has his eyes on a 
turnover of Rs 10 crore by 2005. 
To achieve that target, he will 
likely have to invest in some nifty 
supply chain management; while 
it costs Rs 1.50 to produce a 
stem, average transportation costs 
are around Rs 3.50 a stem. Still, 
he's got this far. 


A Land of Enterprise? 
Thanks to reforms and the emer- 
gence of global business oppor- 
tunities, there has been a dis- 
cernable spurt in the entrepre- 
neurial activity in the country. 
The Global Entrepreneurship 
Flower power: Karturi's eponymous founder has reason to smile Monitor (GEM) report brought out 
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And countless software hotshops. In India, circa 200 
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each year by the London Business 
School acknowledges the fact that 
individual enterprise in India is 
on the upswing. 

The 2002 report claims that 
nearly 18 per cent of the country's 
workforce (the population in the 
18-64 age group) is engaged in 
some form of entrepreneurial ac- 
tivity compared to a mere two 
per cent in Japan, 10.2 per cent in 
the US and a worldwide average 
of seven per cent. 

Only Thailand ranks ahead of 
India in the study conducted 
across 37 developed and emerging 
economies that represent three- 
fifths of the world's population 
and 92 per cent of its GDP. 

Such intensity of entrepreneurial 
activity is all the more impressive as 
it has happened, *despite poor 
physical infrastructure, with the 
exception of IT and telecom, and 
the gradual recession of govern- 
mental support towards new en- 
terprises," according to Mathew J. 
Manimala, Chair Professor of 
Entrepreneurship at 1M Bangalore's 
N.S. Raghavan Centre for 


Parijat Agrochemicals 


Entrepreneurial Learning, the au- 
thor of the GEM India Report. 


New Money, New Medium 
The dotcom era (1998-2001) was 
in many ways a turning point for 
entrepreneurship in the country. 
For anyone on the sidelines, the 
entire dotcom thing was a Roman 
circus. There were gladiatorial fights 
between portals. There were poster- 
boys who shone briefly before fad- 
ing away or becoming fall guys, or 
plain jack asses. There were money- 
burning orgies that would have 
done Nero proud. And there was 
madness that was vintage Caligula. 

Pradeep Kar, the founder of 
Microland, Indya.com and Planet- 
asia and Rajesh Jain the founder 
of Indiaworld.com (he made Rs 
440 crore from its sale) were the 
role models to follow. Once the 
dust had settled, the two individu- 
als went down in Indian dotcom 
history as biggest beneficiaries of the 
Greater Fool Theory. 

It was during the dotcom era 
that most Indian entrepreneurs had 
their first serious brush with a hith- 


In 1990 the brothers Anand were small-time traders in 
pesticides. Today, their company Parijat, operates in 
50 countries and boasts a turnover of Rs 75 crore 





erto unknown animal called the 
Venture Capitalist (vc). In 2000 
net VC investments in India stood at 
$500 million (Rs 2,300 crore); they 
more than doubled to $1.2 billion 
(Rs 5,520 crore) the next year. 

Then, the bubble burst. Today, 
"given the cautious approach (of 
VCs) their investments are likely to 
remain in the $1 billion band over 
the next two to three years," says 
Saurabh Srivastava, Chairman, Ind- 
ian Venture Capitalists Association. 

Not all dotcoms have gone belly 
up. Although the best venture cap- 
italist investments have been in 
telecom (Bharti), software services 
(Patni), or business process out- 
sourcing firms (Spectramind), there 
are a handful of dotcom survivors 
like the Mumbai-based Apnaloan. 
com that continue to hold some 
attraction for investors. 

Harsh Roongta, the former 
head of sales and marketing at 
ICICI’s personal finance division 
started his online financial serv- 
ices distribution portal 
Apnaloan.com in 2000. Apnaloan 
provides consumers tailor-made 
financial products like insurance 
and home loans and has an of- 
fline delivery model. “Some busi- 
nesses are naturally suited to being 
carried out on the internet and 
distribution of financial products is 
definitely one of them,” says 


| 


Roongta. He hopes to emulate 
the success of Lifetree.com, a US 
portal with a similar business 
model. Apnaloan reported a 
turnover of Rs 6.5 crore in 2002- 
03 and recently closed a funding 
deal worth $3.3 million (Rs 
15.18 crore) from a clutch of 
investors including ING Vysya 
Bank, Sidbi and Jumpstart. 


The Knowledge Economy Rush 
One of the reasons cited by the 
GEM report for India's high ranking 
is the emergence of newer market 
opportunities that have encour- 
aged individuals from even non- 
traditional backgrounds and rural 
areas to take the entrepreneurial 
plunge. Another is India's educa- 
tion system that has helped create 
entrepreneurs with higher-than- 
global-average skill levels. 

Shashikiran Mullur could easily 
pass for a factory manager. The 
44-year-old is actually the man- 
aging director of the Rs 76-crore 
Hical Magnetics, a company that 
designs and manufactures trans- 
formers used in telecom, power, 
and automotive applications and 
which counts multinationals like 
Siemens, Thomson, Nokia, 
Ericsson among its clients. 

In 1988, Mullur, an electronics 
engineer, decided to venture out 
on his own. He had to seek ap- 
proval from Development Com- 
missioner for small scale industries 
in Delhi to open a magnetics unit in 
Bangalore. *We had to file an ap- 
plication form with 17 duplicate 
copies," he recollects. 

Hical applied for a capacity of 
one lakh units a year but the gov- 
ernment would allow him to make 
just 20,000. *No reason was given 
why we were allotted that capacity. 
Today, we make 50 lakh units a 
month. This is the difference be- 
tween the pre and post liberalisation 
era," says a triumphant Mullur. 

Most Indian entrepreneurs who 





HICAL Magnetics 





When Hical applied for a licence in 1988, it was given 
permission to manufacture 20,000 transformers a year; 
today, it does 50 lakh pieces a month. That's freedom 


ventured into knowledge businesses 
either had the opportunity to ob- 
serve the knowledge economy in 
the West (where they studied or 
worked) or were simply following 
in the steps of pioneers such as TCS’ 
F.C. Kohli. According to the GEM 
report nearly 40 per cent of the 
high value enterprises started in 
the last two years in the country has 
been in the area of IT. 

Back in 1984, when computers 
were exotic devices, Anant Koppar, 
would wait in a long queue out- 
side his classroom in Karnatak 
University in Gulbarga just to feel 
and touch the machine. Koppar, 
44, comes from the dry lands of 
Dharwad in north Karnataka and 
was the seventh child in a middle 
class family. Today, Koppar, a product 


of the now famous Wipro “school 
of entreprenuership” is the founder 
of the Rs 60-crore Kshema Tech- 
nologies, a software solutions hot- 
shop. “Today if I am a successful 
first generation entrepreneur it is 
thanks to the changes in the Indian 
economy in the past decade,” says 
Koppar. “If the knowledge econ- 
omy had to face the same con- 
straints as other sectors did before 
1991, companies like us wouldn’t 
have existed.” 

India’s roads may be bumpy, 
the power supply erratic, and cap- 
ital, not that easy to access, but its 
never-say-die entrepreneurs, from 
Chawri Bazar in Delhi to Silicon 
Alley in the South are testimony 
that, eventually, it’s the spirit of 
enterprise that matters. El 
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| Chairman's Speech 


Speech delivered by Shri Ananthakrishna, Chairman & CEO, Karnataka Bank Ltd., 








Ladies and Gentlemen, 


It gives me immense pleasure in extending a warm 
welcome to our distinguished shareholders to the 79" 
Annual General Meeting of the bank. It is indeed a 
great privilege to address you all for the first time in this 
new Corporate Office Complex. The Directors' Report 
and the audited statement of accounts for the period 
ended 31st March 2003 have already been provided 
to you. | shall consider them as read. 


Before | present to you our 
performance during the year and 


Total Income 
Rs. in Crore 
Rs.984.26 TOM 


Let me now dwell upon the bank's performance during 
the year 2002-03 in the backdrop of the present 
domestic and international economic setting. 


ECONOMIC ENVIRONMENT 

War clouds significantly affected businesses globally 
during the previous financial year. However, the 
bulging foreign exchange reserves at over $75 billion 
have proved to be sufficient cushion against 
such unforeseen international 


at the 79" Annual General Meeting of the Shareholders held at the new Corporate Office Auditorium. 


BUSINESS PERFORMANCE 2002-03 


Deposits 
Your bank's total deposits have increased I 
Rs. 1,290.24 Crore to Rs. 8,291.72 Crore registering 
growth rate of 18.43% as against industry's growth ra 
of 12.20% (net of mergers). Our aggregate Deposi 
(excluding Inter-bank deposits) have increased t 
Rs. 1,166.18 Crore to Rs. 7,994.12 Crore and tt 
Non-Resident deposits have gone up : 





wee Deposits Rs, 607.63 Crore from Rs. 531.78 Croi 
In the domestic economy, failure of Rs.8291.72 ME. ape nn Sw d 
the monsoon significantly affected Rs.7001.48 Moneyplant™ ATM: service 
sectors like consumer durables, Rs.6075.50 introduced across the country 
which depend mainly on the January '03 has received a goc 
purchasing power of people. Due to response and helped us increase tt 
insufficient monsoon and consequent 2000-01 2001-02 2002-03 


fall in production, GDP estimate for the 
year 2002-03 has been lowered to 4.40%. 


Industrial activity revived in the first quarter of 2003, 
with the Index of Industrial Production (IIP) 
consistently registering positive growth rates. 
infrastructure sector received a boost in the budget 
2003 with the announcementof Rs. 40,000 Crore plan. 


Services sector in general and 
Banking & Insurance in particular 
are consistently registering good 


highlight the future potential, | wish  Rs.74337 @ growth rates. Transport & 
to share with all of you that due to is Commusicstlon? JMAAMhaare 
your support, satisfaction of our ie jt 

atten}... dodo. . ono Hospitality and Business Process 


customers, performance of our 
employees, strength of my team 
and guidance of the Board of Directors, my tenure as 
Chairman of your bank has been extended for a further 


period of three years with effect from 13th July 2003. - 


| acknowledge with gratitude the approval accorded by 
the Reserve Bank of India in this regard. 


| wish to recollect that in the previous three years, 
your bank has achieved many a milestone. Some of 
the most notable are obtaining a grand image make- 
over by shifting to a new Corporate Office Premises, 
Total Business Turnover exceeding Rs. 12,000 Crore, 
Migration to a Centralised Core Banking Solution, 
Introduction of ATMs, Bonus and Rights issues of 
shares and Strategic Business Partnerships with 
Corporation Bank, MetLife India Insurance Co. Pvt. 
Ltd. & Western Union Financial Services Inc. 


Outsourcing (BPO) activities have 
also intensified in India. 


To avoid any strain on liquidity due to heavy borrowing 
by the centre and by foreign capital inflows, the 
Reserve Bank of India continued its open market 
operations and hence eased the pressure on liquidity 
and interest rates. With the Government aiming at 
augmenting revenue and re-prioritising expenditure, 
Gross Fiscal Deficit is expected to fall from 5.90% to 
5.60% of GDP in 2003-04. 


The soft interest rate regime continued during the 
previous financial year 2002-03. CRR has been 
reduced from 5.00% as on June 2002 to its present 
level of 4.50%. Dated debt instruments’ yields have 
also fallen marking the easy liquidity-soft interest 
rate preference of the RBI. 


E-mail: info@ktkbank.com Visit us at: www.ktkbankltd.com 


share of low cost deposits. As an add-c 
feature to the SB account, we introduce 
K-Power with a facility to withdraw upto Rs. 15,00 
as a personal loan. 


Advances 

Your bank's net advances increased by Rs. 482.1 
Crore to Rs. 3,899.70 Crore registering a growth rat 
of 14.11%. Priority sector advances increased fror 
Rs. 1,194.81 Crore to Rs. 1,500.93 Crore. Advance 
to priority sector, including Rural Infrastructur 
Development Fund (RIDF) and SIDBI priority sect 
bonds, formed 42.53% of the net bank cred 
exceeding the national target of 40%. Export Cred 
formed 13.41% ofthe bank's credit portfolio as again: 
the minimum stipulation of 12%. ' 


Investments 

Due to various domestic and internation: 
developments and due to general recession in th 
economy, credit off-take was slow during the yec 
2002-03. As a result, net investments in securitie 
increased from Rs. 3467.15 Crore as on 31.03.02 t 
Rs. 4432.61 Crore as on 31.03.03 registering a growt 
rate of about 28%. 


FINANCIAL PERFORMANCE 2002-03 


Profitability 

Your bank's total income has gone up to Rs. 1,05 
Crore from Rs. 984.26 Crore. Owing to highe 
investment in securities, income on investments ha 
shown significant increase. While Operating Profit ha 
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. gone up from Rs. 250.88 Crore to 
_. . Rs. 253.37 Crore, Net Profit has crossed 
| M magic bod of Rs. 100 Crore to reach 


1.99 Crore t to Rs. 583.40 Crore, an increase of 
wer Rs. 140 Crore, During the year the bank has 
asued bonus shares in the ratio of 1:1 and rights issue 
n the ratio of 1:2 post bonus. The CAR of the bank has 
mproved | from 12:96% as on 31.03.2002 to 13.44% 
350n3f. 03. 2003. 


D vidend Distribution 

Keeping. in mind the overall performance of the bank 

d the. future outlook and to enhance shareholder 

take pleasure in announcing that the Board of 
irectors has declared a divided of 22% on equity 

pha s includi ing bonus and rights shares. 


RIS! MANAG MENT 

fhe broad classes of risk faced by a bank are Credit 
Risk, Market Risk and- Operational Risk. Your bank 
yas exclusive set-ups to monitor credit risk rating of 
he borrowers and market tisk. The inspection & 
Audit Department is managing operational Risk. 
The: Financial. Sector reforms will not be complete 
without an. effective mechanism for recovery of loans. 
n due course, lenders are Jikely to realise the full 
yotential of the Securitisation of Financial Assets and 
Enforcement of Securities InterestAct, 2002. 


hs on 31.03.2003 the net Non-performing Assets of 
K jr bank stood at 7.36%. in addition to making liberal 
provision more than sufficient under the regulations, 

your bank has : tepped up efforts for recovery of bad 
loans by setting up an exclusive Recovery Department 
headet byat General Manager. On the strength of this 
sure we have targeted the NPAs to reduce to less 
tr 15% ofadvances. 


| ION NET WORK 
During the year 2002-03 your bank has opened one 
branch each in Delhi, Mumbai, Bangalore and 
Lucknow taking the total number of branches to 360. 
Your bank has tied up with Corporation Bank for ATM 
etw rk: sharing, in addition to installing 12 ATMs in 
Bangalore, Chennai and Mumbai. Thus customers of 
he bank have access to over 500 ATMs at present. 
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Your bank is riding high on. world. class banking 
technology offered by Infosys Technologies Lid. Our 
Centralised Core Banking Solution has given us 
wider reach by networking of branches and helped 
us provide ATM services. Al present more than 
140 branches have been networked. 


MISSION AND GOALS 
Mission of an organisation is driven by long-term 
paradigm shifts in thinking. 


To help us achieve this mission, we set annual targets 
in the form of Corporate Goals. For the year 2003-2004 
we have set ourselves a total business tumover target 
of Rs. 15,000 Crore with deposits of Rs, 10,000 
Crore and Advances of Rs. 5,000 Crore 


The level of Management information Advances and to improve the business per 
System & Control (MISC) and Risk Rs. in Cone employee to Rs. 3.50 re Efforts 
Management is also high with our 2537 P0970 are on io increase the Brarich 
eBay Bao Re.262822 network to 370. | am confident that 
Bancassurance we will be in a position to reach our 


With a view to becoming a financiai 
supermarket by providing a range of 
financial services to our customers and 
in an effort to increase fee-based income of 

the bank, we have entered into a strategic alliance with 
US based MetLife India insurance Co. Pvt. Ltd. to 
distribute Life Insurance products. 





Money Transfer 


With a view to providing superior customer service, 
your bank has tied up with Western Union Financial 
Services Inc. to effect speedy remittance from abroad. 


HUMAN RESOURCES 

The greatest assets of service organisations are its 
employees. Our 4,320 strong human capital is the key 
behind the strong financials of the bank. During the 
year, 1741 employees were imparted training on 
various disciplines in different institutions apart from 
our own Staff Training College (STC). The employee 
productivity has increased from Rs. 247 lakh as on 
31.03.02 to Rs. 275 lakh as on 31.03.03. Your bank 
has carried forward its tradition of cordial and healthy 
industrial relations. 








targets given our strong technology 
platform and motivated employees. 





Rural Banking, Retail Banking, Low cost 
Deposits and Efficiency in Operations are 
likely to be the key drivers of bottomline in the current 
financial year. 
Your bank has received the report from National 
institute of Bank Management, Pune regarding 
Organisational Restructuring and Business Profile 
Re-engineering of the bank. It is being studied for its 
critical appreciation and doing the needful. 


ACKNOWLEDGMENTS 

| am indeed very grateful to our shareholders for your 
immense support and faith over the years. With your 
support, tam confident of taking this bank to greater 
heights. Organisations cannot exist without 
customers. | take this opportunity to thank all our 
customers for their patronage and constant 
encouragement. | am also thankful to our dear 
employees who have shown guis amidst such 
tumultuous. business environment. A lot of credit 
should go to the leadership of the workforce. | would 
like to place on record the appreciation of the services 
rendered by our auditors and legal advisors. 


Finally, | would like to thank the Board of Directors for 


__.. their excellent corporate governance and the Reserve 


Bank of India fortheir guidance and valuable advice. 


Thank you one and ail. 


Nate: This does not purport fo be a record of the proceedings of 
the Annual General Meeting. 
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The Power Of — 


Inn 


ATIONAL PRIDE TO ME SYMBOLISES THE 
convergence of the aspirations of our 
people with the political vision of the 
country. Over the last decade, there 
has been a great shift in national pride—for the bet- 





ter. In the 1990s, national pride emphasised our | 


past achievements. Today, it's about our confi- 
dence in the future. In the past, we basked in the 
glory of our forefathers, but today we perceive 
ourselves as creators of new history, directing our 
own destinies. The “Made in India" label is no 
longer something that we need to defend. Rather, 
it is something that we can project with a sense of 
national pride. Information technology has provided 
India with a powerful branding platform, which has 
raised national pride to an all-time high. We've gone 
from being a non-brand to being a known-brand. 

In the coming decades, Brand India will only 
get more powerful. As information, innovation, 
and imagination will be the prime drivers of the 
new knowledge economy. And India—as a rich 
reservoir of these attributes—is ideally placed to 
emerge as its new leader. Today, biotechnology is 
playing an increasingly important role in ad- 
dressing unmet medical needs, augmenting food 
and agricultural production, and addressing en- 
vironmental sustainability. Therefore, I perceive 
biotechnology as the next big economic oppor- 
tunity for Brand India. 

Research and SETCIOpIUEnE (R&D) is the soul of 





and manufacturing, and 
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Low-Cost Innovation. 
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Although India is a signatory to WTO and TRIPS, inv- 
estors remain sceptical about the protection of intel- 
lectual property (IP). International investors and VCs 
continue to voice their concern and Indian industry 
finds it difficult to allay these fears. However, 
2005—when the new patent regime comes into 
force—will likely prove to be a watershed year. I 
expect a boom in foreign investment in R&D. Already 
several biotech companies have managed to cross 
these IP hurdles and are now successfully working 
with international partners on the basis of confiden- 
tiality and non-disclosure agreements. These spell 
out the terms of sharing potential intellectual property 
that is likely to emanate from such partnerships. 

Unfortunately, the pharmaceutical industry has a 
greater difficulty in demonstrating its support for an 
internationally compliant patent regime that ensures 
protection of iP. For the two industries to grow and to 
foster original research, it is imperative that our nat- 
ional policy signals an environment that provides for 
protection of IP and data exclusivity. 


Emulating Successful Models 

Custom research is a services model that most Indian 
biotech companies have opted for at the start-up stage 
in order to earn early revenues to fund infrastructure 





and salaries. These companies plan to move on to the 
product development phase once they attain profit 
levels sufficient enough to sustain original R&D. There 
also exist opportunities to move up the value chain 
through discovery-led research programmes on shared 
IPR and milestone payments. However, this again 
depends on the existence of a strong patent regime. This 
segment is expected to generate revenues in excess of 
$1 billion (Rs 4,600 crore) by 2010. 

Biogenerics is another low-risk route that is being 
pursued by biotech companies in the country. Not 
only are the regulatory hurdles in India for such bio- 
generics lower than those in the US and Europe, but also 
the market opportunities are more immediate. What’s 
significant about the biogenerics business is that it 
offers India an opportunity to become a leader in the 
area of recombinant protein producing technologies 
based on expression vectors (the piece of DNA that con- 
tains all of the functional domains for replication) 
that is not yet commercialised in the US and Europe. 

As of January 2003, there are four indigenously 
developed biogenerics in the Indian market: Recom- 
binant Hepatitis B Vaccine, Interferon Alpha 2b, Ery- 
thropoeitin and GcsF. The year ahead is expected to see 
the launch of Recombinant Human Insulin, Strepto- 
kinase, and Recombinant Cholera vaccine. Monoclonal 
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antibody technology is also being developed indige- 
nously. This is expected to provide the biotech sector 
with a manufacturing advantage and, more importantly, 
high value intellectual property. 

The regulatory approval of Br Cotton in 2002 
has provided a fillip to the future of genetically modi- 
fied crops. The ambivalence of Europe and some 
other countries over genetic manipulation offers India 
an opportunity to become a global player in agri- 
biotechnology. Added to this is the discovery oppor- 
tunities in the area of phyto-pharmaceuticals. 

India's software skills offer us an edge in bioin- 
formatics. The opportunities stretch across the value 
chain from clinical data management and instru- 
mentation software development to mining of geno- 
mic and proteomic data. Several global companies 
have established informatics divisions in India to 
take advantage of cost competitive skills in data man- 
agement, structure analysis, and data mining. 

Bioinformatics is a segment that offers attractive 
innovation and discovery opportunities to Indian 
biotech companies in designing new drug molecules, 


mining novel bio-markers, enerne new pharmaco- 
genomic data and creating high value medical wisdom 
based on phenotypic and genotypic data. The first such 
software program for Type II Diabetes Mellitus is 
currently being validated on extended patient popu- 
lations. Therefore, in the years ahead, we can expect 
a large number of collaborative initiatives among soft- 
ware, biotech and pharma companies. 

India's vast population provides enormous clinical 
research opportunities. The cost of drug develop- 
ment is largely attributed to the cost of conducting 
clinical trials. It's an expensive and long-drawn process 
that tests the drug on an increasing number of subjects. 
Indian CROs (Clinical Research Organisations) have an 
opportunity to access the $10 billion (Rs 46,000 
crore) global market for clinical trials. The presence 
of a large talent pool of medical and para-medical 
professionals is conducive to building a strong clin- 
ical development infrastructure. A government pol- 
icy to permit Phase 1-4 clinical trials is on the anvil. 
The sector is likely to play a major role in India’s 
biotech future. CROs across the world already have 
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ward-integrate their drug development programmes at 
lower costs and shorter lead times. This could also serve 
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country, with a omid revenue of $500 million 
(Rs 2,300 crore) and 10,000 scientists in their research 
programmes. There are 40 national research labora- 
tories employing 15,000 scientists. There are more than 
300 college-level educational and training institutes 
offering degrees and diplomasi in biotechnology, bioin- 
formatics and the biological sciences, producing nearly 
500,000 students on an annual basis. There are more 
than 100 medical colleges. that churn out 10, 000 
qualified medical practitioners every year. — ^ 0 
Given this vast pool of skilled researchers, IÍndiais - 
in a good position to create a biotechnology business - 
that is globally competitive. The sector is gradually .. 


building critical mass both in terms of infrastructure as 


well as markets. Our success in building a global busi- — 
ness will depend on the industry's ability to apply its - 
people resource in a knowledge : intensive manner, _ 
and create niches in areas such. as phyto -pharmaceu- P 
ticals and drug development. A stroi atent regime, i 
regulatory reforms that permit linical trials, and — 
pragmatic fiscal support to R&I ble india to rea- 
lise its global aspirations n biot echnology. El 
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Fairmont 


At Hiranandani Business Park - Powai, Mumbai. 


One million sq. ft. of commercial property adorning the skyline of Powai. 
Another million rising up. 





Salient Features 


——— 


Impressive Corporate clients: There are over 85 corporates at of Fairmont: 
Hiranandani Business Park, Powai which include Wipro : des E 48,000 sq. ft. 
approx. 


Spectramind, Prudential, Maersk Sealand, 
Mentorix, Epicenter, Zenta, P&O Nedlloyd, 
Blue Star Infotech, Colgate, etc. 


* Area available: 10,000 sq. ft. to 
2,40,000 sq. ft. (approx.) 


* Stilt + 5 storeys 
* Approved as an IT Park 
* Dual feed power supply 


e Telecom: MTNL 
& TATA Tele Services 


e Fibre optic cable backbone 


Strategic Location: Proximity to International, Domestic Airports 
& Highways * Major growth centres like SEEPZ & MIDC in the 
vicinity *8 five-star hotels nearby. 





World of conveniences in the Business Park: 
| 7 Banks & ATMs | RODAS - an Ecotel Hotel | 24-hr. Coffee Shop | Shopping Mall | 
| Multi-speciality Hospital (under construction) | ICSE School | Club House | 


| Leisure and Entertainment Avenues | Residential leasing options available | 


Peso 


Olympia, Central Avenue, Hiranandani Business Park, Powai, Mumbai - 400 076. 
E-mail: pathare.ashutosh @ hiranandani.net e Website: www.hiranandani.com 


Tel.: 2576 6734 / 45 ¢ Fax: 2570 6444 l 
Ashutosh: 9821054714 « Anil: 9820235991 Hiranandani 


creating Detter communities 





NLY THREE YEARS AGO, REFERENCES TO 
contractions like VSF, PSE and PFY, and 
industries like carbon black and sea water 
magnesia invariably drew guffaws of de- 
A om rision from dotcom-seduced i investment 
EL bankers, IT-enamoured punters and “new-economy” 
_. editors, who obviously knew zilch about what they ar- 
A rogantly dismissed as the “old economy". 
"Today, that “old economy" is very much alive, 
—- much of the “new economy" is in tatters, and a few of 
. its gurus have had to climb down from their tony tow- 
| ers and eat crow. 
 Fifty-six years after Independence, and 12, after lib- 
icit. India's manufacturing sector has finally 
managed to make up for the time lost during the so- 
cialist decades by building capacities and achieving 
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The dismantling of the licence raj coupled With reduced r protection : 
have made India's commodities manufacturers lean, mean, 
global machines. Bv RosHNI JAYAKAR 








efficiencies that tnakes it competitive on the globi stage. 


Also putting the brakes on India: Inc. was the licence raj, : 
during which the only "strategic" ' reas 


on for Indian pro- 
moters foraying into a particular business was their abil- 
ity to grab a licence. But once industry was unfet- 
tered, companies gained the freedom to dec e which. 
businesses they wanted to be in, how lai rge they wanted | 
their plants to be. DUE 
The results are there to be seen. AN. Birla 














commodity businesses like cement, copper, alu- - 
minium, chemicals and carbon black. In the last five — 
years, he has done six acquisitions in cement, ali- 
minium and copper, which have helped him. achieve 
dominant marketshare. oe 
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Kumar Mangalam Birla heads a Rs 30,000 crore — | 
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K.M. Birla, Chairman, A.V. Birla Group: He has his eyes 
on the consolidation of commodity businesses 


First-generation entrepreneur Anil Agarwal of 
Sterlite Industries built from scratch the Rs 7,200 
crore Sterlite group in just 17 years, along the way ac- 
quiring public sector units like Balco and Hindustan 
Zinc, in the process rapidly moving towards his goal of 
becoming a global metals powerhouse. 

Narottam Sekhsaria, whose Gujarat Ambuja Cement 
entered the already mature cement industry as re- 
cently as 1986, has built a cement empire which tots up 
to be the third largest cement player in the country. 

And the Ambanis’ Reliance Group is now the sec- 
ond largest producer of polyester in the world. 

It's easy to attribute the emergence of India's com- 
modity czars to a blanket flash of the liberalisation 
wand, but to be sure there were plenty of prongs of 
economic reform that went into making these com- 


public sector companies being divested. And freedom to go glo 


panies lean, mean and competitive. 

Not all of it was pleasant, particularly the low- 
ering of tariff walls and the consequent reduced pro- 
tection to Indian manufacturers. But promoters 
who were able to survive that period of pain are to- 
day in a position to flourish. 

Reforms for their part brought in several advantages. 
Two examples: Companies with growth plans can 
now access global markets for cheaper funds; and the 
disinvestment of public sector undertakings has pro- 
vided India Inc. with growth opportunities. 

Avers G. Ravishankar, CEO, Cris-infac, the re- 
search and information subsidiary of CRISIL: “The 
nineties enabled the businesses to achieve scale to be 
competitive in global markets." 

Adds Lord Raj Kumar Bagri, Chairman of the 
London-based Metdist group and former Chairman of 
LME: “If you are restricted by controls, you are looking 
at a smaller picture." Not any more. 





N. Sekhsaria, MD, Gujarat Ambuja: A relatively recent entrant, 
Gujarat Ambuja is already India's third largest cement player 
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Pride 


Reigning King Of Commodities 
Kumar Mangalam Birla may have 
entered new growth areas like soft- 
ware, telecom, and branded gar- 
ments in the last few years, but 
there’s little doubt about his focus 
area: It’s commodities like cement, 
aluminium, cooper, fertilisers, vis- 
cose staple fibre and carbon black 
that the 36-year-old Chairman has 
trained his sights on, with the the 
dominant strategic theme over the 
past five years being consolidation. 
When Birla took charge of the 
Rs 30,000 crore conglomerate in 
1995, his challenge was to build 
scale for the commodities business. 


JAYANTA SAHA 





NMIURE. 


Chairman & MD and 






Vice Chairman & MD, Reliance Industries Ltd 





Today, RIL is the second largest producer of polyester in the world, has a 51 per cent 
marketshare in polyester products, and is the world’s third largest producer of paraxylene 


The liberalisation of the economy six years later co- 
incided well with Birla’s aggressive ambitions. Since 
1999, he has proved to be a dominant consolidator, as 
he began picking up cement plants across India. 

In June 2003, Grasim, the flagship of the Aditya 
Birla group, picked up a 51 per cent stake in the cement 
business of Larsen & Toubro for Rs 2,200 crore. 
Result: Grasim leapfrogged to become the seventh 
largest cement producer in the world, with the largest 
capacity, of 31 million tonnes, in one single geo- 
graphic territory. 

Birla has also had his task cut out, making sense of 
the diverse businesses the group had entered into dur- 
ing the licence raj. He’s done so via a series of spin-offs 
and restructuring initiatives. 

The consolidation of the copper business of Indo- 
Gulf with Hindalco, the open offer for Indal and the ac- 
quisition of Nifty mines in Australia to make Birla 
Copper an integrated copper producer are examples of 
how Birla is moving towards transforming Hindalco 
into a globally competitive non-ferrous metals pow- 
erhouse. At the same time he hasn’t hesitated in getting 
out of businesses like refining and sea water magnesia. 

The mission of this transnational conglomerate 
with operations spread over 18 countries and 40 man- 
ufacturing facilities is to get to the top league in busi- 
nesses where it has clear competencies. And as the 
Indian units strive to be global players in their own 
right, Kumar Mangalam Birla says: “I believe that we 
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can be truly proud of their (our overseas units) achieve- 
ments—in many ways they hold a mirror to what the 
future economic scenario will be in India, with duty dif- 
ferentials reducing to global levels.” 


Prince Of Polyester 

Back in 1980, Reliance Industries Ltd (RIL) received a 
letter of intent to manufacture 10,000 tonnes per 
annum of polyester filament yarn at Patalganga in 
Maharashtra. The plant started production in Novem- 
ber 1982. Five years later it added 15,125 tonnes 
per annum (TPA) capacity, and was one of the 40 
producers in India. Today, RIL is the second largest pro- 
ducer of polyester in the world with 9,00,000 TPA ca- 
pacity, has a 51 per cent market share of polyester 
products (Polyester Staple Fibre, Polyester Filament 
Yarn and Polyethylene Teraphthalate), is the world’s 
third largest producer of paraxylene, and the largest 
manufacturer of polyester intermediates with an over- 
all market share of 78 per cent. 

Given the fragmented structure of the industry, 
RIL acted as a consolidator. Over the last five years, RIL 
took the lead and acquired five polyester units in- 
cluding ici Polyester, India Polyfibers, J.K. Corp and 
Raymond Synthetics with a combined capacity of 
2,60,000 million TPA in multiple transactions. RIL's 
polyester growth strategy has been two fold: Capacity 
expansion through attractive acquisition deals, and 
building cost competitive facilities at existing sites. 





value to the consumer because that's 
the only differentiator in an other- 
wise standard business. 

How did he do it? Availability of 
fresh cement is critical. Gujarat 
Ambuja set up a bulk cement ter- 
minal on the outskirts of Mumbai 
so that the city receives fresh ce- 
ment. And Ambuja was the first 
company to introduce paper bags 
for cement in place of HDPE bags, de- 
spite being costlier by Rs 3 per bag. 


Metals Maven 

He started as a scrap trader from 
Patna in 1976. By 2003, he had 
z built a $1.5 billion (Rs 7,200 crore) 
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Chairman & MD, Sterlite Industries 


Anil Agarwal built the Sterlite group from scratch, acquiring PSUs like Balco and Hindustan 
Zinc, and in the process moving towards his goal of becoming a global metals powerhouse 


Today, with the presence of only two large players— 
RIL and Indo Rama—the pressure on margins in the 
polyester industry has come down considerably. The two 
leading companies have split geographical markets and 
export quantities so as to minimise transport costs . 


Cement Czar 

When Narottam Sekhsaria, Managing Director of 
Gujarat Ambuja, entered the cement business in 
1986, the industry was dominated by acc and 
Aditya Birla group companies Grasim and Indian 
Rayon. Consequent to the removal of price and 
distribution controls in March 1989 and licencing re- 
quirements for capacity creation in July 1991, today, 
Sekhsaria ranks among the top three players in ce- 
ment with a capacity of 13 million TPA) and revenues 
in excess of Rs 2,100 crore. 

The liberalised polices have aided Sekhsaria build 
his cement empire. In the first year, Gujarat Ambuja’s 
0.7 million TPA plant was a pygmy compared to 10 
million TPA of ACC. But 16 years later, Gujarat Ambu- 
ja’s cement capacity has grown to 13 million TPA, 
through acquisitions of Ambuja Cement Eastern (ear- 
lier Modi cement), Ambuja Cement Rajasthan (earlier 
DLF cement) and greenfield expansions. What’s more 
the company has a 14 per cent strategic stake in ACC. 

Sekhsaria’s strategy in cement has been two-fold: 
grow in size and build value. As Sekhsaria points out, 
in a commodity business, a manufacturer has to add real 


non-ferrous metals powerhouse. 

For Anil Agarwal, the Chairman of Sterlite Industries, 
liberalisation provided an opportunity to flourish as an 
entrepreneur. Agarwal’s strategy has been to acquire 
ailing companies cheap and turn them around. His first 
move was in 1976 when in order to set up a cable 
company he acquired Shamsher Sterling in Mumbai. 
He then integrated backward and set up copper smelt- 
ing plant in Tuticorin, Tamil Nadu, in 1997. 

When psus like Balco and Hindustan Zinc were up 
for disinvestment, Sterlite bid aggressively to acquire 
them—Balco in 2001 and a year later Hindustan 
Zinc. Next, it could be Nalco or Hindustan Copper. 
Earlier, in 2000, he acquired copper mines in Australia 
so as to have control over raw materials. 

He did the same for another raw material, alu- 
minium, by acquiring Malco in 1995 and India 
Foils in 2000. 

Plans are now afoot to expand the group's alu- 
minium capacity to 3 lakh tpa by November 2003, 
through expansions. Through the process of ac- 
quisition and capacity expansion, Agarwal is aiming 
at a turnover of $4 billion (Rs 19,600 crore) in the 
next three years. 

Sure, liberalisation has helped him. Yet, Agarwal 
who now has a London-based NRI status, feels that 
it is not possible to create a global company sitting 
out of Mumbai. That explains his 44, Hill Street, 
London address. EH 
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How private enterprise turned India into a services 


economy. BY VANDANA GOMBAR 


OU'VE GOT TO HAND IT TO AJAY LAVAKARE. 
He is smart. Not just because he's from irr 
Delhi or that he graduated from Stanford 
University in structural engineering. But 
because in 1991, when India's then finance 
minister Manmohan Singh was drawing up his blue- 
print to unshackle Indian enterprise, the young grad- 
uate was teaming up with two of his classmates, 
Hemant Shah and Premal Mehta, to set up a Gis (geo- 
graphic information systems, read: digital maps) and 
risk management company. *So what's unique about 
three Stanford graduates, living in the heart of Silicon 
Valley, turning entrepreneurs?" you ask. Well, this: 
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They weren't looking at the mecca of technology at all. 
Instead, their sights were set on, as it turned out, a base- 
ment office in a crowded west Delhi borough. 

On January 13, 1991, Lavakare and friends set 
up RMSI in joint venture with California-based Risk 
Management Software. The company boasts two di- 
rectors and two employees. Twelve years on, RMSI 
has grown into a Rs 58 crore company, with 700-odd 
employees, and customers including Motorola, Nokia, 
and Pepsi. In fact, five years ago, RMS (the US partner) 
was acquired by DMG Information, part of UK's Daily 
Mail and General Trust. Where does that leave the 36- 
year-old Lavakare? When BT went to press, in a cool 
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Road warriors: An army of young professionals, like these pizza delivery boys, keeps the services industry ticking 


and partly cloudy London, where he was taking a 
well-deserved break from work. By the way, he con- 
tinues to be the CEO of RMSI. 

Look around, and you will find hundreds of 
Lavakares (and some bigger than him like Sunil Mittal 
of Bharti Telecom, S. Ramadorai of the $1-billion Tata 
Consultancy Services, and Raman Roy of BPO major 
SpectraMind) who’ve helped change the face of Indian 
economy from predominantly agrarian in the 80s to the 
world’s services provider in just about anything. 
Software, back office operations, contract research, 
engineering design, medical consultancy, entertain- 
ment software, financial services, equity research, even 


publishing. In fact, as industrial and agricultural growth 
yo-yoed through the 90s, it was the services sector that 
kept the economy humming at or about 6 per cent 
growth a year, raising its share in the GDP from 
Rs 2,04,381 crore (40 per cent) to Rs 11,18,050 crore 
today—half the current GDP. 

In the process, the services sector has added an esti- 
mated five million jobs every year, offering not just 
employment but prosperity to segments of population 
that for decades lived on the economic fringes. Today, 
an estimated 45 million people are employed in the org- 
anised services sector, including retail chains, fast 
foods, travel and hospitality, banks, insurance firms, 


pharma majors. Booming telecom and insurance markets. Services is it. 
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The new breed of insurers, such as Tony Singh (front middle) of Max New York Life, 
has not just energised the industry but spawned lucrative jobs 


healthcare, telecom, and transportation. Their purcha- 
sing power? An estimated Rs 450,000 crore (assu- 
ming an annual average income of Rs 100,000), of 
which Rs 100,000 crore is in the hands of a young 
workforce between the age of 20 and 30 (See India's 
33-million Strong Services Explosion, BT, April 27, 
2003). Then, of course, there are lakhs of others emp- 
loyed in services as humble as hair cutting, car repair, 
laundry and running telephone booths, who undoub- 
tedly are adding to economic growth. 


Waiting To Serve 

What's driving the services boom? In a word, compe- 
tition. By opening up its industries in 1991 to private 
companies from the country and elsewhere, India 
paved the way for thousands of people to seek a living 
outside the traditional confines of industry and agri- 
culture. For example, when the rr boom started in the 
early nineties, there were less than 10,000 people 
employed in it. Today, Nasscom estimates that a 
whopping 650,000 call rr their profession. 
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Similarly, the coming of telecom and insurance com- 
panies, the rise of financial services firms, the spurt in 
healthcare and the dawn of direct marketing opened 
up opportunities that were either not available or 
available only to a handful. Says Sanjay Jain, Country 
Manager, Accenture (India): *For most of India's 
free decades, services lagged behind the rest of the 
economy, but the 90s changed that." 

However, if the growth in services has been faster 
than what it ought to have been, it's because of India's 
vast pool of cheap, skilled and English-speaking work- 
force. Every year, about 1.5 million graduates are 
freshly minted at colleges and technical institutes 
across the country, ready to join the workforce. But 
thanks to liberalisation, not all of them need to depend 
on domestic growth. Advances in IT and telecommu- 
nications allow them to serve customers based any- 
where in the world. A case in point: Hyderabad-based 
Vimta Labs, which started off in 1984 testing water, 
food and drugs, now focuses on contract clinical res- 
earch for drug majors such as Cipla, Ranbaxy, Dr. 
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Reddy's and US-based Ivax. 

Today, everybody acknowledges 
the fact that services is the way to 
go. Even large conglomerates. 
Consider the Tata Group. As rec- 
ently as the early-90s, the group 
earned 90 per cent of its revenues 
from manufacturing activities. 
Today, businesses such as informa- 
tion technology, hospitality, and | 
telecom fetch 40 of the revenues. In a few more years, 
that may also be true of Reliance Industries, the biggest 
business group in the country. Currently, its revenues 
come primarily from petrochemicals, but in the future 
telecom (besides life sciences, education, and retail) 
could account for a significant part of its income. 

The bigger beneficiaries of the growing services pie 
will be existing players. Apollo Hospitals, for exam- 
ple, hopes to more than double its revenues over 
the next three years to Rs 1,000 crore. According to 
Suneeta Reddy, Director (Operations), Apollo, some 
of the key trends that are likely to create new demand 
for health services relate to a growing awareness 
about health, an ageing population and a growing 
number of lifestyle-related disorders. 

As Reliance Chairman Mukesh Ambani says in 
his exclusive column elsewhere in the issue, “India 
has a once-in-a-lifetime opportunity to usher in a tal- 
ent-driven economic revolution by developing pro- 
fessional resources". And it seems the message already 
has been driven home. According to a Global Entrepre- 
neurship Monitor report, India is the second-most 


With 15 lakh graduates coming out of 
Indian colleges and institutes every year, 
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Hyderabad-based Vimta Labs raked in Rs 20 
crore last year doing contract research for 
pharma companies like US-based lvax 


enterprising nation from among 37 (Thailand tops 
the chart). And it should not be entirely surprising if it 
emerges that most of the entrepreneurial activity is in 
services. After all, in a country where capital has tra- 
ditionally been expensive, manufacturing weighed 
down by licensing, and agriculture stunted by frag- 
mented holdings and a poor supply chain, services 
has offered a relatively cheap and painless means to get 
into business. That led to a unique situation where the 
services boom preceded that of manufacturing. 

But the moot question now is, Can India not just 
sustain but accelerate its services growth? Various 
projections seem to say yes. Nasscom estimates IT and 
rr-enabled services to rake in $54 billion, or Rs 230,000 
crore, by 2008. The opportunities in biotech research 
alone could be as big as $4 billion (Rs 18,400 crore)in 
another seven years. Says Arvind Virmani, Director, 
ICRIER: *We've just cracked the IT part of it. If done 
right, the services sector can add one percentage point 
to the annual GDP growth rate by 2010.” 

The if, though, is a big one. India needs to keep its 
manpower resource pipeline flowing. It must focus on 
higher education so that service providers can get 
into more valuable areas. It must continue to open up 
more areas to foreign competition (retail, for example, 
is still out of bounds to foreign investors). And most 
of all, it must not encourage services at the cost of 
manufacturing or agriculture, simply because the 
biggest market for services is actually the billion-plus 
people of India. Says Mukesh Bhutani, Partner, Ernst 
& Young: *There has to be a balance between man- 
ufacturing and services." But most of all, India must let 
entrepreneurs be. That's what brought a Stanford 
graduate back from Silicon Valley to a dusty Delhi 
neighbourhood 12 years ago . And that's what, in the 
future, will spawn a thousand Lavakares. 

WITH INPUTS FROM E. KUMAR SHARMA 
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Jews, w 
ago, did not face any persecution. Every hue of 
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NDIA EVOKES IN ME PRIDE AND PASSION——PRIDE 
 inits people and passion for its potential. My 
sense of pride flows from the continuity of the 

Indian civilisation. And I am excited at the 
. fascinating prospects that await us as we 
move further into the twenty-first century. 

Tam proud of India because it is an eloquent 
canbel of unity in diversity. It is an enchanting mu- 
sic enriched with many melodious tunes. Histori- 
cally, India has absorbed influences from all over 





the world and recast them in a uniquely Indian 


mould. Virtually every strain of cultural and reli- 


gious belief co-exists in its embrace. Zoroastrians 
were warmly welcomed in South Gujarat and pros- - 
“pered to become one of India's most progressive 


communities. Cochini, Baghdadi and Bene Israeli 
who came calling over two thousand years 


Islam and Christianity carved a niche in India. 1 am 


: particularly proud that India is home to three ma- 
jor religions—Hinduism, Buddhism and Jainism. 
Over the millennia, each has sent out the message 

- of tolerance, compassion and non-violence. At the 
root of all this is India’s concept of an eternal sys- 
tem of values, ethics and duties, Sanatana Dharma, 

which. nurtures the freedom of every individual 

A Pa pursue the faith of his or her choice. | 

«so. The concept of Vasudaiva Kutumbakam, or 

aj ‘the universe as one family, is deeply ingrained in our 


ethos. People of this land, therefore, have a 
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- highways as fast-moving : au 


‘The challenge lies in making democracy 
| serve the cause of unit y 
progress. People, not populism, must rule 


universal outlook. G thes centuries, they have set 
foot on shores afar—as teachers, sages, traders, 
plantation workers, professionals and in recent 


~ times, as intellectuals, and information technol- 


ogy practitioners. Never as invaders. "Today, living 
in distant lands, over twenty million overseas 
Indians epitomise the spirit of Indian. enterprise and 
creativity. That augurs well for an Indian resur 
in the global arena in the not-so-distant f 





Indians are peace-loving. We tend to aad ae 
conflict and wars if possible and recourse to them = 
only if there is no alternative. It is, therefore, not = — 


at al surprising that millions rallied to Mahatma 
Gandhi’s call for non-violence. 

Indians often respond from the heart. An out- 
pouring of affection for Baby Noor, the Pakistani 
toddler who underwent heart surgery in Bangalore _ 


recently, has done what decades of elma, i 


with Pakistan could not. 

Indians are connoisseurs. They have grown to 
appreciate a choice of culinary delights, melody of 
many musical schools, diversity of dance forms, 
assortment of art styles and a melange of movies. In 
recent times, this good taste has extended to travel, 
wine, fashion and the art of good living. 

India is a study in contradiction. Tradition is 
steeped in modernity; several centuries co-exist; bul- - 
lock carts meander along. leisurely on the same — 
t mobiles. It has three 
domestic airlines but men vand w women often trek on 










y as well as 








foot to reach their sacred destinations. 

India's billion-plus people, especially the young 
among them, are an inexhaustible source of en- 
ergy and dynamism. People make India and people 
will propel it into the future. 


Priorities: My Concerns 

I am, however, acutely conscious that Indians have to 
cross innumerable obstacles to realise their destiny. 
These hurdles are a legacy of a colonial past and a feu- 
dal hangover. Enterprising individuals have to learn to 
find their way through the labyrinth of antiquated struc- 
tures. They have to deal with the haves who wear the 
mask of have-nots and deprive the latter of a future. 
For example, in the name of workers' interests, the 
eight per cent of India's workforce that is organised is 
blocking the future of the ninety-two per cent that are 
unorganised and voiceless. 

I am proud of India's democratic structure. The 
challenge lies in making democracy serve the cause of 
unity as well as progress. People, not populism, must 
rule. I would like India to be impatient about the 
rate of growth and sweep away all that stands in the 
way of a great leap forward. I am not content with 
merely analysing the present. Our task is to shape the 





BHASKAR PAUI 


future. I would like every Indian to focus on it, indi- 
vidually and collectively. 

In India, individual brilliance outshines collective 
teamwork. From science to medicine to sports, we wit- 
ness the contradiction of individual excellence along- 
side collective mediocrity. 

We all have our identities, ideologies, interests, 
and ambitions. In my view, India's interests and ambi- 
tions should be our own too. Like flowers of various 
colours, our identities should add to beauty of the 
bouquet. Our differences should stimulate creative 
competitiveness and not generate destructive distraction. 

As we endeavour to make India an economic 
superpower, the Indian psyche needs to be tuned to 
work in a collaborative framework. We need to 
nurture productive partnerships. This is an essen- 
tial prerequisite of a networked society. From out- 
sourcing and strategic alliances in the world of 
business to fighting communicable diseases and 
global terrorism, partnerships will be a way of life 
in a globally networked society. 

We should endeavour to enhance the dignity of 
every Indian, by making them stand on their own 
feet. Subsidies make the economy inefficient, impact 
people's efforts at self-reliance negatively, and, in the 
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ultimate analysis, undermine their dignity. 

The Indian mindset must refuse to think in a linear 
manner and discard conventional reference points. It 
should resist the temptation of taking refuge in prece- 
dents. The Indian intellect must break free from an 
evolutionary mindset and conceptualise initiatives in 
wall spheres i ina revolutionary manner. 


Potential: My Passion 

I am proud of our glorious past. But this should 
not eclipse the drive to build a glorious future. The 
challenge our generation faces is to tap opportu- 
nities of the present and secure India’s future in the 
global economic order. 

Today, India is presented with significant new 
opportunities for advancement. To exploit these opp- 
ortunities we have to focus on economic imperatives, 
nation building initiatives, and collective endeavours. 

-These initiatives will derive their strength from 
India's potential. They will be fuelled by a passion to 
see India at the pinnacle of the global order. What do 
we do to reach. there? Our potential shows the path. 


And our youth will provide the energy to get there. 

In agriculture, India has the potential to become the 
granary of the world. For this, food production must 
increase twenty-fold and productivity, thirteen times. 
Indian agriculture must diversify its crop mix and adopt 
modern farming, biotechnology and food processing. 

In manufacturing, India must make up for missing 
the industrial revolution. This can be done by initially 
using our labour and natural resource advantage and 
later, by migrating to value added products. 

In information technology, India must graduate 
from a software major to a powerhouse in infor- 
mation and communications. This can be done by 
focusing on an overarching information and com- 
munications infrastructure, developing applications 
in every conceivable sphere and creating a dominant 
domestic market. 

.. ]n healthcare, India must see itself as a leading 
_ healthcare provider to the world. 

In energy, India must transform from an energy- 
deficient country to an energy-surplus one. This is 
possible because India, has largely underexplored 
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her education: pertica 


oil and gas reserves, can concentrate . on 1 intensive 
oil and gas exploration and foster. regional coopera- 
tion for generating large ane of low-cost hy 'dro- 

















electric power. n 
India has the unique ‘Opps 
the global requirement, for 


tunity to aber ina alendi 
by developing professional: 


fold, from five million. to tus : s ulli ie : 
nals. This would i require significant investments i 
tion: an increase. from. thr 













It is time ti al 


investments if its. inii of global economic 
leadership have to fructify. It can easily attract 


$30 billion each year by creating a supportive pol- " iiy 
icy regime that is devoid of red tape and excessive 


controls on investment and operation. and which en- 
courages foreign ownership across ll sectors. To 
fully harness the high rate of domestic household 
savings, India has to comple ely de-licence the fi- 
nancial sector, improve the q 
bring down the cost of financial intermediation. — . 

These initiatives can enable India realise its double- P 
digit growth potential. : 














India has every opportunity to emerge a sig 


nificant economic power. We have many of the ba- ~ 
sic requisites—physical resources, human talent, a 
large domestic i mareen a a reas | ably strong i indus- , 
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AIT A MINUTE. ARE 
we seriously disc- 
ussing this? When 
was the last time 
you, the citizen, 
got a cheque in the mail with divi- 
dends from the wonderful oil refi- 
ning business your government runs 
on your and another billion peo- 
ple's behalf? Of course you didn't. 
The profits went to the state's cof- 
fers. Which are in pretty bad shape 
anyway (seen the deficit lately?). 
This is partly because dozens of 
other wonderful businesses being 
run on your behalf are losing 
money faster than the refineries 
can make (we bear a net cost of Rs 
19,000 crore every year on these). 
And partly because the government 
is, well, occupied. With governance, 
for instance, which is its job. And 
election posters, needed to stay in 
the job. And other odd issues, the 
citizen enrichment potential of 
which is indeterminate at best. 
< So why complain? Because the 
longer the government—as a 
generic institution—strays from its 
area of competence, the less effi- 
cient the economy will be. 
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The Never-ending Debate 

Admittedly, the issue is far from 
settled. Of all measures associated 
with the reforms process since 
1991, disinvestment remains the 
most contentious. The bad news 


is that the debate has almost turned 


into a Washington Consensus versus 
Mahalanobis boxing match carica- 
ture. The former in the blue cor- 
ner, for unabashed laissez faire, and 
the latter in the red corner, for 
Socialist planning. 


Emotionally, it's easy to see who 


Indians would cheer for. And the 
rationalisation for that choice has 
been on the tips of Indian tongues 
for decades. Only state-organised 


production, goes the argument, can 
address the needs of the poor. Capi- 
talists are too greedy. And if the state - 


Now, eve 


they consistentl 


through stai 


created. And what value are the 


PSUS creati 


Apart fois Maru Ddydss ü 
which was sa wi | s more. a Japanese — 


needs to twist rules in its favour Afi fer all ll, ,i 


for the sake of its angelic goals, so 
be it. It's the people who count. 
So let the state run the railways, 
ports, airlines, hotels, telecoms, ir- 
rigation works, banking, finance, 
insurance, foreign trade, commer- 
cial energy, heavy machinery, steel, 


non-ferrous metals, chemicals, phar- | 
maceuticals and condom plants, 





ently fail to see the per E 
versity of trying to. achieve this — — 


dated measures. 1 | 
ie knows that em- -. 
i ployment ; bappens when value gets 


Competenc 





= 


Disinvestment’s real hero: Disinvestment Minister Arun Shourie’s efforts 
have made all the difference in keeping reforms from losing momentum 


that remain plainly unfulfilled. And 
if that can be justified, so can a 
whole framework of laws, proce- 
dures and red tape to keep the sec- 
tor on life-support. Never mind 
that these “not only corrupted ind- 
ustry and business and other orga- 
nised interest groups, but also led to 
large-scale tax evasion", in the words 
of Arvind Virmani, CEO, Indian 
Council for Research on International 
Economic Relations (ICRIER). 

Thankfully, the obvious failures of 
the PSUs have convinced the country 
that the sector is one big mess. But 
when it comes to what must be done, 
it’s mostly mumble, mumble, mum- 
ble. This lack of clarity is sad. 

It would be nice to get away 
with a minor rehaul of the PSUs. 
But the very premise on which they 
were founded has been exposed as 
too flawed to ever come good. 

State intervention has shown it- 
self to be too arbitrary, too slow, too 
opaque, too ill-informed, and of- 
ten too damned corrupt to make 
all the livewire decisions needed to 
ensure that the best application is 
made of scarce resources. 

Empirical studies show that the 
market mechanism, which processes 
enormous amounts of anonymous 
data, works a whole lot better—and 
that means allowing competition 
amongst profit-maximising firms, 


The HPCL-BPCL saga. Slowly, the government gets oi 
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top-notch efficiency can 


| "market forces. 





without a big fat govern- 
ment looking over their 
. shoulders every second 

. -of the day. It follows that 


no industry that seeks 


-afford the presence of an 
outsized PSU that can dis- 
- tort the free operation of 


What. the Api 


sell its V assets off 
Not just because they. 
burden the state excheq- - 
uer for the sake of 2 mil- 
lion unproductive em- 
ployees turning out awful 
products and services. 
But because that's the 
only way Indian indus- | 
try will truly ever be 
free—to excel. | 


Thorns And Thistles 

The case for disinvest- 
ment is not the thorny 
issue, say some. Imple- 
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Strategic Sale Of Public Sector Enterprises 
Date Equity Sold Face Value Realisation been taken off the block. 

ín % (in Rs crore) (in Rs crore) What s going "wrong? 

74 9.63 105 One problem, perhaps, 

| | oS that the cee 25 

26 3.38 44 i used i T 

lk uw oe ved. yoreromeat The 

51 112.53 8265 — programme s objective is 
| — “to release the large 

X o1HB 152 amount of public re resour- 







p ) ment i in areas shat E 







social priority list such 
as basic health, family 
cue welfare, primary edu- 
182 ^ cation and social infra- 
aro Stfucture” in the words 
445 x9 a senior official of the 

\ try of. Disinvest- 









fu 1998, : | Hi sinc is 


~ (Rs 13,200 crore in pro- 


mentation is. In fact, it 2001-02 . 100 211. 444, 19 2 ceeds is. expected this 
was the interim Budget . 9 year). But it also makes 
of 1991-92—the famous Total 900.17 | 11,260. 2 * the programme vulner- 

E E ipee TR ubject to court order UR | 
one—that first outlined **Including dividend and dividend tax/withdrawal of surplus cash prior to disinvestment A able. to accusations of | | 
the country's disinvest- M jeu o. M E E are ae i selling : assets to make up gaoi 
HA Vei an Jute Machinery Company nstrumentation Control Valves Limi : rd 
ment agenda. It was a ppg, Paradeep Phosphates Limited Source: Ministry of Disinvestment > for “operating expense E 
bold move. But the ~ shortf ills. Moreover, act- 


progress has been at a 
pace that would do only a psu man- 
agement committee proud. 

Some 16 companies have been 
sold to “strategic investors” and 
some 40 companies have been sold 
-tothe public by way of POs (Maruti 


. . being the most recent example). 


q But only Rs 32,000 crore worth of 
| privatisation has been achieved since 





1991..The past year or so has been 


particularly painful for the process, 


with the. two state airline knocked 


off the schedule and the two oil 
units, HPCL and BPCL, stymied by 
government groups claiming them to 
be “strategic nature" industries. If 
that's not frustrating enough, 
National Aluminium Company 


Nhat the government needs to do if 





is clear: sell its business- assets off e 
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E ivists have been rousing 


opposition: to the | programme by 
asking a simple question: if public 
assets are being sold to private buy- 
r$, why are you the citizen getting 
nothing. of the d Also, a aren't - 















UNIVERSITY 











HIGHLIGHTS 


 |& Distance Learning Programs 

. |& Duration : Two years for each Program 

| @. Eligibility: Graduates (any discipline) 

|& MS (Finance) leads to CFA Charter from CCFA 


Gf MS (Banking) leads to CBM designation from IBMR @ Examinations 4 times a year at 52 Test Centers | 


Visit us at: WWW. icfai.org/icpe for Prospectus and Online Registration 









(Distance Learning) 


@& MS (Insurance) leads to C-RIM designation from ICRIM | 
@ MS (Accounting) leads to CPA designation from SCPA — | 
Gf Quality Courseware 

@% Training Classes all over India 





Details & Prospectus, please contact ICFAI University Study Centers at (Ph. Nos. given below) 








have — added to insulate ə privatisation yes pie 


These questions are not easy 
to answer, but are easier to ad- 
dress in the larger context of the 
economy's efficiency. India's prob- 
lem, at its core, is over-concen- 
tration of economic power. 

But that throws up fresh ques- 
tions about the programme's im- 
pact. As Rajiv Memani, Director, 
Ernst & Young, puts it, PSU acquir- 
ers are looking largely to consoli- 
date capacities. Reliance, for exa- 
mple, has bought the government's 
petrochem unit IPCL, and 
ended up with dominance 


in poly-fibre intermedi- THE SELL-OFF LIST 
ates, So while Pc. will  ———————77——— 
certainly be run by top- o p e 
grade managers, whether B B B 


it will be subject to the 
discipline of competition 
is not so clear. Are we 
moving from public to 
private monopolies? 

But then, most PSUs 
have huge capacities, and 
the acquirers must be 
large to afford them in 
the first place. Over time, 
global competition should 
provide the discipline 
needed to keep the acq- 
uirer fit. Reliance, for exa- 
mple, is a global player. 
And its rival acquirers in 
the oil sector are indeed 
global players. Reliance 
is looking out for Hin- 
dustan Petroleum Corpo- 
ration Ltd (HPCL), but so 
are Chevron Texaco, BP 
Amoco and Kuwait sale 
Petroleum, among oth- 
ers. The important part, 
as Kaushik Dutta, Partner, 


NALCO 
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(strategic 


(IPO) 


5$ Realisation in Rs crore 


PriceWaterhouseCoopers, is that the 


economy will still be a net gainer. 


So far, the ER | 
Ministry's faith in the private sec- 





| Group’ s other acquisition; Videsh 


iar a Led eos doesn’t 





tor’s ability to turn psus around has d at ts DAR 


been rewarded. The Tata Group 


has done well with Computer 
Maintenance Corporation (CMC), - 
for example, and Zuari Maroc 
Phosphates has done well with. 
Paradeep Phosphates. Value is being 


unlocked under new management. 
On the other hand, the Tata 






" ei T MTNL | eee F 
| | 
o. | | 
NALCO HPCL Shi pping National. 
Corporation of 
India 


@ Osution in percentage 


Indian. i 
Cop 


Fertilisers : S atur: 


Source: Wiis f isin 


- Pappene wih die Mumbai 
Centaur Hotel after the acquirer 
-Batra Hospitality group resold it 

_ within months to the Sahara Group 


for Rs 115 crore, making itself Rs 
32 crore in the bargain. To ensure 
that this kind of embarrassment 
doesn’t re-occur, the government 
has come up with a series 

of ne w clauses. that res- 

. trict reselling without state 
E. ap oval and deter asset - 
stripping. : d 


| ! | Odds Going Off 

























| - are back on the block, a 
|... legal wrangle has slowed 
proceedings yet again. All 
. Said, this year’s annual 

. disinvestment target—as 













oe wil : an be met. Last year, 


s a veto—even 
a falls below 


‘hile the oil companies in 


E. has been the tradition— | 
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symmetry in having 56 year olds write 


dependent India's 56th year of exis- 
B tence. Anyone born in 1947 would have 
7 spent their first 44 years in a socialist economy and 





economy. There’s no question that the life of the typ- 
ical 56 year old has changed in ways he or she 
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Midnight's Children 


HERE'S MORE THAN MERE MATHEMATICAL 
about how their lives have changed in in- 
eralisation.- There’ s the farmer whe believes 


"e -the next 12, arguably, the best years of their lives, in : 
a country moving towards becoming a free market 





10 ordinary 56-year olds who have seen it all speak of how Rot 
their lives have changed in the past 12 years. | 


couldn' t have visualised i in ‘the late: 1980s. There’ s the 


banker who was so taken in by the power of com- .. 


puting that she opted for t voluntary e retiremen andis is iE hd 











could be better. And there' s the a lovin 


Swathanthra Krishnan | 56. 


Retiree and instructor-in-training, Ahmedabad 


» 


RISHNAN OWES HER NAME TO THE FACT THAT SHE WAS BORN ON AUGUST 15, 

1947. And she owes her current vocation—she is on her way to 
becoming a trained software programmer and instructor—to another 
Independence Day, this one in 1991 when India started its tentative 
march towards becoming a free market economy. For 29 years of her life, 
between 1972 and 2001, Krishnan worked in a bank; she opted for vol- 
untary retirement in 2001, when she was the assistant manager of the Breach 
Candy, Mumbai branch of Indian Overseas Bank. “I had not thought of 
a life after the bank before 1990, but then, things changed,” says Krishnan. 
Computerisation blew her mind and she dectded that “I had to be part of 
the world of computers". A decade later (“You cannot decide to retire 
overnight”), Krishnan toeksadvantage ofa, Voluntary Retirement Scheme 
launched by her bank and quit. Thencameé-a basic course in computing from 
C-DAC, a programming onefrom NUT, and-a diploma in computer science 
from the Indira Gandhi National Open University. Now based in 
Ahmedabad: her aim i$ to. “teach post-graduate students eventually", 





\ 56 


Farmer, Mandya, Karnataka 


ARMERS DON’T HAVE WEEKENDS. ON THIS SUNDAY 
F in early August, Gowda is busy de-weeding his 
five acres of land. Still, he isn't complaining. The 
past 12 years have brought him his share of 
good: a reinforced concrete roof over his head, 
electricity, a Bajaj scooter (bought second hand), 
and a black and white television set. A co-oper- 
ative buys the milk produced by the three cows 
Gowda owns; he operates an account at the 
local credit co-operative; and a land records 
computerisation drive has made it possible for 
him to obtain records at a near-by kiosk. “All this 
has made life easier," admits Gowda. Rising 
prices and the quality of power supply offset 
these to some extent says the farmer who be- 
lieves events of the past decade have made peo- 
ple “more money-minded”. “Today, no one 
serves milk because the co-operative buys it at Rs 
9 a litre and they’d rather sell it.” Gowda is 
happy his grandchildren go to school where 
they learn English and how to use the com- 
puter. “I hope they make a life in the city.” 
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Government Employee, New Delhi 


ADHAKRISHNAN REMEMBERS GROWING UP IN DELHI IN THE 1950S AND 1960s. 

She was the third child in a brood of seven, and like most families of 
the time, hers believed in austerity. “We weren't rich, but then, we didn't 
want much either," says Radhakrishnan. Hers was the radio generation that 
grew up listening to Ramanathan Krishnan's semi-final loss to Rod Laver 
in Wimbledon '61 and M.S. Subbulakshmi's performance at the UN Gene- 
ral Assembly in 1966. The generation has taken to the new India like a fish 
to water. “I watch every Tamil soap on television,” says Radhakrishnan, an of- 
ficer at New Delhi Press Information Bureau. And everything—a car, tele- 
phone, refrigerator—has “become a necessity”. The 1971 batch Central 
Information Services officer likes the way things have turned out. It’s 
less expensive to call her sister in the US now. And while her daughters did- 
n’t take up medicine or accounting like she wanted them to, they are do- 
ing well in their chosen profession, journalism. After retirement, 
Radhakrishnan plans to venture out on her own, maybe “corporate me- 
dia relations”, or “running a nursery school”. 


56 


Senior Executive, Mumbai 
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SHAMIK BANERJEE 


56 


Homemaker, Kolkata 





VER THE PAST DECADE, CHATTERJEE 

has succumbed to the creature 
comforts promised by a clutch of 
household- and kitchen-appliances. 
“They really do away with the drudg- 
ery of housework and I am no longer 
at the mercy of the maid,” she says, 
listing soaps-on-satellite-channels, 
ATMs, falling telephone tariffs, and, of 
course, appliances as the best part of 
the past 12 years. Expenses “that have 
increased 100 per cent over 10 years”, 
and the fact that theirs is no longer 
the close-knit community it used to 
be takes away some of that. The Chat- 
terjees spend most of their time in 
their modest two-storey house in 
South Kolkata, surrounded by sepia- 
tinted photographs of the past. 





A: HIS AGE, AND IN HIS POSITION, EXECUTIVE DIRECTOR, IDBI, IYER 
should be in cruise-mode. Instead, says the man, he has to 
“keep reinventing” himself to do well in a knowledge-intensive 
job, something that’s as true for organisations as it is for indi- 
viduals. “Competition has ensured that just innovation won’t 
get you ahead,” says Iyer. “Today, you need to think out of the 
box.” He’s also working faster (and out of the office as well, 
courtesy a portable computer and a mobile phone). When he 
graduated from engineering school, Iyer thought he had arrived, 
an idea he confesses he doesn’t subscribe to anymore. “Today, 
a person with a basic qualification like an engineering degree 
finds himself under-qualified for a certain job and over-quali- 
fied for another,” says Iyer. The banker still retains some old- 
world notions, especially when it comes to the credit culture. 
And the fact that one is able to buy more material things 
now, he argues, is offset by the fact that most people have lit- 
tle time for the important (but non-material) things in life. 





Pride 


M. Sambasivam | 


Shop Floor worker, Chennai 


AVE THE PAST 12 YEARS CHANGED 

Sambasivam's life? Well, to the 
extent that they have changed the 
fortunes of the company he works 
for, Sundram Fasteners. A preferred 
global vendor to General Motors 
(its exports story began in the early 
1990s), the company is also renow- 
ned for its progressive labour policies, 
something Sambasivam, a packer at 
its Padi, Chennai factory can vouch 
for. Today, one of his daughters 
works for Airtel and is working tow- 
ards an MBA; the other is halfway 
through engineering school. The 
company offered both merit-based 
scholarships. Out of his savings, 
Sambasivam has also managed to 
buy a small piece of land on which 
he plans to build a house after he ret- 
ires. Not bad going for a man with 
no college education who earns just 
over Rs 10,000 a month. 
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Professor, NewDelhi 


UNE 1991, AND MAMKOOTTAM 
is at his parent's house in 
s ecd Kerala, when he 
. reads a newsy E 






munificence regarding foreign 
jaunts. Thanks to the past — ^ 
decade, it is now alright 
for the young to con- 

sider career. 





Rajam Rajaram | 56 


suspects such as Picks ac- | 
counting, and engineering. 
Mamkoottam's 20-year old son, 
for instance, has taken to art 
and design, a career in which, 
the professor admits *would 






have been considered 
- ridiculous even in 
the late 1980s". 
Poor quality and 
corruption are is- 
sues that worry 
Mamkootam i 
but he is hope- 
ful. “We shall 
7 overcome," 
j he says. 


VHH JN NVAIA 





Social Worker, Chennai 


| ss REFORMS PROGRAMME HASN'T 
just meant economic benefits for a 
cross-section of the populace. The past 
12 years have made individuals and 
corporates more socially aware. Increa- 
singly, representatives from both consti- 
tuencies are involved in activities that 
seek to make the world a better place 
for everyone. In 1990, Rajam Rajaram, 
then a 43-year old widow at a loose end 
and possessed of an abiding interest in 
social work joined Exnora International, 
an organisation founded by a former ban- 
ker, M.B. Nirmal, who quit his job to, 
literally, clean up the city. While most 
people have spent the past 12 years fur- 


thering their careers and enriching their _ 


coffers, Rajaram has plodded on, spread- 2 
ing the message of cleanliness, spearhea- 
ding civic projects, some funded by £ 
corporates, or just planting trees. “There Z 
is so much to be done,” she says. 
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Pride 


VB. Shanker | 56 





Entrepreneur, Hyderabad 


ALADI BALASUBRAMANIAM 

Shanker may smile now, but 
there was a time in the late 1990s 
when his future looked grim. In 
1970, Shanker founded Athreya 
Engineering, a carbide-tipped tools 
manufacturer. His business model 
was sound: carbide tools are requi- 
red for a clutch of machining oper- 
ations; public sector companies pre- 
sented a huge market opportunity; 
and Hyderabad, where the likes of 
BHEL, HMT, Praga, BDL, and Allwyn 
had factories was the place to be. 
Liberalisation changed all that: 
several public sector companies 
faced the brunt of the reforms 
process, some of them shut down 
lines, even entire plants, and 
Athreya's revenues dipped to a 
mere Rs 15 lakh in 2000, from 








around Rs 45 lakh in. 1998. 
Today, courtesy its focus on part- 
nerships and customers, the com- 
pany's revenues are a healthy Rs 
30 lakh and Shanker, as President 
of the Federation of Andhra 
Pradesh Small Industries 
Association is helping small enter- 
prises become competitive enough 
to benefit from the global sourcing 
agendas of multinationals in the 
automotive, defense, and aero- 
space sectors (an agenda about 


Banker, Mumbai 


B.N. Rattan | 56 — 


which he is passionate), a task he 
believes he is cut out for. The die- 
hard entrepreneur is also work- 
ing out the details of a compo- 
nent manufacturing joint venture 
targeted at some of these sectors. 
The investment? A respectable Rs 
20 crore. “I have learnt that it is 
important for us to produce for the 
mass market and pooling our re- 
sources is one way forward,” says 
Shanker. Important lesson that, 
and he learnt it post 1991. 





NG MONTH, WHEN SHAKSHI SHARMA JOINS A BANK IN MUMBAI, 
she would be following a hoary family tradition. Her father 
B. N. Rattan is a banker and so was his father. Except there’s one 
big difference this time around. A management graduate, Shakshi 
has given public sector banking, where her father has made a ca- 
reer over the last 35 years, a wide berth. Is the dad feeling hurt? 
Maybe just a little, but in many ways it's also a symbolic coming- 
to-a-head of changes that Rattan himself has lived through the last 
10 years. *A private sector bank obviously provides a better 
service structure and more amenities than a public sector bank," 
says Rattan, who joined Allahabad Bank as a clerk rose to be its 
Deputy General Manager. But that's not how the native of 
Ludhiana always saw things. At one point in his career, Rattan— 
his original ambition was to be a lecturer until his father nixed 
it—was a union activist, shouting slogans and protesting against 
change. Then, private sector competition came and banking 
changed forever. *Earlier people used to literally worship 
bank managers, but now we worship the customer," admits 
Rattan. No doubt that's the first thing his daughter will be told 

when she joins the private bank next month. Ell 
COMPILED BY SHAILESH DOBHAL, MOINAK MITRA, ABIR PAL, 
SHILPA NAYAK, E. KUMAR SHARMA, NITYA VARADARAJAN, 
VENKATESHA BABU AND DIPAYAN BAISHYA 
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MBA Student. IIM Ahmedabad 


T "E 
AM ON A RIDE. A WHIRLWIND TOUR OF 
case materials, classrooms, projects, guest 
lectures, ramp parties, dorm outings, group 
meetings.... Having arrived is the sentiment in 
this famed custodian of Management Gyaan. 
Kad what a perfect time to have arrived! The Ind- 
ian biz world is today walking into the most int- 
eresting chapter of its life and hopefully the most ill- 
ustrious one—caveat, if it plays its cards right. 
The bricks around me are already reverberating 
with the excitement that each passing day brings 
with it. News of ‘phoren’ jobs making a beeline for 
our coasts, desis taking over and acquiring com- 
panies both brown and white, Indians waving say- 
onara to their not-so-coloured brethren as they 


climb up the hierarchies of the best organisations 
across the globe, cutting-edge research and tech- 





. nology labs mushrooming all over the landmass, and 


much-needed infrastructure projects seeing the 


light of the day. The rush gets even better when one 
hears the political establishment mouth business on 


foreign jaunts, when the top honcho of Politics 
Inc. puts his foot down in favour of reforms, and 
when the finance minister takes to task all those 
who fail to understand that success is spelt $ucce$$. 

To add to the good news, unlike the 90s, this 
time the invitation to the party is for all—the rupee 


— has finally gone secular. Indian capitalism has, for 
the very first time, espoused democracy in letter and 
© Spirit. Unlike the past when you had to be the 
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firms, Biele w fiori n MCG majors, 
media hothouses, and healthcare biggies are all 
what get talked and written about. Then, there 
are scores of Internet-caf mobile ven- 
dors, grocery shop owni 
turers, farmers, educationi 


who walk to the bank with 











down and as the harvest comes home so does 
hope of many more contended stomachs. 
For a management student this crucial junc- 


ture in our nation’s economic life affords several les- — 
sons. If one were to o keenl y observe the successful E 








these are companies th h 
competition to world-cla 
anisations settle for pw ning les 


systems and model of gm vtl and development in in l : 
the Indian context and that western knowledge 


and experience can only serve as benchmarks. The 
third common feature of all these s success stories is » 








that they have repo "ci cial 









manufac- —— 
d social workers — — 
smile on theirfaces— ^. 
beneficiaries of the owl ge in business con- ^. 
-sciousness all around. The | 


ty is finally trickling | 





ating value for all stakeholders, internal and external. 

Much of the cheer that has come our way is due to 
the close affinity of our value system with the needs of 
the modern marketplace. Thinking global and act- 
ing local is not new to us. Nor is the HR philosophy of 
people first. And the importance of the customer isn't 
unknown to us. It is only that the successful organi- 
sations have been able to react faster. 


The Icing On The Cake 


These firms owe much of their success to those rem- 
arkable men and women who have been able to adapt 
to the changing environment. There are so many of 
them, each an inspiration for a wannabe manager, 
that naming a few would be an injustice to the rest. 

The real icing on the cake is that much of what we 
see happening around affects millions of lives in ways 
all together unanticipated. An increasing number of 
firms believe the worship of mammon shouldn't come 
at the cost of their social responsibility. In the process, 
lives all around are getting transformed for the better. 

No less heartening is the fact that an increasing 
number of talented young men and women are ven- 
turing out to ensure that more and more people get onto 
the bus. NGOs and grass roots movements are mush- 
rooming all across the country doing brilliant work in the 
fields of education, health care, disaster management, 
poverty alleviation and employment. These complement 
urban entrepreneurial pursuits that seek to provide so- 
cio-economic stability, engineer vast reservoirs of em- 
ployable manpower resources, and create critical mar- 
ket for their goods and services. India Inc, by actively en- 
couraging and being party to such endeavors has further 
convinced skeptics that business is good for India. 

Of course all is not hunky dory. It never is. There 
are several shortcomings that we are attempting to con- 
quer. Infrastructure of every kind is sorely lacking in 
the country. This is one area where public institu- 
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tions have failed us. A beginning has been made by 
deregulating several sectors and further policy decisions 
facilitating private participation through easier fin- 
ancing terms and tax benefits would help provide 
the necessary impetus. This is one area where India Inc. 
can only wait for participatory opportunities to arise 
as much still depends on policy initiatives. 

Another issue is that Indian business has been a late 
adopter of technology. There is a wide gap to bridge as 
far as development of indigenous R&D capabilities is con- 
cerned. Our research-to-execution cycle also needs to 
be compressed further. Safeguarding know-how through 
appropriate patenting is also an eminent need. 

The importance of corporate governance is another 
area that can’t be overemphasised. The best companies 
have already taken to heart the mantra to perennial 
organisational vitality: You can never go wrong when 
you work in the interests of your stakeholders. Now, 
other companies.are jumping onto the bandwagon. 

We have learnt to run some of the most cost effi- 
cient and quality oriented brick and mortar businesses 
in the world. Our track record in the software services 
business is the envy of the West. The need of the hour 
is some sort of a nationwide knowledge management 
programme. We need to realise the strength of symbio- 
tic relationships and develop the same. 

We have been able to do so in several fields. 
Today, free movement of personnel across software 
firms ensures that best practices migrate along with 
them. Many brick and mortar businesses have chosen 
to pool R&D costs. Services firms are also often seen 
sharing resources for optimising efficacy. The challenge 
now is to expand the network of such relationships, 
bringing smaller businesses into the fold. 

Some developments that give us an inkling of 
things to come include public outbursts of industry 
leaders illustrating that business is not prepared to 
remain a dumb spectator to the political machinations. 
The earlier non-committal stand of trade bodies is now 
being replaced by a willingness to take on erring ad- 
ministrators and politicians. The other fascinating 
thing is the recent judicial activism creating level play- 
ing fields for people and organisations while enforcing 
much needed changes in technology and trade. These 
are signals that economic consciousness is beginning to 
affect every nook and corner of Indian life. 

As we move into a new year in the independent life 
of our nation, I can safely say that the recent past has 
given us much to be proud of but the future holds even 
many more promises. Bundled with these promises are 
challenges that we as a nation have to overcome. I am 
certain we are equipped to do so. Œ 
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c z | posterboys. 


And when the markets collapse, reports of those who lost their entire savings in the fall or of those 

; who ended up mired in debt are few and far between. But the impact of losses on the stock market 

oo ts felt by the entire economy; consumption drops in almost every sector, and a pall of gloom takes 
a NEE: 


n | With interest rates taking a nosedive, the stock market always seems to be the one area where: you | 
EA E ui protect your future by beating inflation. Yes, you can — if you are an expert. Are you one? | 


ach time the stock market indices go up, one hears innumerable stories. p, *the neighbour - P" 
who made a killing". When the stock market is on a bull run, tales. abound of investors. who — =o 
Ihave become rich overnight, and the pink papers and the business magazines discover new i 


: Ud. it possible to gain on the stock market while reducing risk considerably? One way of doing t this e 


— is handing over your savings to a trusted consultant. If you have the time, that is. The downside, - B 















though, is that this consultant might be wrong as well. After all, he, too, is human. 


A “The other way, a tried and tested model the world over, is to invest in mutual funds. The Asset 
a oe ‘Management companies of these mutual funds hire a battery of experts who collectively decide on. 
 -- the investment options. The very fact that there is a team of professionals with ee as 

| opposed to a single expert reduces the chances of a bad decision. 


i Mutual funds are not without risk; but with the strengthening of SEBI, the chances of. poor gover- 
 nance related risk is diminished to a large extent. These funds will attempt to give you returns that 
|». are ‘much higher than what you as an individual investor might have got. They invest it heavily in 
NC research, in the employment of analysts — something one cannot do as an individual. E 


Y with most investment options, there is always an element of risk. There are a nuinber of funds 2 


that you could choose from, carrying differing degrees of risk. Fortunately for the investor, this — 
Suida is well ee pd isa ‘Storehouse of information. All mutual fund ick elias will read- E 


 averseness of the consumer. 





Dt Ow est rates decline in line with global trends, mutual funds become an intelligent and attractive instru- 
| |. ment to park your savings. They are designed for those who cannot afford to lose their savings, and 
.. yet cannot afford yields as low as bank or other fixed deposits. If this fits your profile, join the mil- 
HR lions who have chosen Mutual Funds as a buffer for their future. 


a init are more than willing to sit with a potential investor to understand the risk-riendliness. or risk b: x 


thes stock markets turn more and more sophisticated with each passing day, and as indian i inter- cx 
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., invest in one share each — 
ofthe 50 stocks — ^ 


Taste all the 
flavours the 
for as little as 


Rs. 117° 












A mutual fund that trades 


S/UN/D'ER like a stock. 


UTI's 
Exchange 
Traded Fund 


Why Sunder? —————— e Highliquidity — — — — Features 

e Provides opportunity to own entire S&P © Provides arbitrage opportunities e Face value of each Sunder unit Rs. 100 
CNX Nifty Index consisting of well ^ e Free from fund manager's discretion in^ & Winimumlotsize- 1 unitof Sunder 
diversified 50 blue-chip securities in asset selection since passively UNS hae Nee 
one unit of Sunder by investing an managed Dividend distribution through 
amountas small as Rs. 117 — Ideal investment opportunity for — reinvestment/ECS 

e Investment in diversified portfolio © Long-terminvestment e Systematic Investment Plan available 
reduces risk e Short-term investment ey lower average Pon WO 

e Easy to enter (buy) and exit — e Fils, Institutions and Mutual Funds e Listed on NSE. Buying and selling like 
(redemption) throughout the trading ^ e Arbitrageurs any other share 





hours e Demattrading 

e Lower tracking error as compared to e Noentryorexitload 
Index Funds 

e Low annual expenses means Welcome to UTI Country. 
higher returns Isn't it time to move in? 


*Assuming closing Nifty Index is 1170 
www.utimf.com 


Please read the Offer Document for detailed 
Risk Factors and consult your financial advisor before investing. The new UTI. Ready for tomorrow. 








SUNDER is an acronym for S&P CNX Nifty UTI Notional DEpository Receipt. It is a basket of 50 blue-chip securities of S&P CNX Nifty bundled together in to a single product. 
INVESTMENT OBJECTIVE : Provide investment returns that, before expenses, closely correspond to the performance and yield of the basket of securities underlying the S & P CNX Nifty Index. 
REGISTERED OFFICE: UTI Tower, 'Gn' Block, Bandra-Kurla Complex, Bandra (East), Mumbai - 400051. STATUTORY DETAILS: UTI Mutual Fund has been set up as a Trust under the Indian 
Trust Act, 1882. SPONSORS: State Bank of India, Punjab National Bank, Bank of Baroda and Life Insurance Corporation of India. (Liability of sponsors limited to Rs. 10,000/-). 
TRUSTEE: UTI Trustee Co. (P) Ltd. (incorporated under the Companies Act, 1956). INVESTMENT MANAGER: UTI Asset Management Co. (P) Ltd. (incorporated under the Companies Act. 
1956). RISK FACTORS: All investments in mutual funds and securities are subject to market risks and the NAV of the funds may go up or down depending on the factors and forces affecting the 
securities markets. There can be no assurance that the Fund's objectives will be achieved. Past performance of the Sponsors/Mutual Fund/Scheme(s)/AMC is not necessarily indicative of future 
results. SUNDER UTI's Exchange Traded Fund is only the name of the Scheme of UTI Mutual Fund and does not in any manner indicate the quality of the Scheme, its future prospects or retums. 
There may be instances where no income distribution could be made. Realisation of all the assurances and promises made, if any, are subject to the laws of the land as they exist at any relevant 
point of time, The Scheme is subject to risks relating to Credit, Interest Rate, Liquidity, Securities Lending, Investment In Overseas Markets, Trading in Equity and Debt Derivatives (the specific 
risks could be Credit, Market, Illiquidity, Judgemental Error, Interest Rate Swaps and Forward Rate Agreements). 


pat rates tates o ics est uius Lih. akaa A ista caretes, edhe eT OC c pica nre e red 
UTI Financial Centres : Mumbai : JVPD : 26201995/2643, Borivali (W) : 28985081, Churchgate (Lotus Court) : 22822513, 22885976, Ghatkopar (W): 25162256/4799, Thane: 25400905, 


Vashi: 27893918, 27892249 Kolkata : 22214994, 24639811 Chennai : 25210347 New Delhi: 23731401/3 Ahmedabad : 6583043 Bangalore : 5595091 Hyderabad : 24611095. 
Any details can be obtained from these offices of UTI Mutual Fund. 


ee 



















mp. PACT 


3 u NDER - A New Ex CHANGE TRA DED F 


FROM UTI MUTUAL FUND 


FH TI! Mutual Fund the largest mutual fund of India launched 'SUNDER' (S&P CNX Nifty UTI Notional 
! DEpository Receipt) an Exchange Traded Fund on July 7, 2003. The objective of the fund is to provide 
CERES "investment returns that correspond to the performance and yield of the basket of securities underlying the 
S&P CNX Nifty Index. Generally a well-constructed market index (like S&P CNX Nifty) gives the flavour of all the 
sectors of the economy and is very diversified. This diversification ensures minimisation of risk. In case of Nifty 
— Index, this represents 59% of market capitalisation and the underlying stocks have 70% of any day's trading volume 
. ofthe NSE. 












‘SUNDER ' is a basket of 50 blue-chip securities in S&P CNX Nifty bundled together into a single product. SUNDER 
is managed like a mutual fund and traded like a stock. The minimum trading lot, in electronic (demat) form for SUN- | 
DER share is one unit with a face value of Rs 100. The valuation of each unit will be approximately 1/10th of the 
value of S&P CNX Nifty. Thus the minimum investment for a retail investor will be as low as Rs 113.94 (assuming 
closing Nifty Index is 1139.45*). SUNDER has all the benefits of Index Funds such as diversification, low cost, trans- 
parent portfolio and the flexibility of trading like a share. Besides, it also has lower tracking error, low annual expens- 
es with no entry/exit load, free from fund manager's discretion in asset selection since it is passively managed and | 
is ideal for Systematic Investment Plan as an investor can invest a small amount of hís choice at regular intervals. 
Thus SUNDER-UTI's Exchange Traded Fund is a fusion of open-end fund and a stock combining the benefits of 
both mutual fund and shares. 


In case of Indian market there are 3 funds (including recently launched 'SUNDER" and have 422.23 crore assets | 
under management (including Rs 390 crores of 'SUNDER’). But the way Index funds have become popular, it is 
sure that Exchange Traded Fund (ETFs) will also command a great fancy of the investing population. 


If we look at global scenario such funds are gaining currency in USA, UK & Japan. In US alone they have more 
than US $ 300 billion assets under management. These funds score over popular Index Funds because SUNDER 
is an ideal investment opportunity for investors with a long-term and short-term investment horizon; Fils, institutions, 
Mutual Funds and Arbitrageurs. 


SUNDER got a good response during initial offer period. The scheme mobilised around Rs 390 crores and is cur- 
rently listed on NSE. *As on 24.7.2003 








There are some things in life 


that TOW faster than your savings. 


Your expenses, for #mstance. 





LIC Mutual Fund 


With you, all the time 


CONCEPT 

















LICMF 
pA $ : | MONTHLY 
wp, Bore LICMF Lituid AT LOM E INCOME 
QUEE FUND CHILDREN'S FUND SON 
An open ended income fund An open ended gilt sci ane nets, An open ended Scheme for children An open ended Income Scheme An opat estes uswin Sohone 


LIC MF Offices: Ahmedabad: Tel. 9825442542 / 6631989, Bangalore: Tel. 9845172957 / 2210180, Chandigarh: Tel. 9814788315 / 646960, Chennai: Tel. 9840050770 / 28555883, 
Hyderabad: Tel. 9849297357 / 27895394, Indore: Tel. 9827039472 / 2520262, Jaipur: Tel. 9829058620 / 5112620, Kanpur: Tel. 9839034610 / 2312285, Kolkata: Tel. 9831054132 / 22126710, 
Lucknow: Tel. 9415087505 / 2240576, Mumbai: Tel. 9869008496 / 22885971, New Delhi: Tel. 9811179757 / 23359190, Patna: Tel. 9835212171 / 2207157, Raipur: Tel. 9893021975 / 2236780. 


Statutory Details: LIC Mutual Fund has been set up as a Trust under the Indian Trust Act 1882. Sponsor: Life Insurance Corporation of India. Trustee: LIC Mutual Fund Trustee Company Pvt. Ltd. 
Investment Manager: Jeevan Bima Sahayog Asset Management Co. Ltd. Risk Factors: Mutual Funds and Securities investments are subject to market risks and there is no assurance and no 
guarantee that the objectives of the Mutual Fund will be achieved. As with any investment in stocks and shares, the NAV of the units issued under the scheme can go up or down depending on 
the factors and forces affecting the capital markets. Past performance of the Sponsor/AMC/Mutual Fund does not indicate the future performance of the schemes of the Mutual Fund. 
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Jobs Today 













lien isa progressive Private Sector Bank with a 
f over 100 branches in India. The Bank has 
embarked on a major expansion’ plan 
luding technology up-gradation, which will see its 
tion network grow substantially over the next 
V years, thus enabling it to widen its reach and 
en servicing capabilities and to emerge as an 
rt. Mayer in the market. 


o ir client is now in the process of putting together a 
team of self driven and highly motivated banking 

ionals with a proven track record, for some of 
ey Job-positions, and is looking for the 


















à ee position reporting to the CEO, ind aake 
f pet Bank' s Pang busi siness Ince nae finance. 










r ies tor the Cea and Institutional Banking business of 
the Bank and ponds En and A to the regional 









x The ‘deal andide shauid have at least 15 5 years i exposure to 
corporate lending of which the last 5 years should have been in 
‘senior positions at country/regional level as.a profit centre head. 
epth knowledge of the market/regulatory requirements, and 
lending practices is a pre-requisite as well as strong 
arketing skills. 


Qualifi cations: Postgraduate in Finance/Economics/Marketing or 
CA(CAIIB desirable) 


Age: 40to 45 years 















~ || Regional Head - Corporate and Institutional Banking 
|| (Ref: BT/RH-C & 1B) (Location: New Delhi) 


iJ F This posten. pons to the Head-Corporate and Institutional 






















a The je eal candidate should haves at least 8 to 10 years exposure to 
| the Corporate banking function of which the last 3 years-should 
have been in senior positions at country/regional level as a profit 
entre | head. in-depth knowledge of the market/regulatory 
remens, and sound s practices is a pre-requisite as 


Head- Retail Banking 
(Ref: BT/H-RB) (Location: New Delhi) 


 Thisisan all-India position reporting to the CEO, and responsible 
| for drivingthe Retail Banking business of the Bank. 


The incumbent will be responsible for formulating the business 
. strategies for the Retail business of the Bank and providing 
= leadership and support to the regional heads in driving the retail 
- business against agreed targets. 


The ideal candidate should have at least 15 years exposure to the 
Retail function, of which the last 5 years should have been in 
-senior positions at country/regional level as a profit centre head. 
epth knowledge of the market/retail banking 
cts/delivery ' channels and customer relationship 
agement is a pre-requisite as well as strong marketing skills. 





A (C “AUB desirable) 


BANKING PROFESSIONALS 


ications: Past Graduate in Finance/Economic s/Marketing | 





Head - Credit 
(Ref: BT/H-C) (Location: South India) | 
This. is an all-India position reporting to the CEO, and responsible 1| 
for the sanctioning of credit facilities and the overall quality of 
credit. 

The incumbent will be- responsible for formula 
E the Bank's. ER pens les, Koss 































the regions. tir E 
regulatory dci in ‘rela ation to nes sanction! ing. of credit 
facilities. 


The ideal candidate should’ have exposure to the corporate 
lending function for at least 15 5 years, of which the last 5 years 
enu have been in senior positions at the credit sanctic ning. 
level. In-depth knowledge of the markets; lindustries/c E 
management/regulatory requirements and sound lending. 
practices isa pre-requisite. 





Qualifications: Post graduate in Finance/Economics or CA (CAIB 
desirable) 


Age: 40 to 50 years 


Head - Marketing and Product Development - i 
(Ref: BT/H-M & PD) JA (Location: New Delhi) — 


This is an alleindia job-position reporting to the Head-Retall H 
Banking. BE 


The incumbent will. be i sonable for formulating the marketing. 
plan for the retail banking business of the bank, development and. 
promotion of retail products, market research and the. 
implementation of the Bank's graphic standards. He/she will also 

provide marketing support to-other business segments based on 
needs communicated by segment heads. 

The ideal candidate should have exposure to the marketing 
function for at least 8 to 10 years of which the last three should. 
have been às head of ‘department at country/regional te Tevel. 
Experience in handling advertising and promotion campaigns, 
cost budgeting and negotiations isa pre-requisite. 

Qualifications: Postgraduate in Marketing/Mass Communications 
Age:30to 35 years 
































Head- Personnel 

(Ref : BT/H-P) (Location: New Delhi/South india) ; 
This job-position reports to the H lead HR, 

The incumbent will be responsible for providing support TE the 
implementation of the Bank's HR policies including introduc 
of a performance management system, the compensatic n and 
benefits structure, resource ahd succession planning, initiating 
rewards and incentive schemes, and in the recruitment, training. 
and development of staff. — — : | 
The. ideal candidate should have hands-on experience in the |] 
implementation of modern HR practices and a flair for dealing. 
with people which will include problem solving, team building: 
and motivating people. 


Qualifications: Post graduate i in Human Resource M 
Age: 30to 35 years 





Aanagement . 


Wf you think your are the right candidate, then please apply within 4 
15 days stating the Ref, No.(ofthe position applied for) to: 






Business Transformation Services 
Saidulajab (opp.D-Block), Saket, 
Mehrauli Badarpur Road, 
New. D Delhi: r 110030 


(Pricewaterhouse Coopers 








Better Job, Better Ufe. x 


To Apply to these Jobs: Log on to www.jobsahead.com 


JATOR - MUMBAI 





MARKET COORDD 
Amadeus India 

. The job involves directing the sales team, analyzing market trends, set- 
ting of targets, monitoring of performance as well as maintaining close 
interaction with the travel agents community. Should 3-4 years of expe- 
rience in the travel and hospitality trade. Job Code: 169057 


; GROUP ACCOUNT MGR/ ACCOUNT DIRECTOR 
; Contract Advertising India Pvt Ltd 

| Wanted professionals with at least 6- 
; an MBA from a premier institute for developing & driving strategic 
- communication plans and ensuring smooth running of one of the 
` largest clients in Delhi. Job Code: 182262 


7 years experience and preferably 





CHANNEL SALES MANAGER, KEY ACCOUNTS MAN- 
"AGER 


Net 4 India Limited 

Candidate will identify target clients and sectors, generate new leads and 
meet prospective customers for corporate presentations. Should be 
PGDBM/MBA from an institute of repute with minimum 2-3 years 
experience of IT sales. Job Code: 131699 


PRODUCT MANAGER 
NHT 
Wanted candidate with relevant experience of marketing basic edu - 
cation products targeting the school going segment. Should have 
excellent communication skills and be a go-getter. Job Code: 180992 





RELATIONSHIP MGR/ ACCOUNT SERVICING, KEY 
ACCOUNTS MANAGER 
TVS Electronics Limited 
Wanted candidate for the marketing of products/solutions/services 
-with a high level of communication skills. Job Code: 188758 








Right Resume 


BRANCH MANAGER 

UB Group Spirits Division 

The person would be responsible for the entire sales at Goa, on 
the key markets for the UB Group. Reporting to the GM-Sal. 
West. Will be assisted by a team of sales persons 
Job Code: 186674 


MANAGER / ASST MANAGER - SALES 
(ACCOUNTS) 

Q MART 

Leading Indian switchgear company is looking for Manager/ ^ 
Manager - Sales Accounting. Candidate should have about 5 - 
years experience with knowledge of SAP. Job Code: 192165 


ACCOUNTT! 


MARKETING WIZARDS 

Iintodriveindia Pvt. Led. 

Should have good convincing skills, a pleasing personality and exc 
lent interpersonal and communication skills. Job involves mark 
ing Export Import Market Intelligence Reports of Trade Poin 
Inc USA to exporters importers, shipping lines and buying hous 
Job Code: 192254 


REGIONAL SALES MANAGER 

Panacea Biotec Ltd. 

Job involves implementation of the centralized strategies with 
SBUs at the core level and exploring market potential and initiat 
proper marketing & sales strategies. Job Code: 191573 


MANAGER - SALES AND MARKETING- (Mi ATRICOR 
inmatch.com | 

Candidate will lead and give direction to the sales team, provide tra 
ing and motivation. Must be performance driven with the willi; 
ness to excel and scale higher peaks. Job Code: 194520 


Let our experts write the perfect resume for you... without the hassle! 


www.careers jobsahead.com 



































|D /PROFIT CENTER HEAD 
p Spirits Division 

te must be an MBA (marketing) from a well-known institute 
bout 12 - 14 years of work experience in sales. Should have 
naged a sales team or a profit center team of a state or a region. 
posure to manufacturing activities and work experience in Nepal will 
an n added advantage Job Code: 191701 









JB L IC RELATIONS MANAGER 

in d Learning! Software Services Pvt. Ltd. 

a Post Graduate in Communications with knowledge of Web 
and /or financial services market. Excellent understanding of 
ols/service and writing and communications skills. 


Code: 193180 







LAD CHHEAD / BRANCH MANAGER 
MS l 
ndidate will be responsible for the entire branch sales & administra- 


functions including collection, inventory & coordination with HO. 
b Code: 192580 . 








ick with good interpersonal and communication skills 
perience in e-commerce marketing for outsourcing of products 
m manufacturers. Job Code: 192701 





_BDM- -INTERNATIONAL SALES 
croworld Software Services Pvt. Ltd. 
ndidate should have good communication skills and experience in 
ernational sales and customer relation management. 


» Code: 192960 





Career Booster 


To Apply to these Jobs: appn on to www.jobsahead.com 


HEAD- SALES 

Connections Management Private Limited 
Leading telecom service provider, in India looking for: s: 
based in Bhopal, looking after M.P. Candidate should 


from premier institute, handling complete sales & marketing fun 
tion, in Telecom/ISP/FMCG industry. Job Code: 192366 


CORP COMMUNICATIONS - HEAD 
Solix Enterprise Solutions Ltd E 

Candidate will be handling operations amongst. various È 
units of the organization. Will be required to travel to US 


notice if required and should be willing to work according 
hrs and calendar. Job Code: 190725 


BRANCH MANAGER - LUCKNOW / BHOE AL / 

Q MART = 
Leading Switchgear Industry is looking for Binh Mana 
Lucknow / Bhopal / Pune . Candidate should be a | 
with 7 years of minimum experience. Job Code: 19; "e ME 


MANAGING CONSULTANT - NEW DELHI, INDIA 
The Gallup Organization 7 
Candidate should have excellent project and. time manag me 
anda master's degree with at least 4 years of experience i 
Job Code: 191441 o 


MANAGER-PROJECTS 
KVR India Associates | 
Should be a graduate im mechanical/electrical engineering haviry : 
experience of 10 to12 years in Marketing, design & execution of 
HVAC system with BMS. Job Code: 192519 | 


Need a iob? Blast your Right Resume to 1000 consultants, 
highlight it and get the placement directory... 
all for a 4075 discount! 


www. careers. jobsahead.c 








To Apply to these Jobs: 





'ROJECT LEADER/ PROJECT MANAGER, PRODUCT 
AANAGER 

orix Solutions 

Candidates should have experience on VC++ with COM/MFC/ 
DCOM/OOAD and be either B.E/B.Tech or M.E/M.Tech with at 
least 6 year(s) of working experience in a related field. Senior execu- 
tives specializing in IT/Computer - Software are preferred. 


Job Code: 193858 


SOFTWARE ENGINEER/ PROGRAMMER 

Amadeus India 

xdidates should be exceptionally strong in VB (ver 6.0), SOL Server 
(ver 7.0, 2000) with knowledge of Sybase SQL. Ace programmer 
using SOLs preferred. Job Code: 177733 
























VP/ GM - QUALITY 

Catalytic Software Limited 

Candidate to have at least 8-14 years of quality system execution 
experience. Should have led a team before. Should be able to interact 
with certifying agencies and also close the audits. Should have expe- 
tience of leading the company to CMM\CMMI assessment. 
Job Code: 191215 





PROJECT LEADER 

Birlasoft 

Wanted a candidate with experience of handling Java & Dataware 
housing technologies, products & projects with more than seven 
years of Techno-functional experience in Business /IT industry. 
Job Code: 188589 





P, CRM - TECHNICAL CONSULTANT 


fanted candidates with Oracle E-Business suite implementation 
experience on GL, AP, FA or CE & an educational background in 
nance and Accounts like CA, ICWA, MBA. Job Code: 186169 


Log on to jobsahead.com 


For a career that makes you smile! 


Log on to www.jobsahead.com _ 














SOFTWARE PROGRAMMER. 

Optimum Solutions Singapore | 

Wanted professionals comfortable with C++, UNIX, message o 
ented middle ware, data modeling and message < assembling/ disses 
bling, communication protocols, exchange link protocols and « expe 
enced in development/debugging tools/workbenches and regulate 
issues. Job Code: 192083 


SOFTWARE ENGINEER 

HCL Technologies Ltd 

Professionals having strong knowledge of C, C++, Oracle/Sybas 
SQL Server and 2-5 years of experience on a Unix/Windows platfo: 
with shell scripting - KSH & CSH. Job Code: 190377 


SOFTWARE ENGINEER/ PROGRAMMER, PROJECT 
LEADER/ PROJECT MANAGER 

Larsen And Toubro Infotech Limited 

Professionals with a B.E., B. Tech, MS in Comp. Sc. or Electronics 
Telecom with 3+ years of expetience. To develop software systems 
mobile telephony area both for handset as well as core network. 


Job Code: 186740 


APPLICATION DELIVE ERY MANAGE R 
Fidelity IT Jobs | | 
Candidate should have 5+ years experience in. Erene applicati 
development, maintenance, and delivery experience across multip 


technical functions, 2+ years in managing and leading globally distti 
uted teams. Job Code: 180468 


lem 


SOFTWARE ENGINEER/ PROGRAMMER, SYSTEM 
ANALYST/ TECH ARCHITECT 

Zenith Infotech Ltd 

Looking for vision plus consultants for a banking project based 
Singapore, should have around 2 to 3 years experience in Vision P] 
in a mainframe environment. Job Code: 190771 _ 





www. careers jobsahead.com 











TION- MANAGER, FINANCE MANAGER 
a nidia Limited 

didate will prepare trail balance, profit and loss accounts and balance 
sts, bank reconciliation statements, liaison with bank, sales account- 


income tax, sales tax. Job Code: 188986 





NAGER - ACCOUNTS 

ar Pharma India Limited 

ited candidate with a CA and CS with an experience of 8-9 Years for 
rvision . of all sorts of accounting jobs. Should be from an ac- 
ats and not an audit background. Job Code: 194365 


JDUCT MANAGER - INSURANCE 

nd Learning Software Services Pyr, Lid. 

ited an MBA Finance with an Industry background of Web/Soft- 
/ Financial Services and superior strategic and tactical marketing skills. 
üliarity with B2B business model and Financial Services market. 
Code: 193183 


NAGE ER-BANKING 

"Indian Seamless Metal Tubes Led. 

date will be responsible for preparation of CMA and its tie up 
consortium, cash flow preparation, and monitoring financial 

ities. Preferably qualified Chartered Accountant with around 10 years 

rience. Job Code: 193229 








MERCIAL MANAGER 

act Management And Personnel Services 

ted graduates with 10 yrs experience to be responsible for sales 
unting, statutory compliance, sales tax compliance, monitoring 
educted at source, budgeting, octroi duty, ESIC, PF and other 


ant labor laws. Job Code: 190794 


Resume Blaster 


| accounts finalization, dealing with banks and Institutions, sales 






‘Better Job , Better Life , 


Aous E re Limited 

Candidate must have relevant experience in the area of fit 
accounting, MIS, store management, general administration | 
independent handling of project / site accounts. Job Code: 19 
































MIS ASSISTANT 

Neoteric Informatique Pvt. Lid. 

Candidate with be responsible for preparing reports in Tally 6.3 and 
MS Excel, daily stock reporting and sales analysis. Job Code: 19462 


ACCOUNTS EXECUTIVE 
12: Enterprise Lid. 
Candidate will be responsible for accounts, bookkeeping, taxati 





& excise, inventory control & accounting, payments to vendors at 
accounts receivable. Job Code: 194160 





HEAD OP COMPORATE FD 
Personne! Forum 

Candidate should have 12-15 yrs of experience ina managerial ca~ 
pacity. Will be responsible for management of working í capital, 
documentation, foreign exchange management, development C 





ANCE 


management information systems. Job Code: 187901 


ASST. MANAGER ~ FINANCE 

Mastermind Network Management Consultants 
Key job responsibilities will be: general accounting, including pret e 
ration of balance sheet and profit & loss account, accounts receiv- | 
ables, MIS and reconciliation. Working knowledge in billing and. 
commercials and knowledge of SAP is required. Job Code: 193882 





Send your resume to 1000 placement consultants within 48 hours... 
blast it into their minds! 


www careers jobsahnend.com 





VIVAN MEHRA 


BANDEEP SINGH 


De PELIS A. 
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SIDDHARTH VERMA: Does Reebok make seven-league sneakers? 





E yä 


| AXE 


It's Raining Global Call-ups 


HERE'S SURELY SOMETHING ABOUT INDIA AND INDIAN 

managers that Reebok's Boston-based bosses love. 
Consider this: in the last three years, five senior execs 
from the sportswear maker's Indian operations have 
been handed bigger, international duties. Following in 
the footsteps of his predecessor Muktesh Pant, who is 
now the company's Chief Marketing Officer, is Reebok 
India's cherubic 40-year-old Managing Director 
Siddharth Verma. After a three-year stint at the top, 
Verma is now headed for Rotterdam to lead Reebok's 


Seafood Success 


HZ BEEN KNOWN TO CONJURE UP A KILLER 
prawn cocktail, and, going by the res- 
ponse his newly opened seafood joint in 
Bangalore, Tiger-Bay, is getting, Vikram Thapar 
seems to have got his ingredients right yet again. 
Buoyed by his success, the 55-year-old gourmet 
cook and the scion of the Rs 490-crore Inder 
Mohan Thapar Group, plans to roll out 70 
such restaurants across the country. “Our com- 
pany TheWaterBase is already into the export of 
a variety of prawns and crabs, ergo, the restau- 
rant venture is just a natural extension," he 
says. It surely pays to know your prawns. 


VIKRAM THAPAR: Minding his Ps 
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European marketing ops. “In the last three years 
Reebok India has retained its market leadership and be- 
come a profitable company from being a mere start-up. 
But Europe is going to be a different cup of tea as it's 
one of the most complex and challenging sport mar- 
kets," he says. At this point, we aren't sticking our necks 
out on whether Verma can do another Pant. But given 
the company's tradition, Subhinder Singh Prem, cur- 
rently the marketing head and MD-designate in India, 
must be keeping a travel bag handy. 





BALA V. BALACHANDRAN: It’s Great Lakes for Chennai 


Championing Chennai 


ANGALORE HAS AN IIM. HYDERABAD IS HOME TO THE 

Wharton-Kellogg-parented ISB. Among the three southern 
knowledge economy cities, it's only Chennai that's missing a 
B-school. To change that, renowned Kellogg Professor Bala 
V. Balachandran is teaming up with influential fellow Tamils 
in the Chicago region (C.K. Prahalad and IMF economist 
Raghuram Rajan are two) to start the Great Lakes Institute of 
Higher Learning in Chennai. Slated to open in April 2004, the 
B-school looks to provide a cheaper alternative to ISB. “It’s my 
way of giving something back to the state,” says Balachandran. 


VUHAW NVAIA 


WO YEARS BACK, NAVEEN JINDAL FAMOUSLY WON 

4 the right to fly the tricolour atop his office. 
"Now. to show that it wasn't just a gimmick, the 33- 
year-old MD of Jindal Steel & Power, along with 
wife Shallu, is on a mission to educate citizens on 
their rights and responsibilities towards the flag. On 
Independence Day, the Jindals are organising an art 
and photo exhibition, with the tricolour as the 

-< theme in Delhi. The works that constitute the exhibit 

: = of 19 prominent artists, photographers and sculp- 
: tors, will travel around the country. *The flag 
z should inspire us every moment, and that can hap- 
. i " = pen only if we understand what the symbol means," 
NAVEEN & SHALLU JINDAL: The united colours of patriotism says the couple. No one could disagree with that. 





Flying High 


RIS SUNDAY HE GOES OUT KARTING WITH HIS 
three teenaged sons. He never wins. But Hans 
Michael-Huber, 43, the MD of Mercedes-Benz India, 
is winning where it really matters. He expects 1,600 
Mercs to be sold in India this year (a 30 per cent in- 
crease). That's good going in a country renowned 
for its thrift. The cheapest car from the Merc stable 
costs over Rs 22 lakh, and prices could go upto a 
crore for a Mercedes CLK. Now, after spending a year 
in India, Huber has enough faith in the market to roll- 
out the Rs 3-crore Maybach. Ironically, Huber does- 
n't drive in India. “The karting circuit is fine, but ES TRES 
Indian roads are scary sometimes," he says. Well, in a SAMIR ARORA: The best laid plans of mice and men... 
Mercedes one has to be driven around, right? 


HANS MICHAEL-HUBER: Pity he'll never drive it z Li : i Red UX? 


UST WHEN SAMIR ARORA'S CHANCES OF MAKING THE 

switch from high-profile fund manager to owner- 
manager were starting to look bright, the capital mar- 
kets watchdog, SEBI decided to throw in a spanner in 
the works, and barred him from dealing in securities. 
The 41-year-old former cio of Alliance Capital 
faces charges of insider trading and attempting to ma- 
nipulate the bidding process to his own advantage, 
charges that date back to the time he tried to buy out 
the company's Indian arm. This could hold up his 
plans to team up with Rana Talwar's Sabre Capital 
Worldwide to set up an asset management com- 
pany in India. That's till August 28, when he appears 
before SEBI for a personal hearing. B 
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AMITY 


LEADERSHIP 
= CORNER m 


If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY [57 
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THE NO.1 PVT. B-SCHOOL IN INDIA 


Website : www.amity.edu 
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VIJAY ANAND, MD, 


EADERSHIP IS ABOUT BEING FLEXIBLE. A 
successful leader is one who is willing to 
learn and follow when needed. In these 
times of business change, it is important for a 
leader to be adaptive—be open to change 
and influence change—and be an effective 
decision maker at the same time. 
a broader 
portfolio of skills and experience to tackle 


Today's leader needs to have 


challenging business situations. Today's business 
as global, dynamic and cus- 
The global nature of business 


is characterised 
tomer-driven. 
eaders to transcend boundaries, adapt 





requires 
to cultures, develop efficient processes and 
integrate teams. A dynamic leader requires to 
keep himself abreast of developments and 
keep the team informed. He must possess an 
innate ability to foresee changes as well. 

A leader must have a clear vision; maintain 
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DEEPAK G. PAW AR 


Adapt To Chage 


India Engineering Center, Sun Microsystems India 


strategic agility, build and maintain a strong 
organisation that is performance oriented, 
execute better than the competitor, and at the 
same time maintain the highest business code 
of conduct. This is a formidable challenge, 
but can be overcome by following a systematic 
approach of building great teams, fostering 
teamwork and striving for excellence. 

Successful teams are those that have a 
clear focus on the larger goals of the organi- 
sation, have a strong culture and identity, 
strive for clear and open communication, and 
maintain a learning environment. 

The team makes the leader. The ability to 
get a team to work cohesively and effectively is 
the primary defining trait of a successful leader. 
A'team that does well usually has a successful 
leader behind it, as does a successful leader, a 
strong team behind him. @ 
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TATA Teleservices Limited 


Runs Oracle 
E-Business Suite 


TATATELESERVICES 


oracle.com 


Copyright © 2003, Gracie. Ali rights reserved, Gracte is a registered trademark 
of Gracie Corporation and/or its affilistes. Other names may be vadamarks of thait respective oiunars. 


Ballarpur Industries Limited 


Runs Oracle 
E-Business Suite 


oracle.com 


Copyright & 2003, Oracle, AH rights reserved. Dracte is a registered trademark 
af Gracie Carnoration and/or itx affiliates. Other namas may he trademarks of heir respective owners, 


Kirloskar Oil Engines Limited 


Runs Oracle 
E-Business Suite 


oracle.com 


Copyright € 2003, Granie, All rights reserved. Gracie is a registered trademark 
of Oracle Corporation and/or its atfiliatas, ber names may be trademarks of their respective owners. 


Successful Businesses In India 


Run Oracle 
What Do You Run? 


oracle.com 
or email us at mktg.in@oracle.com 


Copyright & 2003, Oracia. All rights reserved. Pracie is a registered trademark 
af Gracie Corporation and/or its affiliates, Other names may be trademarks of thelr respective owners. 
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CONNECTING PEOPLI 
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* New Nokia 6800. Your flexible office companion! 


The new Nokia 6800. It’s compact for small talk, and opens conveniently for business. 


A 


Access your personal and corporate email accounts!, stay connected with GPRS? & MMS? or listen to your 
favourite FM Music or News Channels. NOKIA 


Organise your appointments with its enhanced calendar functionality. Take notes with the new ‘Notes’ 6800 
feature. Download Java™. applications and synchronise^ your entries & data with your personal computer. 


A colour screen and the new unfolding design with a full keyboard, make the Nokia 6800 your convenient 


office companion. You may call it an open and shut case. At Nokia we call it human technology. www.nokia.co.in 
1To download emails: 
Type Send to 9820533399 Type Save the settings 
MPs The key word Go to Messages and wider c ra db pe ie a oat en NEM nts V 
| for vour favourite ISP I . Select Mail box t not be downioaded. Data facility Nas to De activated on thi andset 
Nokiaemail of ISPs for which the y You will "PV the pen an : Area code has to be included before dialing. Input your username and 
: : settings, send message ISP settings download emails on c : 
settings are available. h password in the appropriate fields in the settings. Facility available or 
to 9820533399 TS we Nokia 6800, Nokia 3650, Nokia 7650 and Nok 


? GPRS, WAP, HSCSD, data transfer speeds and other mobile services are network operator and content service provider dependent. MMS and/or other related services are dependent on the network as wel 
compatibility of the devices used and the content formats supported. Please check with your local network provider. 

3 Java™ is a trademark of Sun Microsystems, Inc. and Java™ applications are operator and/or content and application provider dependent. 

* As SyncML technology is based on client-server architecture, synchronisation with a remote database/server via SyncML requires that both the mobile phone and the server on which the remote database resides support 


SyncML technology. ez 


: : 4| Always insist on original Nokia India Warranty to safeguard against buying used, refurbished or tampered phones 
MAC 9628 555 555 | Nokia India Warranty is applicable only for phones imported by Nokia India Pvt. Ltd. email us at: nokia.ebag@nokia.com 


*To call from a mobile phone, check with your service provider. Helpline available in Ahmedabad, Bangalore, Chennai, Delhi Hygerabad, Konpa Kolkata, Mumbol? / 
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HAT MAKES A COMPANY A GOOD EMPLOYER? 

Is it all about its attitude towards its people, the. 

career opportunities it offers them, the compen- 
sation and the quality of life its employees enjoy? Or is 
there more? In the three years that BT along with Hewitt 
Associates has been doing the Best Employers in India sur- 
vey, we've been studying the results and the list of toppers 
that emerges each time has been an eye-opener: companies 
move up and down the ladder with near-alarming frequency. 
Why, for instance, should a company top the list of Best 
Employers one year and then slip several notches down in 
the very next. Surely work cultures, HR practices and other 
parameters aren't so ephemeral that they change rapidly 
(and, sometimes, drastically) from year to year. Yet the top 
rankers list in our survey has seen such churn. And it's not 
just our survey. We studied Fortune's 
similar study over the years and found 
that as much as 20 per cent of its list of © 
top 100 employers are new every year. 

It’s quite probable that this has to do 
with things that are beyond the factors 
within an organisation and perhaps 
depends on the environment. In a bad 
year, when growth is flat, the more ~ 
tangible things like compensation, promotions or bonuses 
can sway people’s perception about who is a good em- 
ployer and who is not. So, if the infotech sector is in trou- 
ble one year, its stalwarts could well be perceived to be 
worse employers than, say, in a previ- 
ous year, when the industry was boom- 
ing. Is that why there is a predomi- 
nance of the so-called old economy 
companies among the top 25 on the 
BT-Hewitt Best Employers list this year? 

As the BSE Sensex shot past the 
4,000 mark, it was a moment of jubi- 
lation for us at BT. No, none of us is 
a speculating bull operator. We were ebullient because 
of more professional reasons. Readers may recall that 
way back in March, we had predicted that this could 
happen. For those of you who don't, check out the cover 
inset in the text of this letter. “Can The Sensex Touch 
4000 In 2003?” we had asked and hinted that it could. 
Some critics, who had obviously missed the big picture, 
questioned our prediction, basing their opinion on the 
current dynamics of the stockmarket rather than the 
trends that were emerging. Well, they were wrong and 
we, happily, have been proved right. 

Besides the popular Best Employers study, this issue int- 
roduces four make-overs that you shouldn't miss. Four 
brand new avatars of BT sections: Managing, Personal 
Finance, Back of the Book and Jobs Today. Enjoy. 
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The IBM ThinkPad. 





For those who have arrived, but still have to travel. 


WU 


The IBM ThinkPad is the business perk that goes where you do. 


On the road. In the air. Or just about anywhere. 


To make sure it's your preferred travel companion, weve made the IBM ThinkPad 
extra light. And extra tough. Its matt black titanium casing protects your data 
from nasty knocks. 


The IBM ThinkPad notebook is fully equipped with future-ready technology. 
Like wireless connectivity*, which makes sure you are online - wherever 
you happen to be. 


The unique Embedded Security Subsystem* ensures maximum data security. 
And to protect your investment, most IBM ThinkPad models come with a 3-year 
insurance’ and a 3-year global warranty’. 


The IBM ThinkPad is India's No.1** selling notebook that also has over 
1000 awards against its name. To get your hands on one that fits your lifestyle, 
take a look at the range available. Then make sure you don't leave office without it. 





LER AG 


IBM ThinkPad notebooks, powered by the 
Mobile Intel? Pentium? 4 Processor-M or 
Mobile Inte? Pentium® Ill Processor-M 
are designed to suit varying needs 


R Series: Best blend of portability and essential 
features. Ideal for sales people. 
Price: From Rs. 84,900/-* 


T Series: A balance of performance and portability 


For the office, at home or anywhere in between. 


Price: From Rs. 1,59,900/-* 


X Series: Extra-light, extra-small, ultra-portable 
notebook. Ideal for frequent travellers. 
Price: From Rs. 1,24,900/-* 


A Series: A high-performance desktop alternative 


Ideal for people who need to carry work home. 
Price: From Rs. 1,45,900/- * 
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IBM recommends Microsoft® Windows® XP Professional for Business. 


IBM is a registered trademark of International Business Machines Corporation in the US and/or other countries. Other company product or service names may bx trademarks or service mark 
are trademarks or registered trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are registered trademarks ot f Microsoft Corporatior 
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The Inside Track On Inside Jobs 

L'affaire Samir Arora brings the issue of insider 
trading back into focus. Given the regulator's 
track record on insider trading cases... Yawn. 


Is Samir Arora Guilty? 
Of hubris, maybe; of insider trading, 
we don't know. 


Stage Charity 
Give the man a forum and watch the policy- 
statements roll. 


365 Ds 
A year of Jaswant Singh's stint as the country's 
finance minister. His successes and failures. 


The BT 50 Index 


The return of the JV Junkie 
B.K. Modi emerges from the wilderness in an 
unlikely role: a mediator. 


Back on Terra Firma 
After a brief flight, BPO valuations are back 
on the ground. 


Freedom of Travel 
Weekend holidaying comes of age in India. 


It's Happening 
Rana Kapoor's Yes Bank seems set to take-off by 
the year end. 


Q&A With Interbrand's lan Buckingham 


Watch out, Nokia 

The entry of Indian consumer electronics majors 
into wireless handset manufacturing is set to 
transform the face of the market. 


It Gets Scratchy 
The resignation of Moser Baer's auditor spells 
trouble for the company. 


Pest Control 
The cola majors engage celebs to help customers 
keep the faith. 


Palio Redux 
The Palio NV launch may be just what Fiat 
needed to revive its lost glory. 
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76 Limited Mobility 


How will the limited mobility 
tangle be untangled? Will WLL 
services be given the status of 


mobile services? If so, 


how will cellular service 


operators be pacified? 
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86 Nanotech 


This is a story about a 
prince. A scion of the 
Miraj family who run 
a tech incubator in 
Pune. And he’s think 
small, really small. 
He’s thinking 
nanotech. 


David Filo, Chief Yahoo! 





Scenarios. 


Death Of Debt 


Now that bottomline 
management has become 
the chief focus of 
corporates, a great way 
forward is to reduce the 
debt component. The good 
news: it can be done. 


S 


94 60 Minutes 


"We don't want to be 
in a losing position or 
market," says David 
Filo, Chief Yahoo! 
Here he is, on what 
he's trying to achieve. 
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Whither Infy?: Hard time: 


COVER STORY 


43 Best Employers 


The third BT-Hewitt study is replete with surprises: 
a new No. 1, a clutch of public sector companies 
that make the list, and several stars that have 
suddenly gone missing. 


46 Are These Companies The Best? 


Yes, because being the best employer is not about 
spoiling your employees but helping 
them—and your organisation— 
realise their true potential. 


56 Infosys Effect 


Why, in a bad year, there are 
no best employers, only best 
employees. Or 10 reasons 
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CASE STUDY 
100 The Case Of The Mystery Man 


How can Reflex Systems get its sales trio 
working as a genuine team? 


PERSONAL FINANCE 
108 Tech's Hidden Gems 


Tomorrow's tech successes. Five probables. 


112 Mutual Fund Scorecard 
114 Mutual Fund Brand Appeal 


JOBS TODAY 


118 NGO Salaries 


NGOs are no longer for 
people with enough dad's 
cash to burn for a lifetime. 
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120 
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Help, Tarun! 
Steeling New Jobs 
Life After BPO 


| MANAGING 


e 128 The Snack-factories 


^ Two Janpath fast food outlets 
| doing brisk business— 
different, yet similar. 


NGO factor: Better off 
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130 Coping With Adverse Publicity 
131 New Call Centre Technology 
131 Government Accounting 











why Infosys couldn't 
have avoided falling off 
the best employers map. 


64 P&G: In Touch 


Procter & Gamble 
scores on brands, you 
thought. Think again. 
For it's the best employer 
for several other reasons. ^ 4 


68 NTPC and IOC 


Meet NTPC, the power 
giant with the heart of a 
PSU and the mind of a 
private company. 


Team P&G: The w 
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132 Astimulating Unilever story, 
economic urgings and books on 
coffee, peace and the free press. 


BACK OF THE BOOK 
134 Best Back-seat Drives 


What cars do India’s top corporate 
leaders use? The best cars to sit 
back and read BT in. 
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138 Pub Fashion 

140 T610 Test Drive 

140 CEO Cellphone Quirks 
142 The Triglyceride Thing 
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Q&A: lan Buckingham n 
pm The Managing Director of Interbrand, a leading 
branding consultancy specialising in calculating the | 
value of brands as tradeable assets, speaks to BT 
Online. He talks about what has impressed him about 
branding in India, what "internal branding’ means ^ — eee 
and what can be done to insulate brands. = : 


Academics On The Airwaves 

Academic institutions, like such hallowed competence 
zones as medicine and law, have historically been shy — 
of advertising themselves. Sure, course notices, seminar : 
bulletins and the like have been good surrogates. But : 
now, brands like Amity and Rai University are building 
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Holding One's Peace E 

LENMENU E Freedom of press. This is understood in three words by 
s | most: freedom of press. But the law is not that simple. 
In fact, it's quite complex. How complex? Judge for | 
yourself from the length of a reference book on the sub- 
Je à ject by a former High Court Judge, Durga Das Basu, | 
dias gua | aw of The Press. It is a full 898 pages long. Excerpts. 
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bt letters 


How Free Is India Inc? 
Apropos the lead story in your 
Independence Day special issue How 
\ 4 . Free Is India Inc? (BT, 
= August 31, 2003), what 
tter- India has achieved since 
A~ 1990 is indeed comme- 
ndable, but with corruption, red- 
tapism, insecurity and poor infrastr- 
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ucture continuing to dog the Indian 
business environment, much impro- 
vement still needs to be made. Post 
liberalisation, there has been a 
change in the mindsets of people. 
Our hope lies in this. The urge to 
think global will go some way in 
letting Indian business have greater 
market freedom in the future. 
SIDDHARTHA RAJ GUHA, through e-mail 


Apropos Mukesh Ambani’s column 
People, Priorities and Potential in 
your Independence Day special issue 
(BT, August 31, 2003), I agree with 
with his contention that India ought 
to "...create a supportive policy 
regime that is devoid of red-tape 
and excessive controls on investment 
and operation...". As an NRI, I feel 
that if a conducive legal climate is 
created along the lines advocated 
in the column, a host of hurdles in 
the way of India emerging a viable 
destination for foreign investment 
would be removed. 

UPIN VASANI, through e-mail 





Who Is To Blame? 

Apropos The Business Of Poison 
(BT, August 31, 2003), the recent 
reports on pesticide residues in colas, 
raise serious questions about the 
business ethics of multinational food 
giants, but at the same time it needs 
to be remembered that much of the 
blame actually lies on the water that 
the bottlers of these cola companies 
use to clean empty bottles before 
refilling. So even though they do 
have a responsibility towards public 
health, it would not be appropriate 
to place the blame on these soft 
drink companies alone. The gove- 
rnment is equally at fault for the 
absence of stricter regulations rega- 
rding contamination and adulter- 
ation of food items. It must be made 


compulsory for manufacturers of 
food products to reveal the ingredi- 
ents of their products. 

MADHU AGRAWAL, through e-mail 


The Big Picture 
In the story The Future Of Indian 
Cities Is Here (BT, August 17, 
2003), the Chief Minister of 
Karnataka claims that all villages in 
his state have access to potable 
drinking water. On a recent train 
trip from Madgaon in Goa to 
Hospet in Karnataka, a number of 
women and children raided the 
train's toilets and filled their pitch- 
ers at an unscheduled stop near 
Hubli. Everybody, from the pass- 
engers to the railway personnel, 
was a witness to the scene. Upon 
enquiry, I was informed that there 
was no potable water in the area 
and the villagers had no option but 
to do this. This proves that the C's 
claim is not wholly correct. 

C.K. GOSWAMI, througb e-mail 


Your story The Future Of Indian 
Cities Is Here (BT, August 17, 
2003) on the difference citizens’ 
initiative has made to making 
Bangalore a great place to live in, 
was inspiring. Similar stories on 
the improvement of infrastructure 
in other Indian cities would go a 
long way in mobilising citizens to 
do their bit for the country. 

UTTAM MALAKAR, through e-mail 
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| Summit will provide them a platform for one-to-one interactions, facilitating 






technology transfer, forming of joint ventures and inking trade agreements. 


A combined initiative of the Government of India, Government of Gujarat, INDEXTb, FICCI and 
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ATENTS ARE THE MEASURE OF OUTPUT OF R&D 
labs. That is how an IBM or an Intel publicises its 
research output. Even countries measure their res- 
earch output based on the number of patents. India 
started appearing significantly on the radar only since 
1998, the year when statistical reports from the US 
patents office show a separate breakout. The number 
. of patents granted every year to companies in India 
has been growing since—from 85 in 1998 to 131 in 
2000 to 179 in 2001 to 342 in 2002 (according to 
data with the Director-General of the Centre for 
Scientific and Industrial Research). That translates into 
a whopping 91 per cent in the last year. 

This is still very small compared to many other 
countries, even companies. The US state of 
California. filed 20,863 patents in 2001, Ger- i 
many, 11,895 and BM, 3,411. But take 
South Korea—home to giants like Sam- 
sung and LG—which filed 3,763 patents in 
2001 or the red dragon that filed a very 
modest 266 patents in 2001 and the pic- 
ture begins to look very different. 

CSIR, which holds 42 per cent of Indian 
patents granted in 2002, filed 728 foreign 
patents thus far this year. A potential client 
list for 2003 of one of the patent lawyers i in 
the country lists 112 non-IT companies, in- 
cluding Indian companies, laboratories and 
MNCs. If MNCs, which have set up R&D 
centres (about a 100 of them have), file 
patents, these will be accounted under India. 

India is still new to the patents game. Till recently, 
academics and researchers in India were of the opinion 
that publishing papers was the endgame of research and 
that knowledge had to be free. The equation now is 
patents = productisable ideas = wealth creation. And 
our scientists are now beginning to get it. 

R.A. Mashelkar, who took over as Director of Nat- 
ional Chemical Laboratory in Pune in 1989, changed 
the slogan from ‘publish or perish’ to ‘patent, publish and 
prosper’. Four scientists—current National Chemicals 
Laboratory Director Swaminathan Sivaram was one of 
them—from the laboratory patented a polycarbonate 
innovation. Now, polycarbonates are the playground of 
GE and the MNC started working with NCL. When then 
GE CEO Jack Welch found out about this, GE decided to 
set up shop in Bangalore. Now, the Jack Welch Res- 
earch Center is slated to grow from 1,600 scientists to 
2,400, at which point it will be the company’s largest 
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innovations can come out tof India. There 












OF arisung; CSIR 
1 treaty ) applications 
and tied with the ee giant far the number one po- 
sition for the number of PCT applications filed by 
companies in developing. countries. And he is not the | 
only scientist who is looking to benchmark his output 





with that of global private sector labs. The pioneering .— i 
Professor Ashok Jhunjhunwala in tr Madras asks: —— 


“If Huawei, the Chinese telecom ¢ giant, could come out - 
of nowhere as late as. 1988 and get to be so. big, why 
can’t we create a global: company?" The good 
news is, his research and the goal of the 

cluster of companies that he has created is 


"OW all towards. reducing the cost of state- 


of-the-art telecom in India. - 
Indian Institute of. Science in Ban- 


galore has changed rules so that i its profes- 


sors can be on the board of companies. F 


filed for patents in MEMs (micro electro. 
mechanical systems) and has lured Cranes 
Software to fund his lab. “Why can't we 
build a wearable ultrasound machine 
that will cost just Rs 3,000 and can be 
taken to villages?" he asks. Academics in 


-the Universities of Pune and Delhi: too are se 


about creating wealth through n 





now y confident i in heir belief that ee is. not s 
about labour arbitrage. They believe. o 
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Strand Genomics i cs in Bangalore i isa result i 
of that. Rudra Pratap, a Cornel l- returned | 
professor of mechanical engineering has — 
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L'affaire Samir Arora brings the issue of insider trading back into focus. Given the 
regulator's track record on insider trading cases... Yawn. By NARENDRA NATHAN 


HE TWO THINGS | 
that stand out 
about SEBI's 
insider-trad- 
ing case aga- 
inst former Alliance Cap- 
ital Chief Investment 
Officer Samir Arora are 
its timing, and the regula- 
tor's hitherto unseen 
tough-guy approach. The 
surfacing of the allegations 
against Arora soon after 
he quit Alliance (he an- 
nounced he was launching 
a fund with former Stan- 
chart CEO Rana Talwar’s 
Sabre Capital) have leant 
credence to theories that 
the whole thing is a 
frame up. And SEBI chair- 
man G.N. Bajpai seems 
to have woken up to the fact that the entire episode 
is a great opportunity for him to send out a don't- 
mess-with-me message, something evident in the 
media-chummy top regulator's efforts to go after 
journalists believed to be involved in l'affaire Arora. 
This piece isn't about the former star fund man- 
ager's fate (you'll have to turn the page for that); it is 
all you'll every need to know about insider trading in 
the Indian context. There's not much, but what little 
is there is rendered incoherent by the static of mis- 
comprehension and misinterpretation. 








m What is insider trading? 
In India, the term is of- 
ten used in place of ‘illegal 
insider trading’. Actually, 
not all trading in a com- 
pany's stock by insiders— 
directors, executives, em- 
ployees—is illegal. Only 
. the transactions they con- 
duct while in possession 
of material non-public in- 
formation about the com- 
pany or the scrip are con- 
sidered illegal. However, 
trading by outsiders who 
are privy to such infor- 
mation—that includes 
bankers who may know 
of a company's expansion 
plans before they are an- 
nounced, or a friend with 
whom the company's CFO 
has been less than discreet—does fall under the defini- 
tion of illegal insider trading. 

B What's the argument against insider trading? 

A retail investor has access only to published informa- 
tion about a company. Ergo, insider trading can un- 
dermine his or her confidence in the fairness and in- 
tegrity of the stockmarket. 

ii How does the Securities and Exchange Board of India deal 
with insider trading? 

It restricts trading by insiders and asks companies to 
decide when it can allow insiders to trade in the scrip. 
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It directs that no trading be allowed when the com- 
pany is announcing its financial results or declaring div- 
idends, considering an expansion, acquisition, or stock 
buy back, and several other instances. Insiders, the 
regulator says, can trade only 24 hours after such in- 
formation is made public by writing to the stock ex- 
changes, publishing it in the newspapers, or putting it 
up on the company website. 

SEBI also mandates that executives have to report any 
trades of over Rs 500,000, 25,000 shares, or 1 per 
cent of the company’s stock (whichever is the lower of 
the three) to the company within four days of the trans- 
action. The company, in turn, is required to report 
this to the exchange it is listed on within five days. 

Finally, the regulator has sought to restrict the flow of 
price-sensitive information by barring companies from 
sharing the same with stock market professionals. 

B Are seBi’s laws adequate to deal with illegal insider trading? 
On paper, India’s laws on insider trading are more strin- 
gent than international ones. From merely barring insiders 
from trading on the basis of unpublished price-sensitive 
information, the laws have moved on to prohibiting any- 
one in the possession of such 
information from trading. And 
proof that the information was 
not shared is no longer ac- 
ceptable defence against 
charges of insider trading; to- 
day, an accused needs to prove 
that such information could 
have never been shared. “This 
shifts the focus on to the accu- 
sed to prove that there has been no insider trading,” 
explains Somashekar Sundaresan, a specialist in secu- 
rities law at law firm Jyoti Sagar Associates. 

w How applicable and practical are sesi’s insider trading laws? 
Not very. Under existing laws, every corporate and 
M&A transaction can be seen as the source of inside in- 
formation. The absence of a plea-bargain—an accused 
can settle the dispute without admission of guilt— 
could lead to never-ending litigation. And while 
America's Securities Exchange Commission makes it 
worth their while for stool pigeons to inform on their 
errant colleagues—they are eligible for 10 per cent of 
the value of the insider trading transaction—sEBI does- 
n't think that quite necessary. 

M What's sesi’s track record at dealing with incidents of 
insider trading? 

India's first, and most high-profile case of alleged in- 
sider trading involved Hindustan Lever Limited (HLL) 
and five of its directors just ahead of the company's 
merger with Brooke Bond Lipton India. SEBI asked HLL to 
pay Rs 3.04 crore as penalty, but the Appellate Authority 
in the Finance Ministry set aside its order. 


On paper, India's 
laws on Insider 


trading are more 
Stringent than 
international ones 
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An under-siege Arora: This pic>100 words 





INSIDER TRADING 


Is Samir Arora Guilty? 


Charge: Arora played a pivotal role in 
thwarting Alliance Capital’s plans to sell 
its stake in Alliance Capital Mutual Fund. 
This was motivated by his desire to, along 
with Henderson Global Investors, effect a 
Management Buy Out of the fund. This 
contributed to a fall of approximately 

Rs 300 crore in the assets under 
management of ACMF 

Arora’s defence: The Henderson angle is 
unsubstantiated. And of the Rs 1300 crore 
worth of redemptions that AcMrF faced 
between November 2002 and January 
2003, over Rs 1000 crore went out from 
its five debt funds. So, it wasn't as if the 
announcement by Arora and two other 
analysts that they wouldn't work for any of 
the other bidders turned off investors. 


Charge: Arora traded in the shares of Digital 
Globalsoft on the basis of unpublished 
price sensitive information obtained due to 
his close nexus with company insiders. 
Arora's defence: Alliance's equity funds 
gained Rs 24 crore from their transac- 
tions on the Digital GlobalSoft's counter. 
However, it will be hard to make 
charges of insider trading stick. 


Charge: Arora did not inform the 
companies when Alliance's shareholding 
crossed the 5 per cent limit in Balaji 
Telefilms, Mastek, Digital GlobalSoft, 
Hinduja tut and United Phosphorous. 
Arora's defence: It's the fault of Alliance Capi- 
tal's compliance department, not Arora's. 
ROSHNI JAYAKAR 


stage Charity 


Give the man a forum and watch the policy-statements roll. 


E SEEMED ONLY APT THAT CONGRESS PRESIDENT SONIA 
Gandhi refer to Prime Minister Vajpayee’s grandiose 
vision as the local variant of Walter Mitty’s dreams— 
a vernacular idiom drawn from a popular Hindi serial 
of the 1990s (Mungeri Lal was the name of the man, if 
you must know) inspired by Thurber’s masterpiece. 
After all, Sonia’s speech in parliament came just a 
few weeks after the Supreme Court had cleared the way 
for Sahara Television to air a serial named Karishma, al- 
legedly based on a book by Barbara Taylor Bradford. 

Much of Mitty’s, sorry, Vajpayee’s vision was ar- 

ticulated during a speech he delivered on India's 57th 
Independence Day. These (See The Road Ahead) 
ranged from still-on-paper projects such as the one to 
do with ports to unrealistic ones such as providing electricity to 100,000 vil- 
lages, to self-importance-driven dreams such as sending a mission to the moon. 
Part of the vision is built around the quintessential Indian notion that more 
is better. In the case of the irrs this may not necessarily be true: the only rea- 
son IIT engineers are thought highly of the world over is because the demand- 
supply imbalance ensures that only the very best get in. 

Still, not much need be made of Vajpayee’s musings. During his inde- 
pendence day speech in 2000 he promised to connect all villages with a pop- 
ulation higher than 1000 through all-weather roads. And in 2001, he 
declared that public sector banks would, over the following three years, lend 
5 per cent of net bank credit to women entrepreneurs. Neither has hap- 
pened. As Saumitra Chaudhury, the chief economist of credit rating 
agency ICRA puts it, “Grandiose plans, even if unimplementable, have no op- 
position.” Then, Mr Vajpayee, we won’t dwell on your speech. 

ASHISH GUPTA 





Vajpayee’s Vision: Or 
should we say Mitty's? 


THE ROAD AHEAD - 


VIA. 


| $i Wick starting the veri project b; Ed: jear | 
i Providing electricity to 10 million hitherto ec households 






Creating the Tourism Infrastructure. Development Fund to improve 
_ Toads, water supply, sewage, and other utilities in tourist hots Ss. 


ivatising Del hi and Mumbai airports and starting work - 

the long-overdue new airport for Bangal kii EE 

s Doubling the number of mobile users to 30 milion and launching 
service sin. Jammu and Kashmir 
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KULDEEP BHARDWAJ 
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m | - Have the Mumbai blasts nipped an emerging bull run 
. | in the bud. We think not. 


Jan. 2002 Aug. 25, 2003 
| BT N O ONE, NOT EVEN HARD-BITTEN CYNICS LIKE US, LIKES 
to see something cut short just when it seems 
to be hitting its stride. Still, we think investors 
would do well not to attach too much importance 
-— to how the stockmarket reacted following the 
bomb blasts i in Mumbai on August 25. The fact that the BT 50 
is still around 148 (and the BSE Sensex over 4000) is enough 
reason for cheer. We have always maintained that being a free 
float index, BT 50 is more responsive to the environment, and 
a much more reliable ( read: less volatile) measure of stock- 
market sentiment. In the two weeks since this magazine last 
came up, the BT 50 has moved up by close to 3 per cent in- 
dicating that a revival is truely on. For the benefit those who 
missed the last edition of the index,a quick recap. Last fortnight, 
just around three months after it was launched, we decided to 


change the composition and the weightages of the BT 50. 
. Reason: We are of the belief that indices should reflect market 
. reality and that as listings, delistings, and mergers become com- 
. monplace, they should change frequently enough to remain an 
accurate weathervane. Which is why we have included Bharti 


Televentures in BT 50. It takes the place of Britannia Industries, 


| à the company with the lowest free-float market capitalisation on 
j June 30, 2003. There's another reason why BT 50 has to 
change every quarter. Companies reveal their latest free-float po- 


sition of a company's scrip every quarter. For instance, the free 


| -float in sses has decreased from 55.89 per cent to 41.76 per 


| cent in the last quarter. BT 50 being a free-float index, a 
... quarterly revision in weights becomes necessary. These changes 
have been carried out and are effective from August 1. 


NARENDRA NATHAN 


Zee Telefilms 


Company 

Asian Paints (India) 
ACC | 
BSES O 
Bajai Auto 
Bank Of Baroda — 
BHEL | 
BPCL ua 
Bharti Tele-Ventures 
Castroi India - | . 
Cipia 

Colgate- Palmolive e (India) EY, 
Corporation Bank 

Digital GlobalSoft — 

Dr. Reddy's Laboratories 

GAIL (india) BEEF 
GlaxoSmithKline Healthcare — 0.33 
GSK Pharmaceutical 0.62 
Grasim Industries 1.68 
Gujarat Ambuja Cements 
HCL Technologies 

HDFC Bank — —— 

Hero Honda Motors 
Hindalco industries 
Hindustan Lever 

HPCL 

HDFC — 

ICICI Bank 

TC 

indian Qil Corp. 
infosys Technologies 7 
Larsen & Toubro 

MTNL 

Mahindra & Matindra 

NALCO 
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Reliance Industries 
satyam Computer Services 
state Bank Of India 

Sun Pharmaceutical 

Tata Chemicals - 

Tata Engineering 

Tata Steel. 

Tata Power 
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VSNL 
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DIEBOLD INDIA. 





WEBOLD 


We wont rest. 


Diebold ATMs are now 


manufactured in India. 


And, if vou know Diebold, you 
also know that we have the 
region s most comprehensive 
sales and service organization. 
It all adds up to one strong 
commitment to India. By one 
powerful self-service company. 
Expect highly localized solutions 
delivered quickly and efficiently. 
For India. From Diebold. 


Want to learn more? 


bt trends 


SELF WORTH 


The Return Of The JV Junkie 


Bhupendra Kumar Modi emerges from the wilderness in an unlikely role: mediator. 


.K. MODI, THE BUSINESSMAN WHO BUILT AN EMPIRE 
Du joint ventures with the world's finest cor- 
porations—think Motorola, Alcatel, Xerox, Distacom, 
Continental AG, Olivetti—only to lose most of it as 
his partnerships unraveled, is back in the news. Come to 
think of it, the man has never really been out of news, 
whether it be Xerox-Modicorp's kick-backs to buyers or 
Spice Telecom’s (this is a Modi group firm that offers cel- 
lular telephony services in Punjab and Karnataka) de- 
faults on payments to equipment vendors. If the present 
is any different, it is because Modi's return to rele- 
vance has no shades of grey attached to it. The former 
chairman of the Cellular Operator's Association of 
India (CoA)—the buzz in Delhi's telecom circles is that 
he was forced out after making a hash of presenting the 
cellular companies point of view to the then telecom- 
munications minister around the time these telcos were 
trying to move from a licence-fee regime to a revenue- 
sharing one—is back in the country from New York, 
where he is based, to help the cause of the cellular Op- 
erators in their fight against basic operators providing 
mobile services (See Limited Mobility: Unlimited Options 
in this issue for details of the scrap). That must be 
sweet vindication for the Non Resident Indian. 

Modi is the chairman of the overseas arm of the 
Vishwa Hindu Parishad, a religious body closely 
linked to the Bharatiya Janata Party. “BJP, VHP, RSS (the 
. Rashtriya Swayam Sevak Sangh), all are the same,” says 
Modi, a characteristic loose comment that is strongly 
reminiscent of his glory days. He decided to pitch in 
following a sos from son Dilip Modi who manages 
ModiCorp’s cellular operations and is tipped as a fu- 
ture chairman of Coal. And he has wasted no time in 
proffering a solution that he says is acceptable to 
both cellular operators and their basic telephony 
counterparts. Let cellular operators concede the right, 
without exiting the business themselves, to provide mo- 
bile services within a city to basic operators, he says, 
and let basic operators agree not to provide the roam- 
ing facility to their subscribers. The former accounts for 
80 per cent of the mobile telephony market, in terms 
of subscribers, and the latter, 40-60 per cent in terms 
of revenue. Modi’s message: let’s not waste time and 
effort in litigation; let us live and let live. “I am doing 
what I feel is right," stresses Modi. 

It seems only apt that this message of peace comes 
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B.K. Modi: Better believe it, he's the peacemaker 


from Modi: he became a practicing Buddhist in the 
early 1980s and for some time, even considered 
sponsoring Bernardo Bertolucci's film on Buddha. 
And the business of peace is a logical extension for his 
$150 million (Rs 690 crore) empire—in terms of 
book value, he clarifies, and the numbers have been 
vetted by auditors Ernst & Young. The group's new 
holding company MCorpGlobal is all set to foray 
into lifestyle-related products and services that will be 
offered from “total rejuvenation” centres. From 
ayurveda to yoga and vedic education to health 
food, the centres will offer a range of new-age 
stress relievers. The first centre will open for busi- 
ness in Delhi by January 2004. This will be followed 
by a US launch in March of the same year. "Quality 
of life isn't merely dependant on satisfaction of 
materialistic wants," explains Modi. “It requires 
much more and we will provide that." 

Evidently, Modi has identified peace as the next big 
business opportunity. Peace between telcos, nations, and 
religions. He flashes an ornate ring etched with Bud- 
dhist, Zoroastrian, Christian, Hindu, and Islamic reli- 
gious symbols. “I have not evolved from a businessman 
to a politician or spiritual guru," says Modi. *I have sim- 
ply evolved to (being) a complete man." And never 
mind that a company has already used that line. 

VANDANA GOMBAR 
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SUCCESS 
KNOWS 


NO BOUNDARIES 








ə 100% repatriation of capital and profits e Well connected via land, sea and air * Tax free environment 
| è Responsive, business-friendly government ¢ Well developed infrastructure * Established banking centre 
e Ultra-modern telecommunication facilities e No currency restrictions € Free zones offering 100% foreign ownership 
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Tel.: 0091 22 2283 3497 / 2284 1849. Fax: 0091 22 2283 3510. 
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Back on /erra Firma 


After a brief flight, BPO valuations are back on the ground. 


WO ACQUISITIONS, A YEAR APART, 

tell the tale of falling valuations 
in the Business Process Outsourcing 
space. In June this year, the Aditya 
Birla Group acquired 100 per cent 
of Mumbai based BPO firm Trans- 
Works for a total consideration of 
$13 million (Rs 59.8 crore at the 
then exchange rate) which was 
about 1.2 times the company's ann- 
ualised revenue. A year earlier, 
Wipro had acquired 90 per cent of 
the Raman Roy promoted Spectra- 
mind for a consideration of about 
$93 million (Rs 427.8 crore at the 
then exchange rate) which pegged 
Spectramind's valuation at about 
$104 million (Rs 478.4 crore), 
around two-to-three times the 








company's annualised revenue. And 
the signs are there that BPO valua- 
tions could become even more re- 
alistic. “We expect net margins of 
these firms on a stable state basis to 
settle at about 10 to 12 percent wit- 
hin the next three years and generic 
call centres will not be able to com- 
mand more than 1x forward rev- 
enues," says Ranu Vohra of invest- 
ment bank Avendus Advisors. Adds 
investment banker Rashesh Shah 
of Edelweiss Capital, *Today, call 
centres can trade at anything from 
0.5 times revenues to five times reve- 
nues; the range is becoming visible 
as the industry evolves." Shah adm- 
its that *market leaders command a 
premium," but adds that *there are 


HOUJ CAN I MAIN- 
TAIN THE MORALE - 
INSPIRING ILLUSION 
OF AN OPEN DOOR 
POLICY WITHOUT 
ACTUALLY HAVING 
ONE? 
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MY OPEN DOOR 
POLICY IS RUINING 
MY HAPPINESS. 


USE YOUR BODY 
LANGUAGE TO CREATE 
A PROTECTIVE BUBBLE 
OF UNWELCOMENESS. 


IT’S A PLEASURE 
TO SEE YOU. 


SHIVAY BHANDARI 





Earth to Moonrocket: “Calling 
Moonrocket. Come in please” 


several companies visible at the base 
of the pyramid as well”. It’s a fairly 
tall pyramid: firms at the top boast 
revenues in the $25-30 million (Rs 
115-138 crore) a year range; those 
in the middle, $15-25 million (Rs 
69-115 crore), and those at the 
base, under $12 million (Rs 55.2 
crore). And with the market in the 
throes of consolidation, valuations, 
across the pyramid, can only fall 
further. Another bubble bursts. 
PRIYA SRINIVASAN 


PEOPLE STOP BY 
ALL DAY LONG 
AND COMPLAIN. 


STRESSED-OUT 
SCOUL . 


STOP BY 
ANY TIME. 
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And the sixth iiis mediur 
manufacturer in the world. 


We put the spirit of India into ‘the bou s first indigenously ssnsd passenger a 


the Indica. It has not only won countless hearts here, but has also steered pb: ‘onto — 
the automobile map of the world. 
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Of course, what truly thrills us, are the millions who endorse us day in and day out across roads, 
by-lanes and highways. They remain close always, through our 400 dealer and 1500 service outlets... 


These are inspiring times. After successfully driving through 70 countries, 
we believe we can raise our flag even higher in the automobile world... 


Though our vision now travels across many more lands, our heart will always 
remain the same. And so our new name reflects our focus, our core competence 
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Promotion Marketing is stronger than ever. From building brands to maximising 


to switch, trade-up or buy more. 
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DUM Please fill out this form (BLOCK LETTERS) and mail it with a cheque/DD payable to ‘Kidstuff Promos and Events! for 
oo R8:12,999 to : Bebnaaz Sidhwa, Kidstuff Promos and Events, Haji Mansion, 59th Road, Ground floor, Flat No.2, Khar (West), 
.- Mumbai - 400052 or Alpana Gordon, Kidstuff Promos and Events, 213 B, Shahpur Jat; New Delhi - 110049 
Yes 1 L want to be part of Promo Power 2003. 1 am enclosing a cheque/DD No cos «osi drawn ON (specify bank) - 
a ghia E cee lor uae MEC o oto. EL favouring ‘KIDSTUFF PROMOS AND EVENTS’ 
Namie. EP OLEI OUR , Desigriatioft ies SCR CHE E MERC ONE Mensis 
Company Name aars E Company Address eeu MOM MET EEEE GENS DNE RES 
"^ Phong susuci NETTO RN ES ocu RIS ae uu PONO CPU NEN 
3 Your invite will be couriered/ mailed within 7 days of receiving your cheque, i 
-` For queriés, contact Behnaaz Sidhwa in MUMBAT at 022-26494925, E-mail: behnaaz@kidstuffpromas.com or 
. Alpana Gordon in NEW DELHI at 011-26499531-34, E-mail : alpana@kidstufforomos.com 
ed Promo Special - A discount of 10% to groups of 5 and above from a single company: (All chegue/ DDs and registration forms 


i e à to be submitted together]; The registration fee includes lunch (both days) and snacks, and an Invitation to the Mcdowell's 
Signature All-India Promo Awards Cocktails and Dinner, des 





e Customer relationships. From informing and reaching out, to motivating customers: 


Join international.and Indian marketing top guns at PROMO POWER 2003 - to get 
to know the ins and outs of 2500 great campaigns and promos, and what makes 
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Freedom Of Travel 


Weekend-trippers in India are on the rise. 


CI. WHERE SOME 
celebrated India's 
56th birthday? Outside 
the country. And it 
helped that August 15th 
was a Friday. Shrugging 
off accusations of unpa- 
triotism, the serious trav- 
eller was already pack- 
ing his bags Thursday 
evening to board the 
flight to Thailand, 
Singapore, Malaysia, or 
Sri Lanka. It is estimated 
that some 8,000 Indians 
went on short overseas 
holidays last year, and 
the figure this year could 
be higher. But what's got the tourism industry excited 
is the general surge in weekend vacationing. For exam- 
ple, this independence day weekend, hotels and re- 
sorts in places such as Mussoorie, Nainital and 
Shimla were choc-a-block with tourists and some 
even doubled their rack rates. “Weekend holidays are 
definitely coming of age. For the independence day 
weekend, we had close to 250 bookings made some 
15 to 20 days in advance," says Vikas Khanduri, 
Regional Manager (North), Cox & Kings. 

Not surprisingly, operators such as Cox & Kings 
and Thomas Cook have come up with a variety of 
affordable two-to-three day national and international 
packages that cost anything between Rs 1,500 and 
Rs 20,000. Typically, the packages include air fare, hotel 
stay, sometimes, local sightseeing. Some operators 
even offer easy-pay schemes to customers, allowing 
them to pay in easy installments. As a result, this seg- 
ment is growing at a healthy 30 per cent annually. It 
seems with growing affluence and exposure, the aver- 
age Indian has become more peripatetic. 

T.R. VIVEK 
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W-trippers: Going fishing? 
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apoor's bank picks up steam. 


| INETEEN MONTHS AFTER HE RECEIVED THE NOD TO 
set up a private bank, Managing Director of 


A Rabo India, Rana Kapoor, is gearing up to open the 
-doors of Yes Bank end of this year. Its headquarters 
- will be located at Worli, where Yes Bank has ac- 
— quired 20,000 sq ft on five floors. An army of con- 
. sultants is busy putting the structure and systems in 
. place. While kPMG's technology consulting group is 
.. working on the core banking solutions, Hewitt Asso- 
.. Giates has draw up a comprehensive HR document, 
- covering comparative salary structures, job descrip- 
- tions, organisation systems, retention plans and em- 
— ployee trust structure. And Korn Ferry International 


has been roped in to get people for the top 25 jobs. 
But more importantly, the bank's promoters— 


- besides Kapoor it includes Ashok Kapur and Rabo 

. Bank International—have managed to get in two 

- private equity investors for the equity capital 

- requirements. Says Kapoor: "Financial closure for 
the bank will happen in the first week of 

- September.” While Kotak Mahindra group, the other 
— to get a banking licence in January 2002, opened 
__ its bank in February this year, promoters of Yes bank 
. have been facing a number of speed breakers on the 
_ Way. “There are bound to be birth pangs, but we are 
_ working towards getting off the ground before the 

end of this year,” says Kapoor. 


ROSHNI JAYAKAR 





You cant save yourself trom Income Tax. 


Canon iR1200 desktop multi-functional copier has the lowest running cost. Its 'drum & toner technology 
makes it rugged & saves up to Rs.20,000* per year. So you recover the cost of the machine in just 3 years! 
*12 cpm/ppm copying & printing * 2400x600 dpi * Faxing at 33.6 kbps (Super G3) * 2 hrs battery backup”. 


But you can save up to Rs.20,000 per year. 


WS m. Jue 
INVONVH AVAIHS 







Canon 


Use it the way you like it 


JTH & SOUTH EAST ASIA REGIONAL HEADQUARTERS: CANON SINGAPORE PTE. LTD. 79 ANSON ROAD # 09-01/06 SINGAPORE 079906. INDIA OFFICE-CANON INDIA PVT. LTD., NEELA GAGAN, MANDI ROAD, MEHRAULI, NEW DELHI-1 10.030. 
ill Canon at 1600 33 33 66 or e-mail at gangopadhyay@canon.co.in 
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bt trends 


"Feel Proud About 


Brand India" 


As the Managing Director of Inter- 
brand Inside, a division of world's 
top brand consulting firm, Inter- 
brand, lan Buckingham helps shape 
-some of the best-known brands such 
as American Express, Philips and 
Marks & Spencer. Recently in India, 
where Interbrand has a tie up with 
Equitor Management Consulting, 
Buckingham gave his take on brands 
in India. Excerpts: 


How do you see branding in India? 

| think that on a corporate level and na- 
tional level, brand India is absolutely at 
the crossroads. There are plenty of hid- 
den jewels that are growing rapidly by 
offering innovative products to the UK. 
Take for example Flexcube, a standard 
for banking software in 93 countries. It 
(i-Flex) has quietly built a product that 
is probably the only serious software 


product coming out of Indian ir busi- 


ness. Jet Airways is another brand that 
is so true to the Indian culture and 
values. The service we experienced 
was a great one and | think it's a great 
opportunity in terms of making it a 
standard for airlines. The electric car 
Reva should also make headlines in the 
UK. It's very much in line with what UK 
needs now. The focus needs to be on 
building brand awareness within India 
and making people proud about the 
brands. 

You have been talking a lot about in- 
ternal branding. What is internal 
branding? 

The short hand of that is ensuring that 
the people .within your organisation 
are in a position to deliver the brand 
promises that you are making. 

How does one implement it? 

First, mobilise your top team on the 





business case for doing this. Then 
comes the communication step, where 
the organisation fully knows what the 
brand is and the values it holds, why it 
holds such values, and sharing their 
story so that people are aware of it. 
Finally, create platforms for people to ex- 
plore for themselves and understand 
personally and fundamentally, and see 
the behaviour indications among them 
as individuals. 

DIPAYAN BAISHYA 


BANDWAGON 


Watch out, Nokia I^ 
BE 


Meaney 20 MILLION. THAT'S THE NUMBER OF WIRELESS HANDSETS (GSM & 
CDMA) that will be sold this year—more than double the number of 
colour Tvs sold annually. That's also the magic number that makes local 
assembly and manufacturing viable. And companies are taking the bait. 
Consumer electronics major Videocon (through a tie-up with Alcatel) will 
start assembling completely knocked down (ckD) kits in six months at its 
plants in Aurangabad and Kolkata. Though labour is a small component 
of handset cost (less than 5 per cent), the eye-popping difference bet- 
ween international and local labour costs (over 30 times) becomes 
significant when spread over larger numbers, says Videocon Chair- 
man Venugopal Dhoot. Another company bitten by the manufac- 
turing bug is the Chennai-based Munoth Industries (it currently ret- 
ails an eponymous brand of phones imported from Korea, which is 
investing Rs 50 crore to set up the infrastructure. Consumer electro- 
nics major BPL also plans to launch locally manufactured phones next 
month. Besides, the US-based UtStarcom is looking at local manu- 
facture of asm phones. Nokia had better watch out. 

VANDANA GOMBAR 
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Cancun Can-Can 


The US' dance with the EU may hurt India. 


T IS FAR MORE DIFFICULT TO ACHIEVE A CONSENSUS 
when there are three points of view involved. At 
the World Trade Organisation, this suited India 
and other developing countries just fine. These 
countries have all along maintained that they will 
not open up their markets to agricultural imports 
until developed countries scrapped all forms of sub- 
sidies. The conflict between the US and the 
European Union on this issue—the former is keen 
on the liberalisation of agricultural trade while the 
latter wishes to retain the flexibility to continue sub- 
sidies—has traditionally helped developing coun- 
tries get their way. Now, it looks like they'll no 
longer be able to use this strategem. Reason: a 
recent announcement by the US and the EU to the 
effect that they have arrived at an agreement on 
the issue of agricultural subsidies. India is sticking 
to its original position that it will consider the issue 
of opening up its market to agricultural imports 
only after understanding the actual cuts effected 
by the US and the EU in their subsidies. Not all 
news, however, is bad: 14 developing nations, 
including India, China, Brazil and Mexico have 
forged an alliance to oppose the US-EU move. 
“This will not only provide the developing world 
with greater negotiating power," explains T.K. 
Bhaumick, Senior Advisor (Trade Policy), Confede- 
ration of Indian Industry, "but also result in some 
rd negotiating at the coming meet". The worry is 
t the US-EU combine could force developing 
*ntries to discuss issues related to investment 
government procurement (put simply, they don't 
want to do this). And some analysts suggest that 
not too much be made of the 14 nation axis. "Rem- 
ember Doha," they chorus. India, for the benefit of 
those who know little of the Doha round of talks of 
the wro, stood alone in its opposition to introduc- 
ing new issues for discussion at the conference. 
ASHISH GUPTA 





EXECUTIVE TRACKING 


Autumn Churn 


MIT BOSE’S MOVE 

from Reliance Info- 
comm to Tata Teleser- 
vices as President seems 
to be roiling waters in 
the Tata company. Key 
executives are being 
shuffled around and the 
company’s Managing 
Director S. Rama- 
krishna—surprisingly 
(because he should be 
the one deciding on the role changes)—doesn't 
seem to be happy about it. When BT spoke to him, 
he did sound a little disturbed over the redeploy- 
ment of a “credible person" such as the coo of 
Tamil Nadu circle R. Balachandran to the Andhra 
Pradesh and Gujarat circles. BT will be keeping an 
eye on the developments here. 

Meanwhile, Marico's Harsh Mariwala continues 
to lose people. Between January and June this year 
he lost coo Jaspal Bajwa, Marketing Head Arvind 
Mendiretta, and GM (HR) Chetana Gargava. Now, 
it’s the turn of Marico Healthcare CEO Pranab 
Datta to call it quits after a 13-year stint at the group. 
BT hears that he’s joining housing major, Mahindra 
GESCO. There's movement at Pepsi, too, where 
CIO Upal Chakrabarty has moved to BPO major 
Convergys in a similar capacity. *The challenges of 
a CIO in the rr-enabled sector are far more than in 
FMCG. In Pepsi, rr is merely a support, but in (Con- 
vergys) it is the backbone," explains Chakrabarty. 

Things are warming up at Ramesh Vangal's 
Scandent Network. Come September, it will get a 
new Vice President (marketing & new business 
development) in Ashish Mishra. Until early this year, 
Mishra was Bacardi's Marketing Controller, which 
he quit to join the WPP Group's marketing consul- 
tancy, the Henley Centre, as CEO. 

MOINAK MITRA 





Amit Bose: Creating a 
buzz, alright 


ageRUNNER™ 
1200 Series 


You couldn't save the Titanic. 
But you can save up to Rs.20,000 per year. 


Canon iR1200 desktop multi-functional copier has the lowest running cost. lts drum & toner technology 
makes it rugged & saves up to Rs.20,000* per year. So you recover the cost of the machine in just 3 years! Can on 
* 12 cpm/ppm copying & printing * 2400x600 dpi * Faxing at 33.6 kbps (Super G3) * 2 hrs battery backup* 





= Use it the way you like it 
ditions apply 
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Il Canon at 1600 33 33 66 or e-mail at gangopadhyay@canon.co.in 
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Palio Redux 





"NW D 


Bachchan and Khan: The new stoichiometry instructors 


Pest Control 


Celeb endorsers to help consumers keep the faith. 





OR ABOUT A YEAR AFTER ITS 

launch in September 2001, 
the Palio ruled Indian roads 
(well, in a manner of speaking, 
it did). Then, news of its par- 
ent's financial woes and its 
reputation as a fuel-guzzler 
caught up with the marque. In 
April 2002, the company sold 
3,985 Palios. By December, it 
was selling a mere 550 a 


Tu IS A NEW ROLE FOR CELEB ENDORSERS. THEY'VE ENDORSED 
everything from pens to financial services to colas to cars. But 
safety? Actually, they'll still be selling colas, but post the pesticides- 
in-soft-drinks scare, the ads are likely to be less about colas, and 
more about how it is safe to drink them. Coca Cola and PepsiCo 
may well have to get their endorsers—it could be Aamir Khan for 
Coke; Sachin Tendulkar or Amitabh Bachchan for Pepsi—to 
mouth lines about how safe it is to drink a cola. Burp! 

"Our prime motive is to clear our image with the consumer," 
says Rajeev Bakshi, Chairman, PepsiCo India. *We may call in Amitabh 


Bachchan and ask him to make a 
rational statement before mov- 
ing on to the emotional aspect." 
The choice of Bachchan has set 
the rumour mills going about how 
Tendulkar, fresh from his Ferrari 
controversy, opted to sit this 
round of commercials out. *These 
reports are speculative," says 
Shashi Kalathil, PepsiCo's 
Executive Director (Marketing). 
“Besides, we would never do 
anything that compromises the 
image of our endorsers." 

Coca-Cola India plans to use 
Aamir Khan to bolster its image. 
According to the company, it is 
still working on the form and 
content of its image-salvage com- 
mercials. It doesn't take rocket- 
science to figure out that these 
will be fact-heavy. As Pepsi's 
Kalathil puts it, *It will involve 
scientific figures and facts". Well, 
it ll be a refreshing change to 
have Aamir Khan and Amitabh 
Bachchan tell us about the finer 
points of stoichiometry. 

T.R. VIVEK 


DASH BOARD 
To the Ambassador, 
of which another new 
variant 
was launched 
recently, purely for 
longevity. We 
promise to say 
no more. 


India’s Telecom 
Minister Arun Shourie 
has discovered one 
of the perils of a fluid 
policy regime. Upset 
at vsNL’s falling rev- 

enues, its American shareholders— 

the government had promised them 

at the time of VSNL’s GDR issue that 

the company would enjoy its mo- 

nopoly in international long dis- 

tance telephony till 2004; it actually 

lasted till 2002—have 

filed a class action 

E ^> suit. That hits 

-= ee VSNL’S Current 

» owner the Tata 


Group , but surely 
Shourie knows all 
about the concept of 
moral responsibility. 





month. The company did try to 
halt the slide, by upping the 
marketing ante, and by launch- 
ing a diesel variant. Now, al- 
most a year after its south- 
bound journey began, Fiat has 
unveiled its long-overdue third 
front. On August 26, the com- 
pany launched the Palio NV. 
Priced marginally higher (the 
existing model retails for bet- 
ween Rs 350,000 and Rs 
412,000 depending on the 
model; prices are ex-showroom 
Delhi), the NV is about 10 per 
cent more fuel-efficient than its 
predecessor. The company has 
asked its dealers to sponsor 
mileage rallies to drive home 
this message. Already, on the 
strength of its marketing efforts 
and helped by the buoyancy in 
the market, the Palio’s sales 
have climbed back to 2905 (in 
July). The NV may be just 
what's needed for the marque 
to retain its lost glory. 

SWATI PRASAD 





THE PLA "GF A COLD 


DELUE WAVE ON SOFT WHITE SAND: 


I N 


Louis Philippe summer collection is inspired by the silver seaside and sun-kissed vineyards of the French Riviera, and is reserved for the fortunate few. 


lable at the Eum Dane SHOWROOM 





IO 0 % COTTON: 


and other leading menswear stores. 
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SUMMER COLLECTION 2003 






The upper crest. 
Luxury Suits > Shirts > Trousers > Accessories 


CONTRACT- 1575-2004 
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by Saurabh Singh 





...M.S. Banga’s HLL and Graeme 
Dalziel's Colgate decided to settle their 
differences out-of-court... 










V.S. Jain's SAIL soared on the bourses 
to enter the top five in the NSE in 
terms of market capitalisation... 
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„And TVS Motors’ Venu 
Srinivasan introduced the 
bike Centa and also the 
prototype of a three-wheeler 
to take on Bajaj. 














NOT EVEN THE SUMMER 
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SUMMERS COLLECTION 2003 


SHOULD MEET YOU. 
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Epson Dot Matrix Printers. Performance that never lets you down. 
With an Epson Dot Matrix Printer, you can be sure that your print jobs go without a hitch. However demanding the toh, an test 


Dot Matrix Printer is built to deliver. So if reliability matters, simply turn to an Epson - the world No.1 in Dot Matrix Printers. ...Epson Dot Matrix Printers... 
ROCK SOLID RELIABILITY 


| Toll free Helpline No: 1600 440011- 9 am to 9 pm 
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proren MAY GET REAMS OF COVERAGE IN TERMS 
of deals struck, and rT CEOs may rub shoulders 
with actors, sportspeople, and politicos in terms of 
star value, but pharma isn't exactly an also-ran. In 
E RE of coverage concerning financials and 
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Cirrus is a Delhi-based image monitoring agency. Feedback to bt-cirrus@icirrus.com 
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There are regular —— | 
unit-linked to] 
insurance plans. 








And then 
there is LifeTime. 


Presenting LifeTime - the unit-linked insurance plan that towers over all the others. Offering a unique blend of wealth generation and protection 
for your family, at every step in life. A one-stop financial solution that is the gold standard among unit-linked insurance plans. 


Higher Returns - Our funds have grown by 14.1% (Income 
fund) and 37.1% (Growth fund), exceeding the corresponding 
industry benchmarks of Crisil Bond Index at 12% and Nifty 
at 23.4%. 


Total Flexibility - You can switch between three fund options, 
alter life cover and increase investments as your needs change. 
Also take a Premium Holiday?, while you stay protected. 


Greater Liquidity - You can make withdrawals after 3 years of 
the policy, without incurring any penalties. 


Complete Transparency - We were the first to declare NAVs 
on a daily basis, offering complete transparency and helping you 
keep track of how your savings grow with us. 
In addition, since inception we have declared and maintained 
alow and simple cost structure with no hidden charges. 


Get the advantage of India's No.1 unit-linked insurance plan. 
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| We cover you. At every step in life. 


CALLE? Mumbai - 2830 7877 * Pune - 610 3232 * Delhi - 2430 8030 * Chennai - 2820 3322 * Bangalore - 532 3133 * Hyderabad - 2312 8989 
Kolkata - 2253 9100 * Ahmedabad - 647 9199 * Cochin - 238 4524 or call your advisor. 


1 The past performance of the plan is not indicative of its future performance. Annualised returns for the period 30th July 2002 to 31st July 2003. 2Policy continues till the time your fund has adequate money to pay for the insurance premiums 
The above information is indicative of the terms, conditions, warranties and exceptions contained in the insurance policy. Investments are subject to market risks. For further details, please refer to the policy document and product brochure 


Form No. UL 6. Insurance is the subject matter of the solicitation. ICICI Prudential Life Insurance Company Limited. 
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A fire fighter sifts through the wreckage of cars damaged 


by an explosion. 


Should Mumbai Worry? 


For now the commercial capital seems unshaken. 


Hit By Blasts 
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The drop shaved Rs 27,000 crore off BSE's market cap. 
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eae THAN A MONTH AFTER A BLAST AT GHATKOPAR KILLED FOUR AND 
injured 32, Mumbai was rocked by two synchronised car bombs on 
August 25. When BT went to press, forty-six people had died and more 
than 140 injured. The BSE Sensex plunged 145 points soon after news of 
the first blast in Zaveri Bazaar reached Dalal Street (there was another one 
minutes later near the Gateway of India). But by the end of the day, it re- 
covered to close above the pyschologically-important mark of 4,000. 

But the question is, should India’s business capital worry about its 
increasingly violent clime? Although this is the sixth attack in nine 
months and comes after 10 years of the most violent one in March 
1993, which killed 253 people, Mumbai’s marketmen are putting 
up a brave front. “The fact that the market fell and recovered towards 
the close suggests that based on the present level of knowledge, the mar- 
ket may have discounted the event,” says U.R. Bhat, Director, J.P. 
Morgan. “As for the sentiment, this is not the first one (of the blasts) 
in Mumbai and so that should hopefully give confidence.” 

Bhat isn’t alone in discounting the effect of the blasts on Mumbai’s 
stockmarkets. Mitesh Mehta, Director, K.G. Vora Securities, feels that the 
fall in Sensex is more due to the expected correction and some operators 
booking profits rather than a reaction to the bomb blasts. He says that a 
further 100-point fall is not ruled out. “People all over the world are by now 
used to such acts of terrorism and I don’t think this incident will affect the 
Fil inflow, unless this takes a communal turn,” says Mehta. Hope he's right. 

DIPAYAN BAISHYA 
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"The fact that the market 
recovered towards the 
close suggests that it may 
have discounted the event" 
U.R. Bhat, Director, J.P. Morgan 


ig^ 


"Such events can never 
have a long-term effect on 
Mumbai’s business" 

Shailesh Haribhakti, President, IMC 





“The fall may be more due 
to the expected correction 
and people booking profits” 
Mitish Mehta, K G Vora Securities 


“These bomb blasts will not 
affect the spirit of Indian 
business” 

Harsh Goenka, Chairman, RPG Ent. 











25% higher Net Profit 
as per the US GAAP 


| For the year ended Figures as per Indian | Figures as per Comparative | 
31st March, 2003 Accounting Standards | US GAAP increase | 
_ Net Profit Rs. 457 crore Rs. 572 crore Up 
EPS Rs. 23.73 Rs. 29.71 
Shareholder’s Funds 
. (Capital + Reserves) | Rs. 2109 crore Rs. 3369 crore Up 


! Book value Rs. 109.53 Rs. 174.98 





"United States Generally Accepted Accounting Principles 


For further details visit us at www.obcindia.com 
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Statement of Shri S. Behuria 


Chairman & Managing Director 


Bharat Petroleum Corporation Limited 


at the 50TH ANNUAL GeneraL MEETING 
of Shareholders in Mumbai, 18th August, 2003. 





Br Shareowners, 


On behalf of the Board of Directors and on 
my own behalf, let me extend a very warm 
welcome to all of you in this 50th Annual 
General Meeting of the Corporation. The 
Directors’ Report and the Audited Accounts 
are already with you and with your 
permission, | take them as read. 


The year 2002-03 could be marked as a 
year of major 
changes in the 
working 
environment o UE U Bs MEE 
and structure of the oil industry in India. | 
am extremely happy to inform you that the 
BPC group has posted sterling performance 
during the year, clearly indicating its 
preparedness to accept these changes. 
During the years to come, we are confident 
that this performance would be surpassed. 


Recently, the Government has announced 
its intention to divest shareholding 
in BPC by way of a public issue, 
making BPC a board 
managed company. This 
morning, | intend to share 
with you a few thoughts 
on the business 
conditions being faced 
by your company, the 
expected changes and 
BPC's readiness to take on 
the challenges. 


The Economy 


The rate of growth in India's Gross Domestic 
Product (GDP) during the fiscal year 2002- 
03 was about 4.196. An imbalanced monsoon 
leading to pockets of drought and a sharp 
decline in the agriculture sector output, 
continued sluggishness in the world economy 
and the stand-off in the Gulf resulted in low 
growth. The growth in GDP was mainly due 
to the increased role of the services sector. In 
line with GDP growth, the oil sector also saw 
a small recovery in growth patterns and the 
oil demand increased by 296 during the year. 


The current year, on the other hand, looks 
very promising. We are experiencing a very 


| 





z T LEVER PE z 
? - Se a pear = - 
= = > AFi = dits P= ies f 

AED E Et E 3 , £a 

^c eis SE, < = 25. "x h 
- T i > = 4 z " } 

aw 238 r S FAT fe 
=} ` : ni i 
ux 

















good monsoon after a period of about 3 
years. Most of the sectors like infrastructure, 
automobiles and manvfacturing are 
showing encouraging results and it is 
expected that the economy would grow at 
a much higher rate this year. 


World Energy Markets 


Volatility continues to be the main feature 
of the international oil markets. In the 
recent run-up to the Iraq war, international 


prices of crude and products increased 
significantly. This resulted in a spiralling 
effect in the domestic market and a major 
portion of the increased prices was 
required to be shared between the 
consumers and the oil marketing 
companies. While domestic prices 
moved with international prices for 
all industrial products, the oil 
companies moderated 
increases in retail 
product prices - 
maintaining SKO and 
LPG prices and not 
passing on the full impact 
in MS and HSD prices to 
the consumers. 


With the beginning of the 
war, many of the 
uncertainties in the market 
had vanished and international 
priceshave eased considerably. The 
possible re-entry of Iraq in the world oil 
market may disturb the current demand- 
supply balances, as Iraq has the capacity 
to produce crude oil at cheaper rates, due 
to their high yield per well. However, 
considering the current energy balance 
and low stocks held by most of the countries, 
we expect that the current price levels will 
continue for some more time. 


Performance 


Last financial year was the first year of 
operating in the ‘fully deregulated’ 
environment. The year saw considerable 













changes, including frequent changes i 
retail fuel selling prices, both upwards an 
downwards - so far unheard of by tk 
consumers. It also meant product purchase 
on a commercial basis, purchase of cruc 
oil based on commercially negotiate 
contracts from both domestic an 
international suppliers etc. The BPC grou 
has reported a very strong performanc 
during this period showing the results « 
efforts taken by one and all during th 

earlier period. 


The combine 
Refiner 
throughput «c 
BPC’s Refinery at Mumbai, KRL and NR 
increased from 17.8 
million metri 
tonnes (MMT) t 
18.17 MM 
Group marke 
so 1€ 
increase 
from 19.9 
MMT t 
20.53 MMT. | 
addition, th 
group als 
exported 0.6 
MMT of product: 
Financially, the grou 
companies achieved a sales turnover < 
Rs.568.18 billion (56,818 crore), up by 24' 
and group profit after tax (PAT) increase 
by 81% to Rs.18.22 billion (1822 crore). Afte 
setting off the minority interests, Grou 
Earning Per Share (EPS) increased fror 
Rs.31.04 to Rs.51.76. This robust Group EP 
shows the strong synergies between th 
various parts of the BPC group and th 
benefits derived from the subsidiar 
companies for the BPC shareholders. 
BPC as a company also performed fairl 
well. Domestic market sales increased fror 
19.15 MMT to 19.86 MMT, registering 
3.71% growth and it is very heartening t 
note that BPC has increased its market shar 
in all the four products, which wer 
deregulated effective 1st April 2002. Ove 
the last five years, BPC has increased it 
market share from 21.5% to 22% giving : 
Cumulative Average Growth Rate of 3.29 
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which is the highest in the industry. BPC 
nieved a 21.77% growth in sales turnover 
| Rs.398.30 billion (39830 crore) to 
85.02 billion (48502 crore). The gross 
ofit before interest, depreciation and tax 
creased: by 28.66% to Rs.27.20 billion 
M2720 crore). Profit after tax showed an 
increase of 47.09% from Rs.8.50 billion last 
or io Rs.1 2.50 billion (1250 crore). BPC 
s earned a return of 28.6% on networth 
id. 16% on the capital employed. The 
“compares very favourably to the 












early 40% of PAT. 


During the first two months of the current 
fear, oil demand declined further. The 
ransporters' strike and heat wave that 
engulfed many parts of the country affected 
‘sales considerably. The whole industry 
: witnessed reduction in sales volumes. 
He wever, the third month provided the silver 
ining to the cloud. On an overall basis, the 
-BPC group has maintained sales 

: volumes, as against reduction 
“reported by the industry. 
Traditionally, the BPC 
"refinery has also been _ 
taking its. scheduled 
shutdown: during the 
first quarter. Despite 
‘these reverses, the 
[rest has managed a 
profit after tax of Rs.512 
re, out of which Rs.319 
were generated by 
The increase in profits was 
7 ‘imarily. due to the higher 

i marketing, margins and some prior period 























ompetition in Retail 


PIA ISDN ty MDE YEMEN nel n mes naM Si Cait 


After deregulation, the Cosine has 
-allowed four more players to sell automotive 
fuels. As and when the new players enter 
the .oil sector, they would pose stiff 
competition to the existing players. The 
-market would turn from a seller's market to 
"a buyer's market and the customers and 
jmers would be calling the shots. BPC 
E€ s competition as it has always stood 
iness, innovation and transparency 
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companies has been abolished. Taking 
advantage of the same, BPC has planned 
an aggressive growth strategy in the retail 
sector. The retail network would be 
increased by about 700 new sites this year. 
A number of resitements have also been 
planned in order to correct the 
unprofitable. allocations during the 
planned days. The new network would 
be more robust and would focus on the 
proper trading areas. 


To retain its position in the competitive 
market, BPC has been taking a number 
of steps. The initiatives already taken 
include a customer focused organization 
structure, new technologies, guaranteed 
quality and quantity through ‘Pure for 
Sure’ outlets, customer friendly schemes 
and ‘In and Out’ outlets, amongst 
others. BPC has now 1.2 
million loyal Petro 
Card customers. We 
have also enrolled 
3 lakh FleetCard. 
customers. The 
‘Pure for Sure’ 
campaign now. - 
covers nearly 
half of BPC's sales 
-and would. be 
extended to about 
80% of the sales by the 
end of the year. These 
steps would not only allow us to 
retain our market share but would 
also give us growth. 


Highway retailing too, is 
emerging as a key orea 
with vast opportunities; 
With an improved network 
of highways, highway 
travel both for business 
and leisure has been on 
the rise and this is one. area 
where the need for 
convenience is felt the most. 
BPC's OSTS' located on the golden 
quadrilateral, offering a range of services 
including dhabas, restrooms, shops etc., 
under the ‘Ghar’ brand, would endeavour 
to create a 'home away from home' 
experience for the highway customer. 


| 

| 

j ‘Speed’, the first branded fuel in the 
| country, introduced last year, has 
| cornered nearly 60% of the premium 
| fuel segment. ‘Speed’ is now. available 
| in approximately 380 outlets in 18 
| cities across the country. As a 
| consequence, BPC bagged the 'Award 
| for Achieving Brand Excellence in 
| Marketing - Speed & Bharatgas’ at the 
| 2nd Indian Express Awards for 
Marketing Excellence. Recently, we 
have also introduced 'Speed-93', a 
high octane oil giving the advantages 
of the multi-functional "additives 
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available in Speed. The new fuel would 
cater to the newer sophisticated engines 
of the modern automobiles. 
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Other Businesses 


BPC has been a trendsetter i in toking various 
initiatives that ensure comfort, convenience 
and. reliable service to its over 17 million 
LPG customers. All customers can book their 
refills round-the-clock at all distributorships, 
with guaranteed delivery of refills within 
24 hours, on all days of the week, at the 
convenience of the customer. The new 
computer based package installed. at all 
distributorships helps. tracking: of customer 
consumption and pro-active deliveries. BPC 
has also pioneered the 
24-hour Bharatgas Helpline, which has been 
implemented in all. major markets. Noting 
the encouraging response 
from customers, BPC's online LPG 
booking facilities on its portal 
http://www. ebharatgas. com has 
now been extended to 6.2 
million customers in 51 cities. 
Booking of refills through the 
four digit number '1712' is also 
continuing in most major 
“markets. in addition, 43 
Customer Relation Centers are 
“operational all over the country, to 
provide assistance on all LPG. related 
matters to the customers. 
Recently, BPC has launched an initiative, 
through which the LPG consumers can check 
the weight of the. cylinders on delivery on a 
‘Salter Scale’, The scheme has been 
launched in Delhi City and some more 
markets in Northern Region and is being 
extended to the rest of the country in a 
phased manner. With this, the confidence 
levels of the customers have gone up 
substantially. BPC is also implementing 
reticulated LPG in large building complexes 
to enhance customer convenience. 


One of BPC's major thrust areas is 
customer safety. It has decided that all new 
LPG consumers would be provided with 
-an anti-rodent hose branded 'Suraksha'. 
Even existing consumers can now switch 
over to Suraksha' at an affordable price. 
. This hose is developed. by LPG Equipment 
Research Center, Bangalore. With BPC's 
efforts, the price of this hose has been 
brought down by about 30 to 35%. BPC is 
in the process of providing additional 
services to its valued Bhoratgas consumers 
with the help of partners like M/s. 
Hindustan Lever Limited, M/s. TTK Prestige 
Limited and M/s. Hawkins Limited for 
supply of various kitchen related items. 

The lubricants consumers of the unified 
‘MAK’ brand would be supplied with 


products of international standards from the 
new upgraded plants in Mumbai and - 


"——————————————— —————O—'!'"("("————"—Y——————————————M T EE E EE E PEE ER ERE 



















VORAUS Css 





| With ihe ae denice of KRL and 


Kolkata. in order to bring in beter quality 
control, BPC has decided to produce base 
oils at its Mumbai refinery. The industrial 
customers would be serviced through the 
‘Pure for Sure’ guarantee and through 
electronic B2B initiatives. The aviation 
customers are being serviced through the 
state-of-the-art 'Astra Nova' apron 
manogemeni system, 


Overall, we are confident that with the 
new and existing customer focused 
initiatives, our market share would be 
maintained and increased. 





Empowering People 


i keeping with the rapid changes in the 


petroleum sector, key initiatives to 


empower the staff have been instituted 
_by the Corporation. Competency maps 


for critical positions in the Corporation 
have been developed, which will identify 
developmental thrust needed for the job 
holder to be more effective and successful. 
The forum of IDEAS started three years 
ago has become extremely popular, with 
the number of creative and innovative 
ideas submitted growing considerably. Re- 
skilling and redeployment of workmen 
continues to be a focus of the organisation 
to optimize manpower utilization. The 
Corporation has decided to institute a 
Bharat Petroleum Scholarship Scheme to 
support bright and talented students in 
their pursuit of higher learning in India 
and abroad. We propose to award over a 
crore of Rupees each year to students in 
India on this behalf. 





roduct Security 





NRL into the BPC group, the 
gap between demand 
and product availability 
has reduced 
considerably. BPC still 
remains deficit on the 
product supply, 
particularly in the 
Northern Region. For the 
first two years of 
deregulation, oil companies 
had signed product exchange 

and infrastructure sharing agreements. 
These agreements would come to an end 
by 31st March 2004. 


To address this requirement, a number of 
steps have been taken. To start with, the 
capacity of the BPC refinery is being 
increased to 12 MMT per annum by end 
October 2004. The Mumbai-Manmad 
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from the proposed BORL refinery at Bina. 





The BPC group Can processes 


equity crude by 


| 
. phases with an E&P budget of Rs. 10- 
| 
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pipeline has been extended to Indore and 
would be commissioned shortly. BPC is 
also in the process of putting up a new 
pipeline alongwith NRL and Oil India | 
Limited from Numaligarh to Siliguri. In | 
addition, we plan to enter into contracts | 
on purchase sale basis with the other | 
players in the country. We are confident | 
that with these arrangements, the product | 
security issues would be resolved. In the | 
long term, product would also be available | 
| 
| 
i 
| 
| 
| 





Government | Equity 


LSM See 





The Government of india: has decided to 
divest 40% of BPC's equity held by them 
through a public issue, both in the 
domestic and international markets. The 
Ministry of Divestment has ‘appointed an 
inter-ministerial group to.go through the 
process of divestment. Affer the issue, the 
company is expected to be Board 
managed with Government holding at 
26%. This company, alongwith IOC and 
the divested HPC, would. provide the 
necessary competition and protect 


consumer interests. 
about 20 MMT of crude oil. in order. 


to have reasonable supply security, 
hedging of price risks and benefits of 
an integrated supply chain in 
the volatile oil market, it 
has become necessary 
for BPC to explore 
other avenues for 
securing our own 





| would like to. qn thank 
the 12500 men. and women 
|. who make up BPC for 
their contribution. Our 
| performance reflects 
© the commitment of 
each of these 











entering the employees. | have no 
upstream sector, : "on n me d 
Further, in view of that ` they wi 


continue to deliver on 
“the expectations: of the 
customer, . We would also 


the recent trend of 
increasing 
displacement of liquid 
fuels by natural gas as an 
environment friendly product, it has 
also become imperative that the 
company enters the gas business to 
maintain its share in the energy 
market in the country. With these 
objectives, BPC has proposed an entry 

into the upstream sector, covering 
both oil as well as gas. 


The Exploration & 


| to each and every customer, 
| 
| 
i 
Production (E&P) | 
| 
| 
| 
i 
| 


dealer and distributor who bought a 
BPC product. during the year. Our 
continued success is wholly dependent 
on their satisfaction and we assure 
them that we are relentlessly working 
towards improving. the value we offer 
to them. 


of Petroleum’ & Natural Gas and other 
business is | Governments for their support. 
considered a high 
risk, high return 
business. His 
typically divided 
into three phases, 


| thank my colleagues on the Board for 
their valuable guidance. 

Above all, we are ever grateful to you, 
ladies and gentlemen, our shareowners, 
for the trust you: have reposed i in us. 


viz. Exploration, 
Development and | Thankyou, ladies and gentlemen, for your 
Production with | kind attention. 


decreasing risk association. 
Sale of stakes in the assets, called 
‘farming-in’, is a regular feature in 
all the phases. In order to balance 
the risks, BPC would be looking into 
a mix of exposure to all the three 





15 billion (1000-1500 crore) over the 


next five years. 





urrimbhoy Road, 
Ballard. Estate, Mumbai 400 001. 


This does not purport to be a record of the proceedings 
: ofthe ‘Annual General Meeting. 


Visit us at Www-bharaipetroleum. com 


Bharat Bhavan, 4&6, C 
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like to express our gratitude 


We also thank the officers of the Ministry. 


Ministries. of the. Central and State - 
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Yes, because being the best employer is not abou 








spoiling your employees but helping them—and your 
organisation—Tealise their true potential. _ 


BY PURVA MISRA & MADHAVI MISRA WADHWA 


ONG BEFORE WE ACTUALLY JOIN THE WORK- 
force, most of us begin the process of short- 
listing dream employers. We'll talk to fam- 
ily members, ask friends, surf the net and, of 
| course, devour every word written in a spe- 

cial issue like this one. And every time we are ready to 
-switch jobs, we will do that all over again. But that's 
only to be expected. Not only do we spend half our 
lives inside glass and concrete offices, but our choice of 
jobs and employers also determines our social suc- 
cess, emotional happiness and indeed, our very being. 
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Flip to the other side—the employer's, that is—and 
you will find a similar obsession among the talent 


warriors. After all, these are the guys who put down — 


crores of rupees on the table and whose stakes are much - 


higher than yours. Therefore, their biggest concern is — — 


to get the kind of people who can multiply their 
wealth. And how do you attract the best and the | most 
appropriate talent? By being the Best. Employer. 

But just who is a best employer? Is it a company that 
pampers its employees, pays them top-dollar salaries, 
and helps strike the perfect balance between. work 























and life? We don't think so. An organisation could do 
all of those without getting any commensurate economic 
value in return. And as we all know, a company that 
does not consistently create value will stop being a best 
employer sooner than later. Instead, a best employer 
is an organisation that helps its employees realise their 
true potential. It does so by creating a work environ- 
ent that is fair, motivated and transparent. Which is 
why the objective of BT-Hewitt Best Employers sur- 
vey, in its third year now, goes beyond mere short-list- 
ing of great places to work. Rather, this study is de- 
signed to reveal how people practices are aligned to 
meet employee needs; how employee friendliness 
ties in with superior business performance; and what 
differentiates the best from the rest (See Selecting 
the Best Employers in India 2003 














The Best And The Rest 
Sifting through qualitative and quantitative data of 





WHAT MAKES 'EM ROC 


They view talent mana 
as an important invest 


not cost 


They focus on building 
performance work envirc 





@They clearly articulate the 
| elements of their 
organisation's culture 


They use rewards as a 


differentiating tool, and buil 
leaders at all levels 
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GRAPHICS BY KULDEEP BHARDWAJ 


THE BEST EMPLOYER EDGE 


Senior Leadership Commitment To Employees 
PRACTICES 





CEO communicates business 23 times 


information to employees 
Uses employee surveys 


Uses formal programmes to 
encourage suggestions 


EMPLOYEE PERCEPTIONS — 
Get enough info about organisation s 
business results and performance 
Trust sr. mgmt. to balance employees’ 
with organisation's interest 

See effective leadership from the 
organisation's senior management 





Commitment To Employee Learning And Development 
PRACTICES 


Offer multiple and formal 
career-planning mechanisms 













Offer mentoring 
Offer tuition reimbursement 


Median hours of training required 





EMPLOYEE PERCEPTIONS 


Have appropriate opportunities for 
professional and personal growth 





Have opportunities to develop skills 
for assuming greater responsibilities 


Adherence To Strong Values 
PRACTICES 
Use "Fit" as key selection criterion 


Emphasise acculturation in orientation 


Keep consistent practices across 
the organisation 


EMPLOYEE PERCEPTIONS 
Feel like a good-fit 





| am driven to go beyond what is 
required to help this company succeed 


Engaging Employees In The Business 
PRACTICES 


Employees have opportunity to 
evaluate managers 





Offer job rotation opportunities 
Offer broad-base ownership 
opportunities 


EMPLOYEE PERCEPTIONS 
The company's goals and objectives 
provide meaningful direction 


| am inspired to do the best work 





achieving business goals 


Paying Close Attention To Employees’ Quality Of Life 
PRACTICES 








Offer reduced hour opportunities 


Maternity leave beyond specified in 
disability plans 


 Child-care discounts 





EPTI 
Look forward to coming to work 
each day 


Satisfied with quality of work-life 


E Best W Rest Figures in percentage Data from global Best Employer studies 
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220 organisations that participated in the survey this year 
revealed several things. For starters, the best 
employers have more engaged employees—76 per cent 
compared to 62 per cent of the rest. But make no mis- 
take. Engaged does not mean either satisfied or com- 
mitted. There is a big, fundamental difference between 
being engaged and being merely satisfied or committed. 


: And it often means the difference between an organisa- 


tion’s success and failure. 

Engaged employees, as the survey found out, speak pos- 
itively about their company, have a desire to be part of its 
future, and contribute effectively towards its success. 
Satisfaction, on the other hand, is merely a reflection of 
how much people like working in an organisation. 
Commitment, a measure of how much they want to con- 
tribute tọ its success. But engagement is a barometer of how 
much employees want to and actually do improve business 
results. Therefore, higher the employee engagement, bet- 
ter the organisation’s performance. 

Typically, there are six drivers of employee engagement. 
These are: People, work, opportunities, quality of life, pro- 
cedures, and compensation. The people part is about 
senior leadership, co-workers, and culture and values. 
Work, about motivation, nature of work and the avail- 
ability and quality of resources. Opportunities reflect ca- 
reer growth, training and recognition, and procedures, poli- 
cies and HR. Pay, benefits and rewards are part of the com- 
pensation driver, while quality of life is very obviously 
about balance between personal life and work. 

These six drivers impact engagement either positively or 
negatively, but all allow prioritisation for a higher investment 
return. The driver with the highest potential positive impact 
on employee engagement in India—where the best employer 
engagement level at 76 per cent is lower than Asia’s 90 per 
cent—is career opportunities, which is the employee's per- 
ception of personal and professional development oppor- 
tunities within the organisation. The driver with the high- 
est potential of negative impact on employee engagement is 
intrinsic motivation, which is the value employees derive 
from their work and how they feel about this value. 

The question, therefore, is what is it that the best emp- 
loyers do that heightens their employee engagement? The 
study throws up five broad themes that are common to 
them. They view talent management as an important inv- 
estment; they proactively create a high performance work 
environment; they clearly spell out their organisational 
culture; they use rewards as a differentiating tool; and they 
develop leaders at all levels of the organisation. For example, 
the CEOs of best employers spend an average of 46 per cent 
of their time on people-related issues such as development 
and learning, compared to 40 per cent of the non-best. A 
high 84 per cent of the best have a succession and rep- 
lacement planning versus 67 per cent of the rest. Here 
are some more nuggets of data from the best employers: 


Engaged employees have a 
desire to be part of the company 
in the future, and contribute 
effectively towards its success 


a - 


= -—9— 
> = Vie 


[m NM. 


At No. 3: Most NTPC GMs like |. S. Parswal (first left) have stayed on for 
more than two decades because of growth opportunities 


m 96 per cent offer job enrichment or redesign, compared to 77 

per cent of the rest 
m 82 per cent view talent management as a CEO, and not HR, agenda 

(53 per cent) 

m 88 per cent of the CEOs felt that their managers understand their 
organisation's key performance measures (77 per cent) 

m 96 per cent consult people broadly before implementing major 
organisational changes (83 per cent) 

m 24 per cent pay more than three times differential in increment 
between a high performer and an average performer (17 per cent) 

m 32 per cent of the employees have complete confidence in the 
integrity of leaders in their organisation (73 per cent) 

m 44 per cent provide broad-based stock options to encourage 
ownership among employees (16 per cent) 

There are many other attributes common to best employers. These 
include focus on multi-dimensional development rather than only 
training; faster hiring-cycle time, multiple staffing strategies and more 
rigorous staffing practices; emphasis on culture and values and their align- 
ment to organisational programmes; the use of a variety of compensation 


components to share the company's financial success; and development 
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Quick Share» 


Simplicity in form, with sleek black 
lines and brushed aluminium 
designed to be tactile and 
responsive 

Simplicity in function, with a built 


in camera, snap-on-flash and new 





QuickShare™ functionality that 
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sharing. QuickShare™ starts with 
WITH Quick Share TM a built-in camera. Where it ends is 
upto you 
* In-built camera with shutter 
button * High Resolution 65,538 
colour screen * MMS (Multi Media 
Messaging) * Bluetooth and 
Infra Red Connectivity * Polyphonic 
Sound with DJ melody composer 


* Easy-to-use menu with Joystick 


A » Sony Ericsson | - ticis E 





BE SURE. BE SAFE. ALWAYS INSIST ON INDIA WARRANTY CARD. 
For further information, please call Sony Ericsson Customer Care Centre at 011-51615555 or visit www.SonyEricsson.com 
Authorised Distributor: Salora International Limited, North: Delhi: 51614326/ 51614327 26388580, Noida: 95120-2510218/19/2513903, Chandigarh: t 


604639, Jalandhar. 2274093, Jaipur: 2366481/2370023/ 2371620. Lucknow: 2788595/2788862. South: Chennai: 52139489/90/91, Bangalore: 5504090% 55 
Hyderabad: 27802073/27800094, Cochin: 371850/360943. West: Mumbai: 23886570/23861930, Pune: 4219511 (4219512, Nagpur: 533301 


Ahmedabad: 6441289/291, Indore: 5029161/22562261, Raipur:5055336/2432776. East: Kolkotta: 22374953/22370805, Patna: 662662 


bt cover story 


The best employers are not necessarily 
the best paymasters. In fact, in most cases, 
they only pay marginally better 





At No. 19: Wipro Spectramind's Raman Roy personally creates the bonhomie that makes the BPO a best employer 


of organisational leaders from within rather than through periodically been conducting Best Employers stud- 
lateral recruitment. But here's the most surprising bit: the ies across the globe. Covering 1,200 organisations in 
best employers are not necessarily the best paymas- Asia-Pacific, Australia, Brazil, Canada, India and 
ters. In fact, in most cases, they only pay marginally bet- Europe, the studies have yielded rich insights into 
ter. That said, we also found that the best paid better what makes a best employer be it India or the US. 
than the rest at the junior management level. Even a pub- Apparently, 80 per cent of what goes into the mak- 
lic sector unit such as the Indian Oil Corporation pays ing of a best employer in one country are also the 
its officer trainees Rs 6 lakh per annum. things that make one in any other country. For exam- 

ple, there seems to be consensus among the emplo- 
Becoming The Best: Lessons From Around The Globe — yees of best employers that the factors that have the 
For the last four years, Hewitt Associates has highest impact on their engagement are: relationship 


HOW ORGANISATIONS BECOME/STAY THE BEST QUESTIONS YOU SHOULD ASK 


OBTAIN AND SOLIDIFY 
LEADERSHIP 
COMMITMENT 


Best Employer Questions: How Many Can Answer Them? 
What engages our employees? Most 





What people practices matter most to my 
employees and why? 


Many 





CREATE ENGAGE 
COMPELLING EMPLOYEES 
PROMISE 
BEST MEASURE MANAGEMENT 
EMPLOYER THE IMPACT PRACTICES 
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What makes working here special? The Better Ones 


We ECs The Best Of The Best 








sandstone 


SO, TRY CHA 


x S hany ways people are no different from these sandstone 
bl 
value. The material essentially remains the: same. 























resource leaders, training leaders. You believe that 
. only way to change culture. To Win: Yet, you remain 
_ frustrated by your people development efforts. You say 
„training is ‘one-off’. Shrink wrapped. Without follow-up. Not 


translating into results in the work place. Ineffective. 


| learner. To work, it must 'draw out’. Talent as well as 





e “Thati is what we do. 


iDiscoveri Executive Education. nurtures talent: hirau 


mental and emotional shift. This is followed by an optional 
180-day coaching regime for participants to ‘habitualize' 
these skills. Our areas of work are: 











1. A leadership program that teaches leaders how to. 
create a winning culture. 

2. A team enrichment program for key teams facing 
‘critical challenges. | 


. 3. A personal effectiveness program to groom young 
managers into passionate missionaries. 
















(ING TRAINING NSE 


Ocks. Take the effort to sculpt what lies within, and you get nwide "pre B. 
| Over 4600 ‘participants fon ERY, CE, Oracle, Bacardi, 


We have been speaking to you. Business leaders, human: through iDiscoveri programs. 


. developing people is the best way to develop business. The - 


day working environme 
Mukesh Butani — 
National Director, Global Tax, Ernst & Young. 


Why? Preoccupied with ‘putting in’, most training misses the — "have been an iDiscoveri learner for four years now. The programs 


| great way to scale new heights." 

` Nandita Mahajan, - 
-: Head, Systems Development, Fidelity Technologies. 
x (formerly of GE and American Express} 

learning experiences that are personally meaningfulto each 
individual. We commence with a diagnostic to customize the | 
program. Then, a high-impact off-site event creates a 


sb Emotion. And then build skills and habits around. these. 


z For à brochure and a personal presentation, call 
Shirish Kher (North & East) at (011) 5565 4333 - 35 or 
Anustup Nayak (West & South) at (080) 5699 5290 - 91 
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Morgan Stanley, Cll, amongst others, have been 


"The iDiscoveri learning experience had direct relevance to our day to. 


allowed me to step away, introspect and create an action plan-a 


Visit www.idiscoveri.com/execed 
of write to execedéidiscoveri.com 
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Best employers have a lower employee churn, 
attract a bigger talent pool, and also perform 
better on the stockmarket 





At No. 16: Microsoft India MD Rajiv Kaul (gesturing) chats up his colleagues regularly to know the pulse of the organisation 


with the immediate supervisor, development opp- 
ortunities, work-life balance, and reward and recog- 
nition. The senior leadership, on its part, is com- 
mitted to employees, encouraging interaction and in- 
vesting time in addressing people issues and con- 
cerns. It also adheres to strong values, creating a pos- 


itive organisational culture. 

So is there a “magic formula" for 
becoming a best employer? No. But 
going by the evidence from the best 
employers in India and elsewhere, there 
does seem to be a route to becoming 
one. And that route starts with the top 
leadership committing itself to the goal 
of becoming a best employer. Then, it 
must attract people who are not just tal- 
ented but fit in with the organisation’s 
values, and aim for a full employee 
engagement. That done, it must align 
people management practices to create 
the right environment. Finally, the or- 
ganisation must measure the impact 
of the changes. If the results are good, 
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keep at it. If not, fix it and go again. 

Does being a best employer pay? You bet. As 
Hewitt’s global studies reveal, best employers have 
lower employee turnover. In the US, best employers 
have half the churn compared to others; in India it is 45 
per cent lower. Best employers also attract a larger pool 


of talent, and their performance on stockmarkets is bet- 





TEAM HEWITT: (From left) Sumer 
Datta, ceo, Hewitt India, Smita Anand, 
Head (Talent & Organisation Consul- 
ting, Dhruv Prakash, Head (Leadership 
Consulting), Purva Misra & Madhavi 
Misra Wadhwa, Lead Consultants 
(Best Employers), Hewitt Associates 


ter. In India, best employers outper- 
form comparable indices and industry- 
related performance metrics by 15 
per cent. Besides, best employers have 
better organisational morale. 

The bottomline, as it emerges, is 
that being a best employer is not 
merely an HR issue. It’s a strategic 
issue best championed by the CEO 
himself. For he’s not just the chief 
employer, but the most important 
employee too. El 





Purva Misra and Madhavi Misra 
Wadhwa are Lead Consultants 
(Best Employers), Hewitt Associates 
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Toshiba Digital Multifunctional Systems. So advanced anyone can use them. 


Toshiba offers simple solutions for all your office automation TOSHIBA PRESENTS A COMPLETE RANGE OF 
DIGITAL/COLOUR/ANALOG PHOTOCOPIERS 
needs. Be it photocopying, faxing, printing, scanning or i-faxing. ES 


Our Digital Multifunctional Systems are loaded with features, 


yet it'll take just a press of a button to operate them all. 


TOSHIBA'S UNIQUE USER FRIENDLY FEATURES 


* User friendly control panel with pictorial buttons * Designed for smooth upgradation 


Advanced technology, simplified. 


* 2 sided magazine prints with page numbers * Limitless set making facility. HCL INFOSYSTEMS LTD.| ^ Pes F 
* Reduced copying steps * Flexible finishing choices. Office Automation Division 
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LUCKNOW : 98390 66880, KOLKATA : 22821907, GUWAHATI : 2540830, PUNE : 98224 34992, AHMEDAB/ 
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Infosys 
Technologies’ 
legacy may 
have well 
made it 
impossible for 
it to avoid its 
seeming fall 
from grace 


Or why, in tough times, there are no 








ac a - Ener ci t 


NFOSYS TECHNOLOGIES IS NO LONGER INDIA'S BEST EMPLOYER. 
We'll say that again: Infosys Technologies, gold standard 
of the Indian software services industry, the classic rags- 
to-riches story that everyone loved to glorify and which, of 
late, everyone seems to love to knock, the company that 
has, arguably, created more millionaires than any of its peers, 
is no longer the top-ranked company in the BT-Hewitt study 
(the third of its kind) of the Best Employers in India. 

The scientific (and sanitised) explanation for this is that the 
company’s ‘talent engagement’—HR jargon for what can safely 
pass as employee satisfaction—scores have fallen precipitously. 
Just how sharply is evident in the opinion of a young Infosys 
coder relayed to this writer by a mutual acquaintance that “if 
Infosys is best employer in this year’s study in Business Today, 
then the exercise will lose all credibility”. The score and the 
quote are both effects, not causes; there are enough of the latter—both internal and 
external—to have turned yesterday’s paradise of contented code-jocks into, going by 
reports in Indian media’s pink brigade, a pit of disgruntled vipers. And (here comes 
the twist), its legacy may have well made it impossible for Infosys to do things any 
differently or cushion its seeming fall from grace. Here, in increasing order of im- 
portance, are 10 reasons why. 





Its The Industry 

Every year, for the past three, research firm A.C. Nielsen ORG-MARG has 

tracked the industry-preferences of B-school pass-outs through a 

study branded CampusTrack. In 2001, a staggering 64 per cent of 

@ the sample identified software and rr consulting as “industry of the 

future” (See Industry Of The Future). In 2003, the corresponding proportion is 26 per 
cent; and the year’s “industry of the future” is insurance, picked by 42 per cent of the 
sample. That sets the context for the study's revelation that software and rr consulting 
is the only industry in which fewer MBAs hope to make a career in 2003 than they did 
in 2001. One final number from CampusTrack 2003: 62 per cent of the sample beli- 
eves the recession is still on in software and IT consulting. And Employee Stock Option 
Programmes (ESOPs), says Nehal Medh, Director, Client Services, A.C. Nielsen ORG- 
MARG, have lost their sheen. “A sizable portion (31 per cent) in the batch of 2003 deem 
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Effect 


employers, only best employees. BY R. SUKUMAR 





ESOPs unattractive due to their longish lock-in periods and declin- 
ing market value. More disconcertingly, students majoring in sys- 
tems are less impressed with ESOPs." 


Its The Company 

Infosys is, well, Infosys. It isn't a hot software start-up 
with a few tens, or hundreds of employees. It is a 
transnational organisation with 17,000 warm bodies, 
Q will earn an estimated Rs 4,420-4,483 crore in rev- 
enues this year (2003-04), and grew by 41.5 per cent in the last 
quarter. People who work for such an organisation, and those 
signing on, expect very different things from those jumping on 
to the start-up bandwagon—like those who hitched their careers 
to MindTree's fortunes. In 1999, Ashok Soota, the man widely 
credited with having built Wipro, and a few of his senior colleagues left to start up 
MindTree Consulting, an internet and technology hotshop. Reality caught up with 
most internet-related businesses soon after and MindTree saw some of the 
American companies it was positioned against (Scient and Viant, for instance) going 
under. Although Soota recalls that the meltdown **made things difficult for us", 
MindTree seems to have coped. It is #11 in the 2003 list of best employers. Soota 
isn't willing to buy the argument that the company's employees **were willing to cut 
it some slack" because it was a start-up. “On the contrary,” he stresses, “they 
walked in with dreamy-eyed vision; and the profile of the senior management team 
only served to create unrealistic expectations.” Still, the company's head of ‘Global 
People Function’ T.G.C. Prasad admits that “most of us feel we are here to build an 
institution". That's something Infosys can't do. You see, it already is an institution. 





PHOTOGRAPHS BY DEEPAK G, PAWAR 


Its The Business 
Infosys offers its customers a range of services from business 
process outsourcing (through subsidiary Progeon) to high-end IT 
consulting. However, the bulk of its revenues comes from the 
Q  middle-reaches of the software services value chain, not too much 
of it from lowly maintenance, nor too much from fancied consulting. That's about 
as middle-of-the-road as you can get in terms of technology. This reliance on the 
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Employees of 
a start-up may 
be willing to 
trade money 
for the oppor- 
tunity to build | 
an institution. 
Infosys is al- 
ready one 
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middle may have helped Infosys 
negotiate the great tech slowdown 
better than its peers but it also 
means that its employees do not al- 
ways get to work on the kind of 
things they would like to work on. 
Wipro’s—as evident in the rela- 
tively harder knock the meltdown 
dealt it—is a different story. A sig- 
nificant proportion of its revenues, 
close to 50 per cent, comes from 
what its Corporate Vice President, 
Human Resources Pratik Kumar 
calls “technology services". “That 
could well be a differential,” he 
adds. Wipro figures at #8 in the 
BT-Hewitt listing. 


Its The Growth 


Software services is as people-intensive a 

business as can get. Between 2000-01 and 

2002-03, Infosys grew its revenues from 

Q  Rs1,900.57 crore to Rs 3,662.69 crore. 

In the same period, its workforce grew from 9,831 to 
15,356 (it stood at 17,095 at the end of June 2003). 
That's very different from a product company like 
Talisma (it was a featured Best Employer in the 2001 
edition of the study and hasn't participated in the exer- 
cise since) that hires a few tens of people every year— 
accepted, the company has been through hell and is 
still not out of the woods. “The fact that we are grow- 
ing at a fraction (of the pace at which software services 
companies are) makes it easier for us to assimilate our 
recruits," says Anantaram Iyer, Talisma's cro. Most 
companies would be willing to trade anything—even 
their prized mission statements or employee-spoiling 
HR policies—to grow at the same pace as Infosys. 
However, hiring 1,739 people over three months (as 
Infosys did last quarter) or 4,618 people over a year 
(as it did in 2002-03) doesn't exactly help the cause of 
organisational-culture building. 





HEMA RAVICHANDAR’ Senior Vice President, HR/ Infosys Technologies 


"Employees have started seeing the (impact of) the 
company's growth in their individual pay packets" 


Its The Size 


It is common for large organisations to 

dream of retaining the touch and feel of 

a small organisation while enjoying all 

Q the advantages that come with size. 

Infosys believes it can live this dream. Time may well 
prove it right, but history isn't on its side. Following 
a slew of acquisitions all through the nineties—acqui- 
sitions that helped it grow rapidly—fast-moving con- 
sumer goods major Hindustan Lever Limited re- 
alised, in the late 1990s, that it had become not such 
a great place to work in (its middle and senior man- 
agers, faced with limited growth opportunities in a 
pyramid organisation, were exiting in droves). In an 
effort to combat this, and simultaneously address 
falling growth rates and the lack of big new ideas, the 
company launched the ambitious Project Millennium 
with mixed results (HLL did not speak with Business 
Today for this article). Dr Nirupa Bareja, the head of 
HR at biotech pioneer Biocon believes that it isn't all 
that difficult to cope with size and growth. *Our own 
designations are for the sake of accountability," she 
says. “You shouldn't bring in a hierarchical style of 
functioning; that's a demotivating factor in knowl- 
edge companies." Bareja believes this has helped her 
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€ company i retain the HR-edge. Biocon had all of 60 
eople when she signed on 13 years ago. Today, it 
loys over 1,000 people. “(If growth and size were 





by now,” says Bareja. “It hasn't." 


x ; company to communicate changes (See reason 2). 
“Being small is one of the things that has helped us,” 


organ 
different feel and a very different end result." 





dts The Leadership 
Iyer may sing a different tune when 
< Talisma becomes a 5,000- employee com- 
... pany although there is substance in 
< Talisma's Director, HR, Anurag 
: ‘Srivastava’ s opinion that “as a product company, 
3 there is. no significant correlation between our suc- 
:€ess and the number of people we have”. Size does- 
: yer. “When you grow bigger, you need 
re ible champions; one or two people can ignite 
passion only till a certain point." That, explains 
. MindTree's Soota, is where the organisation's top 





with you," he says. For the record, in four years, only 
one of the 41 managers reporting into the senior exe- 
cutive team at MindTree has left. Did Infosys falter 


_on this? A former employee—without exception, for- ` 


mer employees are bitter, so take this with a pinch of 
-. salt—claims that one reason for the churn in Infosys’ 
qi keting team was the fact that members felt orp- 
: “haned after former sales and marketing head Phan- 
eesh Murthy’ s exit. So maybe, just maybe, it did. 






Its The Money 


- as number 4 at that). Biocon’s Bareja 
puts things in perspective, apart from 
e. echoing popular sentiment, when she 








fect our people), i it should have started happening | 


Size also makes it that much more difficult for. a= 


“says: Talisma's lyer, pointing out that he can involve the ` 
anisation's entire workforce of 400. “This has a very. 


average an increáse of around 13 per cent." 
40-50 managers play a part. “You have to carry them , 


That's right, it's the money (and as high 7 doing well,” says Kumar, “we weren't a proflig: 





says that pre-meltdown “salaries in the IT sector 
were largely obscene". The good doctor is right: 
hikes of 30-35 per cent were routine in Indian soft- 
ware's glory years. In year 2001-02, every employee 
of Infosys got a raise, 10 per cent on both the fixed 
and variable components. The next year, 2002-03 
was “a difficult year for us," concedes Hema 
Ravichandar, Infosys’ Senior Vice President, HR. 


“We deferred promotions.” E Employees had to go 


without the incentive linked to company. per: forme 


ance for one quarter. Nor did see an increase ii <> 





the fixed component of their salaries, although 
Infosys did pay out 150 per cent of the company-in- 
centive component in the last three quarters of the 
year. “Employees have started seeing the (impact of) 
the company's growth in their individual pay pack- | 
ets, but there's a gestation period involved," says — 
Ravichandar. “But the Indian mind is: nied: toa fixed 
payscale; so this year, we have brought i in a team in- 
centive that is based on both the team's and 
company's performance, and we have plou 
back the business benefits for about 12,000 emp 
ees as a monthly performance allowance-—this varies | 
between 9 per cent and 19 per cent, and i is on the 

' All that 
happened this year. And its impact will probably be 
seen in Best Employers in India 2004. 





Its infosys | Profligacy 

Infosys wasn’t the only company that 

slashed its hikes. Wipro’ s Pratik 

Kumar concedes that in 2001-02 and 

@ 2002-03, “our compensation increases 

were nothing much to talk about.” “In fact, we 
skipped one complete cycle.” Given that, Infosys’ fall 
from grace may have more to do with its inability to 
manage employee expectations. “Even when we were 
ate orga- 





nisation.” Ranbaxy's Vice President, Global Human - 
Resources, Udai Upendra, would surely appreciate that 
Upendra's is the task of managing over 8,000 employees, 
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many of them highly qualified 
knowledge workers, across 24 
countries. “You need to map expec- 
tations and articulate all the benefits 
you are offering employees, includ- 
ing training and development and 
long-term career planning, all the 
time keeping your feet on the 
ground," explains Upendra. 
Infosys’ past, the performance of 
the company's stock, the reams of 
good press the company received, 
and the larger than life image of 
Chairman N.R. Narayana Murthy 
may have made it difficult for the 
company to do that. 
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ASHOK SOOTA/ Chairman & CEO/ MindTree Consulting 
"You have to carry the organisation's top 
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40-50 managers with you" 


Its Change 

Remember B-school lessons about a 

slowdown or recession being the best 

time to change? Well, Infosys has, in 

Q the past 24 months, changed its com- 

pensation structure (See Infosys’ Business-Aligned 
Compensation Structure), its organisational struc- 
ture, focused on expense optimisation, and moved 
towards becoming a role-based organisation. Shorn 
of jargon that means every position in the organisa- 
tion is defined in terms of skill- and attitude-based 
competencies. Today, everything Infosys does—hir- 
ing, training, even promoting—is on the basis of 
these competencies. “These are interventions that 
we believe every organisation has to adopt if it has 
to succeed,” says Ravichandar. “And when change 
happens, it is painful and the pain can reflect in var- 
ious ways—it can reflect in the fact that talent en- 
gagement scores can fall.” For that matter, it did. 


INFOSYS’ BUSINESS-ALIGNED 
COMPENSATION STRUCTURE 


Company Performance-Linked 
Fincas 











* Focus on higher differentiation 
e Business benefits ploughed * Team Performance 
back to employees ¢ Individual Performance 
* Performance Allowance 


t Company Performance-Linked Incentive 
? Performance Reward 


t Company Performance-Linked Incentive 
| Individual Incentive At Senior Grades 
t Sales & Consulting 


Prior to 2000 2001 


Variability in compensation 








2002 2003 


Source: Infosys Technologies 
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Its The Employees 

Most of Infosys’ employees are still in 

their first company. And they can’t 

seem to understand why the company 

Q has to go through a painful change 

process. Not when it hasn't been hit as hard as its 
peers. Still, they seem content to stay within the sys- 
tem: their disgruntlement hasn't really translated 
into an exodus. Infosys' current attrition rate is 
around 7 per cent, among the lowest in the indus- 
try, according to Ravichandar. And last year, she 
adds, referrals by existing employees accounted for 
20 per cent of the people the company hired, up 
from 10 per cent in 2001-02. On a base of 17,000, 
7 per cent is a significant absolute number and there 
is no shortage of voices in the dark—at its present 
attrition rate, the company must see around 1,200 
exits a year—willing to damn the company. Mind- 
Tree's Prasad admits that the profile of the work- 
force does matter: around 65 per cent of its hiring 
is lateral. And lateral hires, goes one argument, are 
more mature and stable than campus hires. For its 
part, MindTree has built on the experience of its 
founding team, and focused on building a HR super- 
structure of the kind Infosys is moving towards. 
That may not be enough. 

In the final reckoning, says Shona Purdy, Head of 
Organisation Development and Training, Ranbaxy, 
the effectiveness of a company's HR policies depends on 
the mind-set of its employees. “By its very nature,” she 
explains, “the pharmaceutical industry is a long-term 
one; the drug discovery process, for instance, takes time; 
that seems to be reflected in the attitude of the indus- 
try's employees." Maybe we should change the name 
of our survey to Best Employers in India. 
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in Touch, 
InThe Lead 


Procter & Gamble may be known for its brands and brand 


managers, but it's also earning its spurs for its unique brand 
of managers. BY PRIYA SRINIVASAN 


UMESH GOSWAMI 





Winning through people: (Fourth, fifth, and sixth, respectively, from left in front row) Ashok Chhabra, External 
Relations Director, P&G India, Bharat Patel, Chairman, P&G Hygiene & Healthcare, and Chester Twigg, 
Director (Sales & Marketing), P&G India, with P&G India’s team 
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WALK ABOUT THE IMPOSING 
glass and chrome head- 
quarters of Procter & 
Gamble (P&G) in sub- 
all surban Mumbai is per- 
med the best way to savour the dis- 
inctiveness of this fast-moving con- 
mer. goods (FMCG) major. As I 
ture forth, it doesn’t take me 
ong to figure out the two most im- 
tant priorities at P&G: Its people, 
"andi its brands. That in itself may not 
- sound unusual, but what is peculiar 
~ to P&G is the ample demonstration 
of the strong link the top brass has 
. been able to establish between the 
. two, It isn't too long before I see the 
 — ., writing literally on the wall. Posters 
-— of Edmund Hillary's conquest of 
the Everest line the walls. Nuggets 
like “it’s not the mountain that was 
. conquered but the self" and similar 
bolts of wisdom by the likes of 
William Blake and company are 


Edmund Hillary and the Everest," : 
. explains onc : wide-eyed executive. T- 












food" and “regular”. ‘A glance at a 
sample. of P&G- ites around me 
oe prompts me to believe that the for- 

mer is more popular. rA 






profound accompaniments to those - 
ctures. “The theme for the year is . 


eed o > be a genius: to guess. 


di ded: into two ections, “health | 


to live by, “the PvP" book, pvp stand- 
ing for Purpose, Values and 
Principles. The pamphlet concludes 
with the lines: “Two billion times a 
day, P&G brands touch the lives of 
people round the world. PXG people 
work to make sure those brands 
live up to their promise to make 
everyday life just a little bit better." 
That's the people- -brand connec- 
tion once again, in case my memory 
had been lulled by lunch (the *reg- 
ular" stuff for me). Further rein- 
forcement is just round the corner. 
Hugging the walls on each floor is a 
line of conference rooms that for 
some reason are bustling all day 
with meetings and training sessions. 
It's difficult not to notice the names 
of these rooms: Head & Shoulders, 
Pantene, Olay, Crest. "Some of our 
biggest brands," one executive help- 
fully informs me as I am led into 
“Olay” for an interview with the CEO. 
"To be sure T can’t blame any- 


body at P&G for hammering the 
-people-brand association into my 


head till it hurts (actually it doesn't, 


not yet). After all, making that link 
ly. work i is what P&G’s HR processes 
-are all about. Read on for a 70 mm 
f. view of how this machinery rolls 
itself out every day. 


«d Building From Within 
: P&G does not hire laterally, In sim- 
-ple-speak that means the company 


only hires freshers straight out of B- 


a school. Middle and senior man- 
agement personnel are never hired 


so the company depends entirely 


7 -on building from scratch with each 
-new employee and looks at him or 
- her as someone whose entire career 
iil play itself out at P&G. As one 
recruitment manager explains: “I 


am aware every time a candidate sits 
before me that I could be looking at 


-a future CEO so I need to be very 


very careful about who is being 


"hired." That literally puts the onus 


of building the company on the HR 


st- amh - department. Which is why the HR 
loverns all that P&G professes : 


people are never referred to as “the 


HR people"—except by me of 
course—but as Business Strategy 
Leaders at P&G. Explaining the rat- 
ionale for the hiring freeze follow- 
ing entry level inductions, Shantanu 
Khosla, Country Manager, P&G 
India, says: “It’s a choice we have 
made backed by the philosophy 
that we want to grow from within.” 
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- Durani, Director (HR), at P&G expl- 
ains: “We have to ensure that the in- 
`. terests of the people are inseparable 
from the interests of the company 
and there is ample career growth." 
Quiz the duo on the material ad- 
vantages of this system (what good 
is an HR system if it has no material 
` impact on the company’s perform- 
ance) and Khosla comes up with 
2] an interesting insight: “I’ve been 
- here 20 years and have established 
rel: ionships. with people from 
. Cincinnati to Warsaw and today 
we see this as our competitive 
n ‘strength i in an increasingly globalised 
^. world where collaborations and 
.. virtual teams are the order of the day 
and the = enabler here has been the 










promote-from-within philosophy.” 


vm Why | Joined P&G 
z “Lam two months old in the com- 
. pany: and already handling a new 
brand launch,” beams Sameer 
^ Srivastava, an excited 23-year-old 
p fresh recruit from 1M Ahmedabad. 
^o Strive stava. was clear it had to be 
. .P&G at campus placement. He's 
2. got his reasons. *I know they are 
— » people-oriented in their policies, 
offer international experience and 
early challenges." The last factor is 
ably the single biggest influ- 
cer for Srivastava who wants 
i sponsibility “here and now”. 
"What's the point of waiting till 
you are older before you handle 
anything important, he asks perti- 
nently. Well, his wishes have obvi- 
ously been answered as he excit- 
edly says: “My boss is out of the 
country and I am taking critical de- 
cisions on my own." 
^We believe in creating entre- 
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sures on the HR department as Sunil . 


preneur managers, motivated emp- 
loyees who feel like owners. Early 
responsibility creates that feeling 
of an entrepreneur-owner, it makes 
all the difference to the business, 
the enthusiasm and passion is un- 
matched in these managers," says 


Bharat Patel, Chairman, P&G 


Hygiene & Healthcare. 
It isn't long before the sceptic 


in me surfaces. What about the in- _ 


herent risks in placing crucial deci- 
sions in the hands of new recruits, ] 


wonder, can the system backfire 


badly thanks to a wrong or imma- 


ture decision? “We obviously have. 
a system (of checks and balances) in - 
place to make sure nothing goes 


vastly wrong," says Khosla, using an 
example to make his case. “If a new 


Each manager is given a two-pronged agenda by the company: ; build the. ; 
business and build the organisation. Managers are pic forn 
. growth of their direct reports, they are in fact assessed on that. : 


recruit is working on a fresh pack- 


aging artwork, he is not expected to. 


be well versed with all regulatory re- 
quirements; so if he forgets to put 
the MRP on the pack, it cannot go 
unnoticed; we have a legal team 
that checks on regulatory compli- 
ances. Similarly, we have various 


line functions that provide the sys- 


tem with a back-up but at the same 
time the young managers get a free 
hand to take decisions." 


Why | Stayed On At P&G... 
Chester Twigg is Sales and 


Marketing Director at P&G India. 


He joined the company in 1988 
straight from campus and has had 
international assignments, includ- 
ing a two-year stint in the US. 
Why didn't he ever think of leav- 
ing the company? “I believe that 


people leave managers, not com- 


panies. In that regard I’ve been 


lucky, I’ve had great managers, 


Pve had challenging assignments 


| and saber never | sho 








ipa la ; i th i 
prompts ` him- 
Whats sin it foi 











managing it. ad you nie wond ring. | 












why I am — ud truisms 
well just read on. About 16 months 


ago, P&G decided to shut down 
one of its plants in Goa and con- 


solidate its manufacturing efforts in 
that state into one plant. If the | 
company's senior management istoc 
be believed, the decision was taken — 
with complete involvem 3 
plant workers. “Eighteen monthis 
before the closure, we discussed 
the issue threadbare in our annual 
strategy development and deploy- 
ment meeting that had all the 
workers involved. We threw up 
the data on the marketplace and 
costs and they themselves came 
up with the solution of consoli- 
dating operations in the state,” 
says Durani. While all this sounds 
almost Utopian, I get the feeling 
that Durani takes his HR role pretty 
seriously. | am pretty convinced 
about it when he lets on his de- 
partment's tagline: *Be In touc 
Involved and In the lead” mm. 
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HEN RAJEEV 
= Agarwal, an M. 
Tech from HT 
= Roorkee, chose 
ne g NTPC over Indian 
2 "Railways and ONGC last year, the 
“QF -year- old knew that he’d get a 
` lot to do at the Rs 19,947-crore 
: power producer. But act, with 31 
jer trainees, in a play called Taj 
labal Ka. Tender? Certainly not. 
“he National School of Dm 
NSD)-conducted: workshop, how- 
. ever, was NTPC’s way of getting its 
trainees to break ice and have fun 
. = solving project management issues 
eee (the. play was dont Shah Jahan 
trying to build the Taj Mahal circa 
d .2003). Agarwal i is just nine months 
— into his year-long traineeship, but 
he already is beginning to enjoy 
himself—and see the potential. “I 
think one day I could even be- 
come (NTPC's) chairman and man- 
aging director," says the trainee 
engineer at NTPC, Dadri. 
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. | It's a power giant with the heart of a PSU, but the mind c o [Iac 
| private enterprise. A big reason why not even one in a hundi red | 
| of its employees ever thinks of leaving NTPC. sY R. saipHARAN. 


It's easy to see why NTPC is loved 
by its employees—80 per cent of 
them have spent more than a 
decade with the psu; a third, more 


than two. As the single-largest 


power producer in the country, 
NTPC lights one out of every four 
bulbs, and last year raked in Rs 
3,575 crore in net profits. In its 
business, supply, not demand, is 
the constraint, and there's no price 
war that it needs to fight. And while 
it may not pay top dollar like some 
of its private sector competitors, it 
rarely ever sacks underperformers. 
In fact, as a matter of choice, it 
does not usually hire from the irts 
and the nms. Instead it prefers to tap 
regional engineering colleges, and 
mould the young engineers to its 
own culture. Lateral recruitment at 
senior levels is limited, meaning 
that unless an employee is egre- 
giously incompetent, he (just 3 per 
cent of its executives are women) 
should retire at least as an addi- 








tional ġeneral manager, dea 


promotions are. need-based. Besides, — ri 


80 per cent of its workforce leads a 
near-idyllic life in self-contained 
townships, with their own clubs, 
schools and hospitals. E 
Yet, had a woolly benevolenc 
been NTPC's only : claim to. fame, ib 
wouldn't today be the world's sec- 
ond-most efficient power producer 
(according to Datamonitor, a UK- 
based research and consulting 
agency), or the six | A m thermal 
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power generator in terms of 
terrawatt hours (TWh), as per 
an A.T. Kearney study. So what 
powers NTPC? 

The reasons go back to its 
founding. In 1975, it started 
as a one-man company under 
D.V. Kapoor, who grew the 
team by hiring engineers with 
proven project management 
skills from other PsUs such as 
the Steel Authority of India 
and BHEL. Most of them made 
the switch because they liked 
the freedom and challenge that 
the start-up offered. Kapoor 
on his part did two things that 
would prove of critical impor- 
tance. One, he created systems 
and processes with the support 
of his engineers. Two, he ins- 
itutionalised them. “This crea 
ted tremendous amount of 
enthusiasm,” recalls Kapoor. 

One of the stories that has 
passed into the NTPC folklore is 
that of a young engineer in the 
late 70s who couldn’t take liv- 
ing in mosquito-infested camps 
that served as homes during 
plant construction. But instead 


LG SIHdVUODOLOHG 


of simply walking away, he 
killed himself. Why? As he 
said in his suicide note, he did- 
n't want to let the team down 
and live to see it. 





VUYUHAW NVAIA 


Therefore, by design, the 









Making that difference: Chairman & Managing Director C.P. Jain (front centre) culture that NTPC created was 
with the company’s HR team outside their Delhi headquarters one of performance, with 
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emphasis on doing the work well 
and taking pride in it. Till date, 
NTPC remains an organisation of 
engineers—80 per cent of its ex- 
ecutives are engineers. Says C.P. 
Jain, its Chairman and Managing 
Director and veteran of 12 years: 
“What we try to do is to create an 
environment where our employees 
feel happy to work, and where there 
is a sense of belonging and com- 
mitment. Money isn't the only thing 
that people want in their jobs." 


The Stimulus 

Opening up of the power sector in 
1992. served as a wake up call to 
NTPC. Employee turnover shot up to 
1.41 per cent in 1993-94 and 
peaked at 2.31 per cent two years 
later. (It's been on a steady decline 
since; See Jobs for Keeps.) As a re- 
sult, in 1999-2000, a clutch of Psus, 
including BPCL, BHEL, and IPCL, be- 
sides NTPC, decided to rework its 
HR strategy. Until then, the power 
company and its peers followed the 


By 2017, NTPC wants to become a complete energy company, spanning thermal, 


hydel, nuclear, and bio-power. It even wants a Fortune 500 listing by then. 


system of confidential report for 
general managers and above. A new 
system based on KRAs (key result 
areas) with 360-degree review was 
introduced, and development of 
competency-based leadership taken 
up. Under the current system, NTPC 
continues to sign annual MoUs with 
its principal shareholder, the govern- 
ment of India, but also has a five- 
year corporate plan. Its executives 
have KPAs (key performance areas) 
that are cascaded down from the 
corporate centre to regions and on- 
wards to the 21 units. Says K.K. 
Sinha, its Director (HR): “While our 
compensation is not linked to per- 
formance, career growth is.” 

Just the same, NTPC spends more 
than 5 per cent of its salary budget 
on training—said to be the highest 
in the industry. Training and deve- 
lopment is linked to the job profile. 
For example, up to the senior en- 
gineer level, the emphasis is on 
building functional competencies. 
But senior managers and above are 


put through advance management 
programmes, with the tier one get- 
ting a global exposure. Maybe bec- 
ause for nearly two decades it remai- 
ned the only big power producer, 
NTPC has always had a strong pool 
of engineering talent that the private 
sector has drawn from. The list of 
ex-NTPCIans includes A.K. Srivatsava, 
CEO, Essar Power; J.P. Chalasani, 
Director, BSES; A.K. Sardana, CEO, 
NDPL; and even the current power 
secretary, R.V. Shahi. Says Sardana: 
"NTPC's work culture offered young 
engineers tremendous opportunity 
to learn on the job and from its 
international collaborators such as 
the World Bank.” 

While the psu has had its share 
of project cost and time overruns, it 
is seen as one of the more efficient 
power producers. Its plant load fac- 
tor has traditionally been higher 
than the national average; none of 
its projects since 1992 has cost more. 
than Rs 4 crore per megawatt; it has 
reduced project completion time 
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from 59 months, when its Singrauli 
unit was set up in 1986, to 39 months 
in the case of Talcher II recommis- 
sioned this year; besides it has turned 
around sick SEBs units such as the 
one in Unchahar, where the PLM prior 
to takeover was an abysmal 18 per 
cent but now stands at 84 per cent. 
By 2017, NTPC wants to more 
than double its capacity to 56,000 
MW and become a complete energy 
company, spanning thermal, hydel, 
nuclear, and bio-power. Besides, it 
wants to globalise. Projected rev- 
enues of Rs 1,40,000 crore in 2017, 
it reckons, will put it among the 
Fortune 500. Says Jain (whose busi- 
ness card carries a stamp-sized photo 
of his—apparently to aid recall): *The 
idea is to position NTPC as a company 
that's not just a power producer, but 
a consultant and equity partner." 
So far, its poor recovery stood in 
the way of its faster expansion. But 
earlier this year, NTPC managed to 
securitise Rs 19,000 crore in receiv- 
ables, after waiving off about Rs 
5.000 crore in interest. As a result, its 
realisation has risen to 98 per cent. 
Diversifying and globalising NIPC— 
not to mention the changing power 
sector landscape—is bound to throw 
up new challenges. Forays into nu- 
clear and green energy would de- 
mand skills that it currently does not 
have. Its HR system does not allow 
fast-tracking of star performers (put- 
ting in a specific number of years at 
each level is necessary), besides which 
compensation would remain an issue. 
NTPC's best option, then, may be 
privatisation. (It does have an IPO in 
mind, but the 5 per cent that it plans 
to offer will not be enough to fund its 
ambitious plans.) But for that to hap- 
pen, the changes recommended by 
the Electricity Act 2003—including 
open access to the market, realistic 
tariff levels, and reforming state elec- 
tricity boards—must be implemented. 
The upshot: Working for NTPC 
will never be the same again. Hope 
they've told the young and enthusi- 
astic Agarwal that. — Ell 
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9 Indian Oil 


Reinventing The Future 
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Getting better with time: (From right) M.S.Ramachandran, Chairman & 
MD, A.K. Mitra, Director (HR), and N.G. Kannan, Executive Director (HR) 


T PARALLELS ARE STRIKING. LIKE NTPC, INDIAN OIL CORPORATION IS A PSU 
and a market leader. Both sign performance MoUs with the gov- 
ernment, have strikingly low employee attrition because of similar HR 
systems and practices, are learning to compete in industries recently 
delicensed, and both want to be global companies. So why is NrPC No. 
3 and ioc at No. 9? The reason probably boils down to the difference 
in the creation of the two Psus. loc (it was originally called Indian Oil 
Company) is not only almost 20 years older than NrPc, but unlike the 
power major, it wasn't woven out of the ideas and beliefs of a few engi- 
neers. Instead, it was created by two political figures—S Nijalingappa, 
a powerful Congress leader and Chairman of Indian Oil Company, and 
Firoz Gandhi, who was then the Chairman of Indian Refineries Ltd (the 
two companies merged in 1964 to create Indian Oil Corporation). 
Therefore, while NrPC got an opportunity to create a loyal band of engi- 
neers cast more or less in the same mould, ioc did not. 

But in many other ways, ioc may already be ahead of NrPC. For exa- 
mple, its revenues of Rs 1,19,848 crore place it at 191 on the 
Fortune 500; it already has made its international foray for distribut- 
ing petro-products (in Sri Lanka) and exploration (Kuwait and Iran); and 
has shareholders among employees. Also, unlike NTPC, it has formal "ret- 
ention strategies", with performance-linked bonuses. Every year 
around 2-3 per cent of its executives get "pivotal jobs", which fast-track 
them. Says M.S. Ramachandran, cmp, 10c: “At ioc, we take care of our 
employees from cradle to grave.” Only a mild exaggeration, given 
that ioc even pays (Rs 4,000) for funeral expenses when an employee 
dies. ioc also employs elaborate motivational tools such as productivity 
incentive scheme, housing, transport and nearly 40 welfare schemes (like 
post-retirement medical care). It is in the process of introducing indi- 
vidual and team rewards for exceptional performance. However, like 
NTPC, the oil giant's hands will be tied by its state ownership. 

ASHISH GUPTA 
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"No; two. energy companies 


> generate the same heat. 


No two chemical companies 
share the same chemistry. 
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process definition. 


As your business grows and evolves, you can change the 
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shorten implementation time from years to months. And 


dramatically increase your return on investment. 


If all this seems to be in the realm of science fiction, it's not. 
Some of the world's largest Fortune 500 companies are 
already deploying these solutions. To great effect and 
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So if you want an enterprise solution that 
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Ramco Systems. 


It's time you talked to us. 
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Limited MOBILITY: 


Will the charade [ 
of limited mobility end, 


and will it eventually get P NI 

the status of a full- pnt E ATUS Quin \ 
blown mobile service éi p^ E = 
(which it is for all : 1 : 
practical purposes)? Then how will 
the cellular lot be pacified? BT 


attempts to unravel the increasing 


knots in the telecom tangle. 
BY VANDANA GOMBAR 





VER SINCE 1999, WHEN THE VAJPAYEE 
government facilitated the migration of 
private telecom players from a licence fee 
regime to a revenue sharing system, in 
the process bailing out a few operators, the 
Indian telecom sector has been grappling with one tan- 
gle after another. Four years down the road, the sit- 
uation appears to have only got knottier, with little 
changing in terms of clarity of policy. As new chapters 
in this never-ending soap opera keep getting opened 
(and reopened) just when you think the end is near, 
Business Today attempts a bout of crystalballgazing to The winner?: Mukesh Ambani, 
figure out the most likely scenarios that will play out. Chairman- Relance TARE IN 
Whatever the scenario, the consumer is the winner... 
and likely the limited mobility guys too. Read on... 


13 
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The limited mobility service 
. will continue to be a full blown 
mobile service" | 
Let's just say that there's nothing limited about it. 
At least as of today. And some 3.2 million users who 
have. opted for limited mobility services aren’t com- 
> plaining one bit. Sure, there will be attempts to limit 
LA that mobility to within a city, which is what the cellular 
companies are banking on to retain their loosening 
grip on the wireless telephony market. So will mobility 
imited? That requires an amendment to the licences 
e basic operators, the ones responsible for the lim- 
ited mobility service. An amendment cannot be uni- 
ally « effected and no company will offer its licence 
iment to its own detriment. To get a flavour 
B mood i in the limited mobility camp, read into 
this statement of Amit Khanna, the spokesman for the 














will do all that is required to ensure that our consumer 

. continues to get the service.” This could mean buying 

into a full-blown cellular licence or knocking on the 
door of the apex court to prevent any anti-consumer, 
anti-public-interest (but pro-operator) steps. 
Probability: Very high | 
Who wins: Reliance, Tatas — — 
Who loses: All cellular companies 


snc MuCM MR MR O———————— BÁO 


"ASSERTION 2 

. "There will be litigation 
but it will not disturb 
either service” 


The cellular companies thought they owned the 





applecart (projected to be worth 800 million wireless: 


phones by 2020) and there are some who are not int- 
erested in conceding a single apple (the names of a US- 
based multinational and a Hong Kong-based one 


.. Limited mobility is a legal service. The tribunal order does not prohibit 
| multiple registrations, which allows the limited mobility firms to mimic a full m 
: | Service. For now, COAT i is content pushing the government to ia the order. 





in exchange for an unfettered right to the balance: 


largest player in this arena, Reliance Infocomm. “We 


stake also is their survival. The view that the pacifist 










Coie to make L case with thie backing o ofa a pre yx 
strong dissent note that is part of the | judgement eg- aa 
alising limited mobility. The view of the pragmatists = 
has, however, prevailed in the Cellular Operators oe 
Association of India (Coal) for now and they are call- | 
ing for limiting mobility within a city as per the order < b 
of the telecom tribunal. This represents 80 per cent of ] "t 
the overall market. The logic: Concede the 80 per cent. 















20 per cent market, which comprises those who roam, - 
outside the city. This also happens to be the pre- ` 
mium high-revenue market. No courts. No fig 
“But where is the fight? We have no quarrel w 
anybody," says Khanna unabashedly, whose int 
pretation. of the order is simply this: Limited mot 
is a legal service. The tribunal order does not. pr 
multiple registrations, which allows the limited mobility -> 
companies to mimic a full mobile service. For now; t je- 2j 

COAI is content pushing the government (a (a lettera day) 
to implement the order as they interpret it. It is only a- 
matter of time before the action unveils in the courts, 

before the extremists take centre stage in the cellular | 
association, and it will happen sooner rather than: o 
later. An investment of Rs 25,000 crore is at stake (and 
accumulated losses of Rs 8,000 crore, claims coat). At 



































policies are making the opposing camp stronger is ^. 
gaining ground. This time round the cellular operators i 

are gunning for a fight to the finish. Since the com ic 

the government would be unwilling to disturb serv 
the millions of limited mobility subscribers, 
camp has even offered to take on the subscril 
stock and barrel. A laudable offer, but the only hicew 
in the whole plan is that in the Indian legal systern, there 
is never a clear “finish”, What is clear is the advocates’ 
fee (A few lakh per appearance). 


Probability: High 
Who wins: The consumer 
Who loses: Can't say 
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. ASSERTION 3 

. "There will be no hike 
in limited mobili 

rates in the near future" 


. Before the year is out, the limited mobility play- 
ers will have to shell out an “appropriate fee" for get- 
ting the right to offer the service. They may also be 
charged additionally for spectrum. Will it be a token 
amount? Will it be a significant amount? Will it be 
limited to the metros? The answers will be pro- 
vided by the government and the regulator, though 
the case of the basic operators is that they have 
paid a higher entry fee than the cellular operators 
(more than twice for the circles). “We also get less 
spectrum and have much more stringent roll-out 
obligations," says the Secretary General of the 
Association of Basic Telecom Operators (ABTO) 5. C. 
Khanna. When the national objective, as encapsulated 
in the telecom policy of 1999, is to increase the 
penetration of affordable telephony, this fee is un- 
likely to be on the higher side as it would ulti- 
mately burden the consumer. For the record, 
Reliance has ruled out any hike in tariffs. 


- Probability: Very high 
| Mil wins: d consumer 


OSES: nelance/datds — —— 5 500000 


ASSERTION 4 
"A unified telecom 
licence will be a reality 
within 12 months 


If licensing is a matter of policy and the govern- 
ment (in consultation with the telecom regulator) de- 
cides policy, then India will go the unified licensing 
© way with minister Arun Shourie and Pradip Baijal, 
T9 .. Chairman of the Telecom Regulatory Authority, 
. . -gunning for it with all their might. This means that 
the limited mobility players will get to migrate to a 
l -dicen ith which they can shed the last vestiges of 
bility (multiple registrations). Shourie 
admitted that it is futile attempting to 


obility $ nce it will be matched by a more 
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. Shoutie himself has admitted that it is futile attempting to limit ! e 
Nerada since e it will be matched by a more intensive e effort to e around the l inil t 





intensive effort to get oud the Áimits. And that will 
mean yet another round of litigation. There is thus 
a strong case for — it ronpe and for all. with a de 






Sic me CLE services vals por a unified. licence. 
“But I kii) have that right laments COAI Director 
e pipi operatorn 


nose for Hiding moon o on tt nde It will be a 
huge challenge to get the two ‘opposing scans to find 





migration toa unified THEM e. Expect sc some v litigation. 


Probability: Moderate 
Who wins: Reliance/Tatas n 
Who loses: The cellular coi ular compan anies. | 


ASSERTION 5: | 
"The ultimate solution 
is the converged licence" 


As if the problems within the telecom sector are 
not enough, there is a section of people that wants 
to revive the case for a convergence. legislation, i 
which brings together the broadcasting, t elecom and 
internet communities, and proposes a super-regu- 
lator for all three. The Bill, tabled in 2001, has been 
in a limbo since December 2002 when a parlia- 
mentary standing committee had said that it was 
premature for the country to opt for such a legis- 
lation, but had nevertheless given detailed recom- 
mendations of the changes required. “Many 
countries have since moved towards a convergence 
regime. That is also the way technology is moving,” 
says Khanna of Reliance. There is no doubt that 
voice, video and data will a conven and 
















However: it is rare dor legisti 
technology. It generally follows : 
cordless phones, legalised long if 
ubiquitous). 1 1 


Probability: Unlikely in the near ture Lg 


on. o pre c 
ology think 
Hee became 
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g RY THIS QUICK 
"quiz: Over the 
past few years, 
India Inc has been 
able to make huge 
| savings in interest costs because: 

A:Interest rates have been 

coming down 

B: Companies have been restructur- 

ing their high-cost debt 
If you've chosen A—which appears the 
most obvious answer—you, of course, wou- 
.. Idm't be wrong. But you'd be equally on the button 
— if you attributed corporate India’s savings to the fin- 
- ancial restructuring a host of chief financial officers have 





company managements have been pulling out all stops 
to get rid of their high-cost debt. While some of them 


bringing down their interest burdens, others have 
gone one drastic step further and paid off their debt all 
together. Example: Textiles major Raymond. “We 
havé prepaid the debt wherever possible. Most of our 
high-cost debts have already been repaid and only 
areas like old retail fixed deposits (that can't be prepaid) 
are still remaining," says R.A. Prabhu Desai, Executive 
Director (Finance), Raymond. 
The steady increase in the number of companies goi- 
ng in for debt reduction year after year is reflected in the 
. industry aggregates as well. As the chart (See Forsaking 
-> Debt) indicates, the debt/equity ratio of India Inc has 
~~ been coming down over the years. This is based on a 
. sample of 400 companies (only non-finance companies) 
whose audited figures are available for all these years. 
During these years, most of the zero-debt com panies in 
the sample have maintained status quo. The best exa- 
mple for this is Infosys. Meantime, those companies 
th small debt components have shrunk them further. 
imple, Hindustan Lever has reduced its debt/equ- 
qr oratio from 0.15 pa cent in December 1998 to 
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As Corporate. India chases 
realising that one sure-fire 
reduce their debt: con | pc 


-been taking recourse to. Along with excess employees, 


are replacing it with lower-cost loans, in the process - 


(From a sample of 400 heel | 
Figures are Debt to Equity Ratio = 
















0.02 in 
December 
2002. A deeper 
look at our sample 
reveals that there is 
not much of a change 
amongst the traditionally — 
less leveraged sectors (like — 
software services and fast- 
moving consumer goods). The 
real action has taken place - 
among the mid-cap companies 
from the manufacturing sectors. 
The table (See Fat-Free Diet) lists 
out 10 companies whose debt has 
come down by the most. 

Now for the question: Why is cor- 
porate India on a massive debt reduction 
exercise when interest rates are at very low 
levels? To be sure, aversion to debt has bec- - 
ome quite a fad with India Inc. Bump into any 
CFO, and chances are he'll either wax eloquent 
about how he made his company a zero-debt 
firm, or how he is working towards that goal. 

"We do not take on debt unless it is required, 
irrespective of interest rate levels, ? says Bruce Inglis, cFo, 


e ents. 














KES cU DITS 


OF DEBT 





profitability with renewed gusto, managements are 
way to add sheen to the bottomline is to aggressively 


BY NARENDRA NATHAN 


Philips India. Worldwide Philips operates with no 
more than 30 per cent debt. Inglis says that in India 
Philips will attempt to keep the debt portion within the 
0-20 per cent range. 


Dalal Street Likes Zero Debt 

The reason for that zeal is pretty evident: Most of 
the fancied companies on the stockmarkets are zero-debt 
ones. That obsession of Dalal Street for zero, or near- 
zero-debt stocks, is explained by the fact that such 
companies are better equipped to withstand economic 
downturns. So, although highly-leveraged companies are 
better placed to chase higher growth, they have a 
higher element of risk attached to those ambitions. 
Stockmarket investors for their part demand a premium 
for this higher risk in the form of lesser price. It's not 
just Dalal Street, but even the lenders that prefer a zero- 
debt company, and they express their penchant for such 
firms by offering lower interest loans. *We have decided 
to become debt-free company now with a clear objec- 
tive in mind. When we identify a strong project and 
approach the market with it, we should get very good 
credit rating and should be able to raise funds at best 
possible coupon rates," says Amit Ghosh, General 
Manager (Finance), Tata Metaliks. 

Also, the focus of India Inc has moved from creating 
assets to increasing shareholder value. In other words, 
companies now have started looking at profitability and 
not just size. “They are now concentrating more on 
profit growth quarter on quarter and year on year," 
explains N. Jyothimani, Fund Manager at CanBank 
Mutual Fund. So the focus is now only on new projects 
that can generate positive returns. “The interest cost is 
only one part of deciding on new projects, the other (and 
more important) part. is the business environment," 


adds M.R. Rajaram, CFO, ICI India. Clearly India Inc has 
realised there is no meaning in generating debt and 
squandering it just because it is cheap. "The way we 
look at debt is like the industry treats the bridge loan. 
Either short or long, at the end of the day it has to be 
repaid," points out Ghosh, of Tata Metaliks 

Indian managements are also learning to allocate 
their capital more efficiently. After the initial euphoria 
of liberalisation, when capacity expansions across 





«THE AUTOMOBILE INDUSTRY HAS SEEN A DROP IN THE TURNAROUND TIMES 
FOR INVENTORY AS WELL AS CREDIT PERIODS" 





Krishnamurthy Vijayan/ Chief Executive Officer/ JM Mutual Fund 
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- .. high earlier," points out Krishnamurthy Vijayan, 
~~ CEO, JM Mutual Fund. Since the debt component in- 
.. : €ludes working capital, a lower working capital re- 








FAT-FREE DIET 


Top 10 companies* with the lowest reliance on debt. 
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disparate industries took on mindless proportions, 
India Inc today is more focussed and sticking to what 
it knows best. This is done by way of getting rid of busi- 
nesses that are outside their core area. For example, a 
company like Raymond has generated surplus cash 
by selling its cement and steel businesses. Idle assets like 
real estate are also being hawked. ici India has generated 
more than Rs 150 crore by selling its properties. The 
money generated from these sales are used not just to 
prepay debt but is also ploughed back into the core busi- 
nesses, Kalyani Steels has managed to put up a co- 
generation plant with a capacity of 7.5-8 Mw at a cost 
of around Rs 27 crore even after reducing its debt by Rs 
146 crore during the last four years. “Once it is com- 
pleted in 2004, we will be getting electricity with out 
any fuel cost,” said C.G. Patankar, Executive Director, 
Kalyani Steels. 


Working Capital Efficiency 

Doubtless one of the most important reasons for the 
aversion to debt is the tremendous improvement in 
working capital efficiency. Companies have adopted 
technology (by installing packages like ERP, SAP, etc) to 
streamline their operations. This has helped reduce the 
turnaround time of inventory (of both raw material 


- and finished goods). Credit periods too have come 








= dowm. "The best example of this is the automobile ind- 
ustry where inventory carrying costs used to be very 





quirement naturally means lower debt. “And this is a 
very healthy signal," says Mr Tridib Pathak, Fund 
Manager (Equity), Principal Mutual Fund. 
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^ Market capitalisation as on August 20, 2003 in Rs. crore 
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The consolidation of manufacturing capacities too 
has played its part in debt losing its attractiveness. As JM 
Mutual's Vijayan explains, during the manufacturing 
boom four-to-five years ago, plenty of capacities were 
created. “This resulted in low margins for companies. 
Today, though, many of them can manage with the ex- 
isting capacities, without having to create new ones,” he 
adds. “Our production can be increased from 2.9 lakh 
tonnes to 4 lakh tonnes without installing any additional 
capacity. So we are using the cash flows to repay high 
cost debt,” confirms Patankar of Kalyani Steels. 

However, as the demand-supply imbalance even- 
tually disappears, the next wave of capacity creation is 
inevitable. And that could once again enable debt to reg- 
ain its lustre. However, the frenzied asset-creation 
one witnessed post-liberalisation is unlikely to rep- 
eated this time round. | EIS 

“Industry has become more mature now,” avers 
M.K. Srinivasan, Senior Vice President (Finance), 
Paper Products. What’s more, rather than just looking 
at the domestic demand, promoters have got to factor 
in the global outlook. “Unlike the past when companies 
used to look only at the Indian situation before setting 
up capacity, any new capacity addition has to be glob- 
ally competitive now,” agrees ict India’s Rajaram. 

Clearly, the advantages India Inc stands to gain 
from debt reduction and improving internal effi- 
ciencies will ensure that they continue to follow on the 
same path. “Profitability has increased because of 
falling cost of funds and improved efficiency. 
Companies are using these cash flows to reduce debt 
and improve the efficiency, which will improve prof- 
itability further," explains Ved Prakash Chaturvedi, 
CEO, Tata Mutual Fund. Amen. Wo — 
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E Building A World-class 


Services Organisation 





Right mix of innovation, 
customer service and 
operational excellence 
are crucial for longevity. 


ERVICES COMPANIES HAVE 

traditionally been born when- 

ever there is a disruption and 
discontinuity. Successful services 
companies used the disruptive tech- 
nology as their lever to scale, but 
once scale was reached, they offered 
a full range of services to the client. 
The client-server wave, enterprise 
resource planning wave, Y2K wave, 
and the e-biz wave spawned new 
breeds of companies—Scient, 
Cambridge Technology Partners, 
Viant and Indian IT companies— 
but only a few survived as pure- 
plays. The rest have either closed 
down or become full-service com- 
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panies. This shows that timing is 
important, but having the right 
mix of innovation, customer serv- 
ice and operational excellence is 
crucial for longevity. 

3M is known for innovation, 
the Ritz Carlton hotels for customer 
service and Motorola for excellence 
in operations. All have won the 
Malcom Baldrige award at some 
time. Even so, they are known for 
just one area of strength. 

Typically, a successful company 
has a threshold level of perform- 
ance in three parameters—customer 
service, product innovation and 
operational excellence—and a clear 
leadership in one dimension. This 
means that in any market there 
could easily be three players, each 
with an established set of customers, 
with one that values a particular 
dimension over the other two. In 
the PC world this allows Apple, Dell 
and HP-Compaq to co-exist. 

Which leads us to the question— 
wouldn't a company which excelled 
in all three dimensions, be a clear 
winner? Of course. So, why don't 
more companies achieve this? To 
answer that question, we need to 
look into the drivers of excellence in 
each of these dimensions and the 
different approaches required for 
each. We will also explore what it 
would take for these diverse skill- 
sets, capabilities and objectives to 
CO-exist in a services organisation. 


Customer Service Organisation 
This organisation is designed 


around the customer. For exam- 
ple, the Ritz Carlton prides itself 
on anticipating and fulfiling a cus- 
tomer's wishes. Each employee is 
empowered to break away from 
regular duties to solve a customer 
problem. To bring a sense of caring 
they moved away from a factory 
approach, where a person per- 
forms just one task, to a craftsman 
approach where one person per- 
forms the entire sequence of tasks. 
The hallmarks of a such an organi- 
sation are flexibility, personal atte- 
ntion and pride of ownership. This 
is often at the cost of automation, 
standardisation and repeatability. 
The reward system in such an 
organisation is aligned closely with 
customer satisfaction and loyalty. 
The training programs are geared 
towards enhancing this value. Staff are 
hired for their communication skills 
as much as for their functional expe- 
rtise. The cost of service delivery is 
relatively high because of the lack of 
automation and standardisation. 


Operational Excellence Organisation 

In some ways this is the antithesis of 
the customer service organisation. 
Here the attitude is almost *I wish 
these customers would get out of 
my way so that I can get on with my 
work more efficiently." Often, com- 
panies operating in volatile environ- 
ments or in mature industries focus 
on operational excellence as a means 
to retain their profit margins. Here 
every task is analysed and broken 
down into its most efficient compo- 
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‘nent and assigned to the best person 
for the task. The emphasis is on effici- 
and cost reduction. 

ie reward system 1n this organ- 
ation. is tied to operational effi- 
- ciencies. These organisations place 
a high premium on functional skills 
~ and training is focused on skill enha- 
ncement. Repeatability is impor- 











are frowned upon. 


.. Product Innovation 

. . Organisations that are built on this 
-dimension tend to be adhocracies. 

| They nurture independence and 



















s facturing and author of its first test- 
. ing manual, wrote, “Every idea 
should have a chance to prove its 


worth, and this is true for two rea- | 


sons, one: If it is good, we want it. 
And two: If it is not good, we will 


have purchased peace of mind when . 
we. have proved it impractical.” | 
The cost of these failed products 


pu is built into the pricing and hence 
— .. costs are relatively high. However, 


the products often tend to be unique 
and can thus command a premium. - 
Innovative organisations hire inn- 
. ovative people and give them the - 















freedom to create. There are not 


: vation. As in the customer service 
ILU utomation or "standardisation. 


 Putti AI Three Together 
What does it take to put all three 
together? Interestingly, we can't 
think of a company which has done 
it successfully. Yet companies cont- 





gold at the end of the rainbow. The 


: * primary barrier to achieving. 
~~ excellence in all three dimensions is 
— culture. So it is clear that we need to 








tant and deviations from set norms . 


cing out-of-the-box. As Richard - 


Ii . Carlton, 3M's director of manu- — ntion and satisfaction. The p 


. too many rules in these organisa- 
~ tions and rewards are linked to inno- 


j organisation, the focus is not on 


inue to search for the elusive pot of 


decouple these three organisations 
within one company and figure out 
a way and level to integrate it. 
In the context of a global services 
organisation, what does this mean? 
What would these three ‘mini- 
organisations’ be? How would they 
function as a cohesive unit? 


Customer Service Layer 


This organisation is the. front-end 


and is responsible for ensuring cust- 


_ omer satisfaction. People here are 


empowered to do whatever it 
takes—even break rules—in order to 
satisfy the customer. Their incen- 
tives are aligned with customer rete- 
eople i in 
this organisation are located near 





the customer and ensure a personal 
response to customer issues. Because 


of the flexibility inherent in the role 
and the location of these teams, the 
cost of operations is relatively high. 


This is also the layer which is re- 
sponsible for ensuring the stick 
-of the customer with the company. 
and institutionalising customer re- 
lationships. This layer will ensure 
that the services organisation has 
visibility and the predictability of 
revenue. Sandwiched between the 
-project delivery organisation and 
~ the customer, this is the layer which - 
| invariably will be the first and last 





iness 


point of escalation. Building astrong 
customer services team is critical to 
the success of a services company. 


Product Innovation Group 


This group defines new services or 
products and constantly innovates 


services and delivery models to 
transform the customer business. 


The focus here is on innovation 
and business understanding. The 


| reward system for this organisation 
is linked to the ability to identify 


"unique services and put in place a 


mechanism to deliver these for max- 





are > bulked ^ de: services có 
product i innovation manifests 
in newer services, transforms servi 
ces which were previously off rec ae 
on-site to offshore and delivers 
through new business models. 














Operational Excellence Team | 

Taking a cue from Henry Ford, plan- 
ning is separated from doing, and the. 
focus in this team is stand. ardisation, 
automation and p cost. 























ortant iue Ear mae are din 
to process excellence. A six sigit 
ano ensures that the solu 
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tionally effici T 


being dosed | from uu othe: 


Conclusion 

In the absence of timing. as acatalyst | 
of growth, innovation in 
organisational design can. provide 

the necessaty platform to scale. 
Theréfore, it is imperative that. 
services organisations aspire to be 

the best in all three dimension, and 
we hope that we will be the first 
company to achieve this. 8 
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THINKS SMALL, 


VERY SMALL 








Tiny plans: Rahul Patwardhan of Indiaco (left) Powerpoints his nanotech vision. His team looks on 
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= T SHOULD BE EASY TO FIND THE 
technology incubator that hosted an 
international conference on nano- 
technology earlier this year in- 
I. Pune. It isn't: searching for #214, 
Tal Bahadur Shastri Marg in Pune's 
- Navi Peth is an ordeal. There are no 
.. " numbers on most buildings in the 
E shabby, crowded, nondescript, street; 
<= v requests for directions at STD booths 
 — or small restaurants are met with a 
-= blank stare. Finally, remembering some 
instructions received over the phone, 
this writer asks for Mazdoor Hadda and is directed 
to a Lal Bahadur Shastri statue near Dhandekar pul 
(bridge). Casual labourers are squatting on the road- 
side hoping to get a day's work. There are small 
trucks and tempos parked on both sides of the road. 
At the corner is a building with sloppily done sig- 
. nage, which reads Indiaco. The broad stairs that lead up 
are dirty with slush. The building has crude steel win- 
dows of the housing-board variety. The reception is not 
air-conditioned. The soft board is a patchwork of 
a faded blue chart paper, something straight out of a 
FU kindergarten school in an underprivileged neighbour- 
hood. After a 10-minute wait on a sofa with more- 
¿2 than-well-worn cushions, I am ushered into the basement. 
-= This room is air-conditioned (thankfully), boasts a func- 
~ tional conference table on one side, and a portrait of 
. Narayanrao Gangadharrao Patwardhan, erstwhile Prince 
of Miraj, and great grandfather of Ramachandrarao 
Gangadharrao ‘Rahul’ Patwardhan on the wall. Nothing 
in the room lets you into the fact that Indiaco is a 
happening incubator, and that it is from here that 
Rahul Patwardhan operates a technology network. 
Not much later, Patwardhan, a hazel-eyed, small- 
built man breezes in, sets up his laptop, barely waits for 
his team of four to be seated and begins a presentation 
i. on Indiaco, a school for start-ups. "We have coached 
-. . . $2start-ups, 19 have graduated, five have made fin- 
: ancial exits (one IPO and four acquisitions), and 95 per 
cent of all our start-ups are cash-positive. We have a 
network of 80 advisors who spend eight to 10 hours 








what? There are labs right | hen] in e si u i ng 
patents in nanotech, that he can n tap. BY VIDYA VISWA 












with a company a mont 
- dn India, the. 
a, Singapore and ( 
b slides run on in a 
- prince wields ar 
and annotates on th 
Powerpoint pen that | 
His team is fovea : 



























| Sin and pitches in s oli sen, k K : bun : i i Walt 
an aggressive young man who joimed 
Indiaco when his start-up naue an 
incubatee company folded up, often fin- 
ishes or emphasises what Patwardhan begins. 
So what will Indiaco do for start-ups? “We 





Ve will 
push the car for an entrepreneur if he has to. et a 
meeting in time,” is Patwardhan's comeback, his face 
crinkling into a characteristic laugh. Indiaco adopts (for 
want of a better word) entrepreneurs, provides them 
infrastructure (if needed), accounting norms, HR and 
other ‘back-ends’, and everything else required to 
translate a big idea into a small company. 

Indiaco also uses its susie to o find uix | s beta 









set üp a company. in nut US sitting tier hui in i India. 
He put us EIS to attorneys, tax iab and: so. on. He 





CEO of the ML. [oe "idea & inc it i: o 
pany, who eventually decided against a US of 

So far, so good. Now, on to the story: Pary 
latest obsession is nanotechnology. He is launcl 
an initiative called Indianano with a scientist who can 
not be named just yet as. CEO. “We are going to hae 12 
nanotech companies in the next 18 months. We will 
ourselves invest in three of them." 


The Nanotech Wave 

Nano stands for a one-billionth fraction and nan- 
ped is the science of working with materials at 
this scale (atomic or molecular) or creating new material 
or machines, a few atoms at a time. From microscopic 
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Room No. 293: NCL scientist Murali Sastry in his small clean room in the lab where he makes films of gold nanoparticles 


devices to futuristic materials to miniature circuits, 
nanotechnology holds the promise of the next big 
thing. “What happened to the tennis racket when it 
changed from wood to graphite? Now imagine what will 
happen if we can create a material that is half the 
weight of the graphite and is 10-times stronger than 
steel,” says Patwardhan. Great, but does he have some- 
thing specific in mind? “Yes, we have identified calcium 
carbonate nanoparticles that can make pvc plastics 
stronger.” Now, Indiaco plans to identify Indian cor- 
porates interested in the technology. 

Is that the only product on offer? No, Indiaco has 
identified a nanotech company out of University 
of Southern California that makes better fuel cells. 
These last longer, occupy less space, and are bio- 
degradable. This company has investments from a 
well-known Sandhill vc, but neither the company nor 
the vc can be named. Indiaco plans to find Indian 
customers interested in this technology too. 

Will any be? Yes. “I’m leveraging four or five 
hundred years of goodwill that my family has gen- 
erated to get openings,” is the answer. The royal fam- 
ily of Miraj has donated land and money to several 
large entrepreneurs (now, now, don’t look for names; 
royalty never lists instances of generosity) in the 
past, even ran a bank and power station, which sup- 
plied electricity to all the sugar mills in the Miraj- 
Sangli area. Does he use his princely card often? “I use 


my discretion. I had to call up Ashuman Ruia (of 
Essar) for one of my start-ups and I did.” 

By now a visitor has arrived. Patwardhan, deft 
networker that he is, calls him in. “Adu come on in and 
meet my guest.” Adu is young (most people in the 
prince’s office are), educated in the US, and his card 
reads Aditya Pitie, Director, Agni Solar Systems. He also 
happens to be the nephew of Vinay Rai of the Usha 
Group. “You were asking me if Indian companies 
would be interested in better fuel cells, here’s someone 
who could be interested,” says Patwardhan. 

The prince’s networking isn’t restricted to India. The 
world has always been his oyster. Even while he was a 
student at Pune, Patwardhan used to regularly acc- 
ompany his father to the US, and his family has a 
house in London. He has been an advisor to The New 
Enterprise network, which incidentally was where 
eBay was born. And he is not shy about dropping 
names. The Economic Development Board of Singapore 
is due to visit over the weekend, he tells me. 

Why is he doing all this? “Well, we should create in- 
tellectual property here, drive the world market from 
here. We missed the rr wave. We missed the biotech 
wave. Our pharma companies should have created 
patents seven years ago and gone to the world market 
now. India has to create a nanotech wave. Each com- 
pany will create many offshoots.” Phew! 

But how much nanotech work is being done in 


It will be three to five years before the companies get funded. 
The products are five to seven years away. Till then the companies 
will sustain themselves with contract research 
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bt technology 


Nanotubes: Calcium carbonate can 
separate proteins 


India? *We have identified at least 30 products across 
laboratories in India. There are at least 550 people 
working on it. These ideas have to first be patented, 
then productised and then made manufacturable." 

How futuristic are nanotech-based products? How 
long term will investments in these companies be? 
How will they sustain themselves till then? The 
Powerpoint pen flies on slide. The x-axis is the interval 
in years. The pen stops between three and five years. 
That is when these companies will get funded. The 
products are five to seven years away. Till then the 
companies will sustain themselves with contract re- 
search. Are there VCs in India who will want to fund 
these companies already? *There is one such project 
in stealth mode. Rahul gets into bed very early. We 
help scale up," says Vivek Sekhar of 2iCapital, which 
has funded several technology companies none of 
which, he claims, are into business process out- 
sourcing or plain IT services. 


Is All This For Real? 


All this smacks too much of dotcom era slideware. If 
there is this kind of optimism, it should be validated 
easily. The National Chemical Laboratory, home to sci- 
entist Murali Sastry—he won the Bhatnagar award 
(named after the first Director-General of the Centre for 
Scientific and Industrial Research) for nanotech just this 
year—is just a 20-minute rickshaw ride away from 
Indiaco in Pune. If Patwardhan has ambitious plans, 
surely someone so close would have heard of it? 

Sastry is a tall, strapping dapperly dressed man 
who dominates room 293—it has a generous- 
shower-cubicle sized clean room facility and is 
swarming with white-coated students. Ask him if an 
incubator for nanotech makes sense and a rhetorical 
question follows. “Isn’t that the model followed 
overseas?” In fact, the professor has been thinking on 
those lines himself. Surprise, surprise 

The savvy Sastry offers a quick tour of his lab. 
The clean room houses a Langmuir machine that can 
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Triangular gold: Four-nanometre-thick 
particles can pierce cell membranes 





Nanostar: Self-assembling calcium 
carbonate nanoparticles 


make thin films of nanoparticles. The professor holds 
up a purple colour slide, a film of gold nanoparticles 
(four nanometres or 2,000 atoms of gold). Gold par- 
ticles, when charged and floated on any solution will 
cling on to small particles. This can be used in the phar- 
maceutical industry: Gold, after all, is bio-compatible, 
and can pass through cell membranes . What kind of 
drugs could be administered with the aid of the precious 
metal, I wonder. “We have a lot of tricks up our 
sleeve. We could charge the gold particles positive or 
negative. The drugs could be proteins, hormones, in- 
sulin...and methods of delivery could be novel too,” 
chuckles the prof. Room 238 is where students, in 
groups are synthesising gold particles using biological 
methods. Sastry picks up a flat-bottomed glass with a 
colourful liquid. That has gold particles synthesised us- 
ing lemon grass, which has chemicals to reduce the 
metal ion. This is the green chemistry approach. 

The professor’s 15-odd PhD students who come 
from diverse disciplines like biotech, physics, chemistry 
and molecular biology are working on other nanopar- 
ticles too. Cadmium sulphide, a semi-conductor, bar- 
ium sulphate and calcium carbonate, both minerals are 
some names he mentions. Sastry just chanced upon nan- 
otechnology in 1995 when, after winning the CSIR 
young scientist award he was allowed to set up his own 
lab with a princely grant of Rs 2 lakh a year. The 
lab—about Rs 1.6 crore has been invested in it over the 
years—now has two US patents to its credit and has 
filed for six more. Ummm. 

Is there a lot of work in nanotechnology being done 
in India? *C.N.R. Rao’s—he is the head of the gov- 
ernment's nanotech initiative—laboratory at the 
Jawaharlal Nehru Center in Bangalore is working on 
carbon nanotubes, nanoassembly and synthesis. Delhi 
U's Amarnath Maitra is working on drug immobilisa- 
tion, has even licensed some technology to Dabur." 
Could there be about 30 products across all the labs in 
the country? *A good estimate," says Sastry. The pro- 
fessor's verdict matches the prince's. 
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p S _— RICOH — setting the standard for 
digital copiers. 


It's time to go digital — or be left behind. 

Go with someone you can trust. 

RICOH pioneered digital copiers. We're the No. 1 
supplier to the world's most competitive markets.* 
Just as exceptional as our technology is our 
commitment to your needs. 

Let's meet. 


*B&W digital office copiers, in the U.S., Europe and Japan. 
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How well do you share? 
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Image Communication 





RICOH INDIA LIMITED 

e-mail: ridhomkt@vsni.com, URL: www.ricohindia.com 

Ahmedabad: 6575661/63/64, 6577763 Bangalore: 2256181, 2254386, 2252587 
Chandigarh: 741462,742723, 743054 Chennai: 28232457/58, 28271421 

Delhi: 26181976/77/78, 26104851 Hyderabad: 23305968/70 Jaipur: 2709756, 
2707028, 2707744 Kolkata: 24743814, 4852056/57/58 Lucknow: 2239189/76 
Mumbai: 26465570 - 74, 22881953 - 55 Pune: 6133740, 6136492, 6111947 
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INTERVIEW WITH DAVID FILO 


Chief Yahoo! & Co-founder Yahoo! Inc 





TO BE 














N APRIL 1994 WHEN TWO 

doctoral students at Stanford 

launched Jerry and David's 

guide to the World Wide Web, 

with a motley collection of 
less than 100 of their favourite sites, 
nobody—least of the all the two— 
thought the directory would one 
day become a $1-billion business. 
But, then, Silicon Valley of the 90s 
was a place where the unthinkable 
often happened. Thanks to the inter- 
net, Jerry Yang and David Filo’s 
Yahoo! (originally intended to spell 
Yet Another Hierarchical Officious 
Oracle) is today the third most vis- 
ited site on the world wide web. 
Although its market cap at $11.7 
billion is way off its peak of $86.3 
billion, Yahoo! remains one of the 
web’s most popular brands. 
Considered Yahoo!'s tech whiz, Filo, 
37, was in India recently to take 
stock of things. Business Today’s 
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“We Don’t Want 


INA 





LOSING 
POSITION 
OR MARKET” 








Venkatesha Babu caught up with 
him for his take on the future of 
Yahoo! and the internet. Excerpts: 


Yahoo! has come a long way since 
1994. How has the market evolved 
in that time? 
We are at a point now when some 
of the markets—for instance, e- 
commerce in the US—have become 
stable and mature. People are doing 
transactions on a very regular basis 
with just as much and probably 
even more ease as of going to the 
local store. Broadband is becoming 
very commonplace. So, potentially 
things like video on demand, in- 
ternet television, internet radio will 
all become a reality. Some mar- 
kets are mature, while other mar- 
kets are maturing. But it is clear 
that beyond the obvious business, 
market segmentation is happening. 
A big piece of our business to- 
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day is marketing services. And that 
is everything from simple adver 
tising to more complex things 
where people are sponsoring certain 
things. We are trying to tap int 
our 200 million-plus user base. We 
continue to build our business 
around theni and see how we can 
leverage this base to drive growth. 
More and more people are spend- 
ing more time online and less time 
on traditional media. Things lik 
television, newspapers, magazines, 
radio. All that is moving online 
That is great for us. We are helping 
marketers to move along with 
them. That is one big piece. 

The other big piece is on thi 
consumer services side where w« 
charge end users for services and 
products. That is a transition that 
has been happening over the last 
three to four years. We have beei 
increasingly trying to encouragé 
our user base to pay for certain 


services that we offer. 


Last year the online advertising mar- 
ket is estimated to have shrunk 5 
per cent to $6.5 billion. How is 
Yahoo! coping with it? 

The overall online advertising mar 
ket has definiteh struggled O 
the last couple of years. During 





the time we have continued to ft 
cus very strongly on it. We have a 
tually taken share from our co 
petitors. So that part of our business 
is actually growing very nicely. But. 
of course, beyond a point we don’ 
want to be stuck with a single sou 
rce of revenue. 50 three Or fout 
years ago we started looking at alt 
ernate revenue streams. 

As I mentioned, we have m 
keting services, we have looked 
and capitalised on consumer sen 
ices, where we encourage users 
to opt for paid email service: 
more storage space, customised 
address, hosting of their website 
etc. We also encourage out 
tomers to pay for posting of pe! 


sonals and online storage of photo 
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albums. We have a whole suite 
of services where we cannot sup- 
port free products because the 
costs are too high or the model is 
inappropriate. The fundamental 
idea here is to ensure that cus- 
tomers move onto value added 
services that Yahoo! offers. 

For instance, three years back 
the marketing services to customer 
services split would be in the ratio 
of 90:10. Today, it would be ap- 
proximately 60 per cent market- 
ing services and 40 per cent cus- 
tomer services. We have a lot of 
services directed towards the SoHo 
(small office and home office) mar- 
ket. There are new revenue streams 
like access 
Traditionally, we were a completely 
independent portal and people had 
to get online somehow without 
us. For instance in the US, you 
had to go to, say, AOL to get online. 
We did not have a direct access 
relationship with them. Recently, 
we've done deals with telcos like 
SBC or BT in the UK. We have ac- 
cess plus all these additional serv- 
ices on offer. So that is an addi- 
tional revenue stream for us. 


Dollars for clicks are in. Directory list- 
ings are out. As the biggest directory on 
the web, what is Yahoo! doing about it? 
Well, certainly the paid sponsored 
search market is one that is a very 
big prize today. People have been 
using Yahoo! from day one as a 
navigational tool and a search tool 
and that continues to be the case. 
That still is one of the primary rea- 
sons why people come to Yahoo! - 


Although Yahoo!'s legacy as one of 
web's first search and category sites 
gave it an advantage, increasingly it 
is under threat from rivals like Google 
and LookSmart. 

Yeah, we have had competitors. 
We have had lots of competitors 
from day one. But competitors are 
nothing new to Yahoo! This space 
continues to be very competitive. 
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relationships. | 


The search space is also extremely 
competitive. However, we have a 
very large piece of the market and 
we continue to be very focused on 
that. Our goal is to provide absolut- 
ely the best search experience for the 
consumer. We have done that over 
the years. We have had different 





“Our goal - 
_is to provide - 
the best search 
experience - 


forthe 


» consumer" 








partners. Today, we are very fo- 
cused on providing absolutely the 
best possible service. If we do that 
successfully, users will continue to 
come to us and use our services 
and obviously the times are 
favourable to the sponsored search 
market and we will find that and 
other ways to monetise that base. 


Yahoo! prided itself on its human 
indexed links compared to Google and 
AltaVista, which use mathematical 
algorithms. Is your acquisition of 
Inktomi and Overture, which use sim- 
ilar web crawler technology, an ad- 
mission of the failure of your model? 

No, I don't think so. The question 
really is, whether the human editors 
bit is alive. We continue to do that. 
Given the fact that there are now 
millions and millions of pages on 
the world wide web, it is humanly 
not possible to search, classify and 
categorise sites. Doing that requires 
certain amount of technology and 
that is why the acquisitions. We 
are trying to find the right balance. 


Does the Inktomi acquisition mean 
that you will snap ties. with Google? 
Today, Google is a partner for 
us and has been for the last couple 
of years. Before that we have had 
a lot of other partners. The main 
thing is about satisfying the end 
user. What we decided was that 
given the strategic nature of the 
technology, we wanted Yahoo! 
to own it and hence the Inktomi 
acquisition. Google continues to 
be a partner today and might re- 
main a partner depending on what 
is good for Yahoo!. 


Things like news and shopping pages 
used to be the bread and butter for 
Yahoo!. Google has gone after you 
with its own news service and shop- 
ping pages directory. How do you 
plan to counter this? 

It is not just Google we are com- 
peting with, but lots of traditional 
news sources. And the fact that we 
have built a successful brand and 
business with a good marketshare is 
an indication of our strength and 
standing. We expect more compe- 
tition as time goes on. So, as other 
companies come in and compete, 
we will evolve our products to pro- 
vide what consumers want. We will 
give more and more reasons for con- 
sumers to keep coming back to us. 
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Discourses by spiritual masters. Plus golf 
lessons. 

* Airport transfers. Accommodation, food and 
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Do you regret having advised and 
encouraged your fellow Stanford stu- 
dents Larry Page and Sergey Brin in 
setting up Google, which has become a 
major competitor to you? 

Well (laughs). ..encouraging them at 
that point was the right thing to 
do. I certainly have no regrets in 
doing that. To be honest, with or 
without me they would have done 
what they have done. 


Yahoo! has made more than 14 
acquisitions in the last eight years. 
Recently, you also announced the ac- 
quisition of Inktomi for $280 million 
and Overture for $1.63 billion. Is this 
acquisition-led growth sustainable ? 

I have to be careful on this. Our 
aim is to continue to grow by pro- 
viding services and products req- 
uired by customers. We have made 
acquisitions in the past either to 
get technology or diversify revenue 
streams. We will do whatever is 
necessary to sustain growth. But 
one has to remember that we have 
had lot of internal growth as well. 
It is really a combination. 


You missed opportunities like auction 
sites, where a newcomer like eBay is 
the market leader. In fact, last week 
you shut down your Australian auc- 
tion site in favour of eBay. Is this a 
strategy to get out of business where 
Yahoo! is not the leader? 

In the long term, we are clear 
that if we are not among the top 
three, it is a fair assessment of 
what you stated of exiting those 
businesses. We don't want to be 
in either a losing position or a 
losing market. We might try to 
change that through strategy or 
acquisitions, but we will strive to 
ensure that we do not get out of 
that top two, three slots. 


Had Yahoo! expensed options it would 
have reported a loss of $450 million 
instead of a profit of $43 million in 
2002. Are you relooking at the policy 
since others like Microsoft have 


98 BUSINESS TODAY SEPTEMBER 14 2003 


already done so? 

Obviously some companies have 
changed the way they report 
options. We are looking at all 
the different options out there 
and we have not announced any- 
thing to date and I am not pre- 
pared to announce anything now. 


How important is the India opera- 
tions. What will your India R&D 
centre be working on? 

We are very happy and encour- 
aged by the performance of our 
Indian operations. Of course, Indi- 
ans have been using Yahoo! even 
before that (1999, when Yahoo! 
India portal was launched). Ven- 
kat (Panchapakesan, the CEO of 
Yahoo! Web Services India) and 
his team will develop cutting- 
edge technology for us. The R&D 
centre will focus on areas such as 
server technology, UNIX/C/C-- ^, 
Apache, Oracle, sQL, data min- 
ing, business intelligence, data 


“We will strive 
to ensure that 


we do not get 
out of the top 


two, three 
slots" 


engineering, e-commerce, network 
services, classifieds platform, consu- 
mer services and enterprise services. 

Some products meant for the 
global market will be wholly deve- 
loped at the Indian R&D centre, 
which will also research new serv- 
Ice areas that the internet can offer. 
It will provide customisation and 
technical support for the launch of 











Yahoo! products globally. We will 
invest whatever is required. Our 
goal is to grow the India R&D team 
to around 150. 


There has been talk in the market of 
downsizing at Yahoo! India portal... 
We do not comment on a country- 
to-country basis. We are a com- 
pany that has gone through a num- 
ber of cycles. There have been lay- 
offs in the headquarters at Sunny- 
vale in the past. However, let me 
say that the number of people in 
Yahoo! India today is more than 
when we started. We are commit- 
ted to the India market. Traffic 
continues to grow, user base con- 
tinues to grow, our investment con- 
tinues to grow, and India is a huge 
potential market for us. Efi 
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ue. How can Reflex Systems turn its sales trio into a sales team? Thiru Vengadam o. 
AM PeopleSoft, Prem Kamath of Hindustan Lever and Joseph John of Wipro Infotech discuss 


pH NOI" EXCLAIMED RAJAN TRIVEDI, ALLOWING HIS 

- Bnormally unflappable self to get flapped. 
: 7 His colleagues Santanam Shankaran and 
Kirk Singh stopped and shrugged. 

Till this point, Reflex Systems' three senior sales and 
marketing executives had been on their way for lunch 
after a routine meeting. Now, it was two of them left 
waiting, as Trivedi rushed to recover his rolodex file left 
on the conference table—apparently a crisis of unspeak- 
-able proportions. Trivedi was mortified by the thought 





e . of someone—anyone—thumbing through it. 


. "Teamwork 101,” said Shankaran, with sarcasm. 

“Yeah,” Singh chuckled, “all for one and one for more.” 

It was half an hour later—at the local pizza 
joint—that the issue was broached again. Trivedi had 
opted out, and both had one name 
on their mind: Trivedi. 

"The Razzmataaz deal was quite a 
stunner," said Shankaran, at last. He 
was referring to Trivedi’s latest coup 
for the company—a contract worth Rs 
10 crore for an upcoming retail chain. 
"Weren't you supposed to go with him 
for the deal-closing meet?" 

Singh frowned. Something had come up, and 
Trivedi had not been able to re-schedule the meeting. 
And so it happened that their colleague went alone, 
again, to score the big one. "It's been tagged in the credit 
records for all three of us anyway," mumbled Singh. 

“And he's also filed the deal report in proper for- 
mat,” said Shankaran, “I studied it with a magnifying 
glass. Very nicely written. The negotiation process ts all 
there, right to the last detail. A masterpiece." 

They both laughed—in consolation for the grim 
fact of the moment. Without Trivedi, they knew, neither 
of them could possible make any headway with 
Razzmataaz, with or without all the documentation 
processes on how the deal was swung. The report was 
what it was—a report with bald facts and obvious 
numbers, as the office template demanded, rounded off 
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with a nice dose of prose elaborating the speedy, E 
insightful details of the client’s business re 
“Do you think Ramanathan ever sees th 
asked Singh, himselt a d rep por t 







und SO similar that we must have errifk ‘cohesion: É 
The two laughed again. *Maybe we're subcon- 
sciously mimicking Trivedi's style," ventured Singh. 
"As if reports mean anything...” scoffed Shankaran. 
“So long as it formalises the process of institution- 
alising the whole sales operation, I think it’s positive," 
-opined Singh, “Better than operating as 
lone rangers... mysterious cowboys who 
gallop alone into the night and turn up 
at dawn with bags of gold at the saddle.” 
“What makes you think this is any 






and reading each other's re | 
my idea of market-knowledge sharing” 

“So what—you want us to read each other’s minds 
and turn into professional soul-mates? There’s an art to 
the damn thing and someone will always be more 
artistic at the job than others. We can vt grudge Trivedi 
that, you know,” shot back Singh. 

Suitably provoked, Sheek: turned on his. 


most argumentative voice. “Ha—now you're talking ` 
art,” he bristled. “If it was so much art or whatever, PME 
you could bet your next bonus he'd be a lot h ppier- i 
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"Maybe he's just highly. indi 
tended Singh, in any cse. I don’ 
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different?" growled Shankaran, “put- i a 
ting statistics together for group analysis : 
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You know, one of America's greatest folk singers 
used to hand out the music score to his accompanists 
only seconds before the studio recording—he was nuts 
about anything leaking out beforehand." | 

" Accompanists?" Shankaran raised his voice. “What 
on earth are you talking about? We're a three-person 
sales team, dammit. We're supposed to study the 
market together, chalk out strategies, and then go get 
the contracts. All of us. That's the job. We're sup- 
posed to be on a common wavelength." 

" [hat's not the job,” said Singh, “that’s the theory.” 

“Fine—maybe even you're developing a special 
antenna to pick up signals from deep within clients’ 
minds." Shankaran was turning morose. 

“Hey, trust me. I’m just as zapped as you are, so cut 
out the ‘me and you' thing. But admit it, we're damned 
lucky to be in Trivedi's group. We're also getting the fat 
sales bonuses. All we need is some real teamwork." 

" [hat's not going to happen at the rate we're going. 
Trivedi sees this quiet arrangement like some sort of 
mutually acceptable equilibrium. You know what he was 
doing once when I walked into his office? He was 
talking to an ex-customer of Raazmataaz—there's no 
mention of it in the report. Now look at the brief 
we've prepared for the programmers. No retailer look- 
ing purely for shelf-space efficiency maximisation 
would. go with such software specifications... it's 
obvious they're looking for some non-conventional 
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metric for shelf-space value, but they did not verbalise 
it. So how did our man know?" 

*Good question. Try figuring out what's on his 
mind, and he'll just stonewall you." 

“Yeah, so let's have a heart-to-heart with Mr 
Mystery... we're not challenging his sales skills, we're just 
pursuing the company's institutionalisation objectives. 
The system's bigger than the individual, remember?" 

Shankaran looked sceptical. "Sounds too much 
like a threat for any such discussion to end amicably. | 
think we're better off taking the issue up..." 

“With Mahajan?” cut in Singh, incredulously. 

“Of course not—he has a stake in papering all the 
cracks, and he’s cool so long as our group’s targets are 
met. And when it comes to a budget battle to retain his 
team, he also knows exactly who Mr Indispensable is.” 

“Terrific. Got any ideas?” 

“We go to the HR head for advice. I mean, he'll at 
least take an angel perch view. And this could be 
symptomatic of a bigger problem that needs to be 
addressed before it’s too late. This systemisation thing 
is not working, and the CEO should know it’s not 
working. An atomised company cannot retain its edge 
for long. Teamwork 101. Company alert.” 

“Oh—and risk letting Trivedi get the whole bonus 
all to himself the next time round?” 


The question: What should Shankaran and Singh 
do about Trivedi? Efl 





Is there a management genius latent in you? Take a crack at the thirty-third Interactive BT Case Game. 


Should Shankaran and Singh confront Trivedi? 


* Send “BTCS Y” if yes is your answer, to the number 2424 on your mobile. 
t Send “BTCS N” if no is your answer, to the number 2424 on your mobile. 


+ Send BTCS followed by your comment (not exceeding 160 
characters) to the number 2424. 





To know the final poll results send "BTCS F" to the number 2424 after September 14, 2003 





Note: Not available with all cellular operators. Regular SMS charges apply. 


Powered by ActiveMedia Technology, www.activemediatech.com 
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A — and selectively disseminates information, though 

they are ‘team members’. Now, why would Trivedi 

not engage the other team members fully? Maybe the 
~ others are not adding enough value. Maybe he feels that 

they are not up to his calibre. Maybe he wants to get all 

he credit in future, though he is sharing it now. 

— What can Shankaran and Singh do? 

| Talk to Mahajan. 













porting manpower plan and so on. While Mahajan is 






n i should look at the prospect of higher achievement if all 


= “Maybe Shankaran 
2r and Singh should find 
.. Out more, observe 







mally—as against just one. 
But suppose Mahajan 





s ( does not give them a good 
. Tüvedi'sstyle and hearing; or gives them a 
x. learn his success hearing, but does nothing— 
' . tactics. Demonstrate why rock the boat if the 
their value, and join team (!) is delivering? 







ll Go to CEO Ramanathan. 
The cro should definitely be 
: condeitied about two-thirds' of a sales group not being 
.. . fully involved—and hence not necessarily contributing. 
~- While it is important to meet short-term revenue goals, 
. itis equally important that the organisation is built on 
a common culture and shared values with retained 
learning across the firm. The CEO may take action. 
— But approaching the CEO may not be feasible. 
i Talk to the head of HR. 
This is an excellent option. Now, HR has the pivotal role 
-to play in aligning the human resources to the firm's 
." . overall objectives. It would also be interesting to know 
~~... what motivates Trivedi to perform—at least in the man- 
Ss ner he’ s doing. How can the others be similarly motivated? 
-< Who needs counselling—Trivedi or the other two? Or all 
oth them? HR should help establish a team culture. 


! is game" 









m Why not talk to Trivedi? 


1g b - e Trivedi does not involve them fully J 


eir supervisor, the President (Sales & Marketing), | 
id be in the right position to understand and resolve . 
the issue. This presupposes that there is a clear man- — 
~~ agement structure, a well-thought out business plan, sup- 





happy that the numbers are being met by the group, he 


three were contributing optie 


If they are peers and are expected to work together, 

why not have an open discussion with Trivedi? A dia- 

logue would ease the tension and bring out any app- 
rehensions that Trivedi has about them. 

m Live with the problem. 

Since both Singh and Shankaran are already demoti- 

vated, despite getting their proportion of credits, this a 

bad option. The situation could further deteriorate 

and drag the group down. 

E Live with the problem to find a solution. 


- Maybe Shankaran and Singh should find out more, obs- 


erve Trivedi’s style and learn his success tactics. 
Demonstrate their value, and join his game. 





4 Head (Management Resources), | | 
Ei Hindustan Lever Limited 


saec drea enr Re aa rr eee mhz P a s 





FWE WERE TO GET BACK TO BASICS, MAN I$ ESSENTIALLY 
selfish even though paradoxically he is a social 
animal. Teaniwork does not happen naturally be- 
cause individualism makes it a dog-eat-dog world, es- 
pecially in corporate life. The pyramid is steep, and it's 
every man (or woman) for himself. A string of cliches 
and metaphors, you might say, but that’s reality. 





The situation in this Case Game is typical—Trivedi 
is the go-getting high achiever who would rather operate 
alone even in a team. He 
probably does not trust ure of 
Singh's and Shankaran's cap- 
abilities, and at best, just 
about tolerates their being 
members of his team. 
Moreover, Trivedi appears 
paranoid about his personal 
contribution not being recog- 
nised by the company, and hence prefers to keep the 
other two in the dark on matters crucial to 
team performance. 

This is a familiar situation in any team, even in 
the sports arena. Consider a World Cup winning soc- 
cer team like Brazil. There are the superstars Ronaldo, 











"Develop a cul 





C pope nn 





individuali n p E 
member, thus creating 
divergent thinking” 








- Ronaldinho and Roberto Carlos, and there are others 


who are almost as good as these 3 Rs but not quite, and 
there are still others who are ‘weak’, relatively speak- 
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ing. However, it is not just the long hours of practice 
that makes Brazil win, but the right mix of individual 
brilliance and superb teamwork—and more impor- 
tantly, knowing when either of these factors must take 
precedence. Hence you see Ronaldo charging towards 
the opponent's goal post, and you bite your nails in ant- 
icipation for him to send that super kicked angled ris- 
ing ball straight in, and before you know it, he has 
passed the ball to Ronaldinho—who doesn't miss a beat, 

leaving the opponents staring in disbelief. 
_ So also in great corporate teams, where the star per- 





a _former must know exactly when to score, and when to 
- allow another to do so. 


Team members must learn to work together, exp- 
 'erience each other's strengths and weaknesses, and 
exploit the synergy within. They should develop a 
culture of cooperation and a respect for the individu- 
alism of each member, thus creating the capacity for div- 
ergent thinking—yet, in the end, bringing all the diverse 
thoughts together to create a comprehensive solution. 

There has to be the right interplay between so- 
called ‘defined roles’ to produce the best result. In 
this case, Singh and Shankaran have come together 
due to the distancing created by Trivedi's individu- 
alism. Should they blow the whistle on "Teamwork 
.. 101" breaking down by complaining to the CEO 
through the HR head? Certainly not. I would in- 
stead advise them to confront Trivedi directly. A 
great team must periodically review this process of 
problem solving, and Trivedi needs to know from his 
own colleagues that things are not right. 






[ JOSEPH JOHN 


| Head (Strategic Resourcing), 
: Wipro Infotech 





O SET THE CONTEXT, LET US RECAP RELEVANT 
stated facts and leading assumptions of the Case 
Game. Reflex Systems, a 10-year-old software 
company, has a team of three senior executives in 
sales and marketing, operating under the guidance of 
president Mahajan, who reports to the founder CEO. 
The sales team—comprising Trivedi, Shankaran 





and Singh—has no hierarchy whatsoever. The team has 


. won a Rs 10-crore order from Razzmataaz, a retail 


— chain, The indication is that Trivedi was the key person 


z in bagging the order, and the precise reasons that he was 


~ . able to swing the deal are hazy to the other two mem- 


bers of the team. However, the deal has been tagged to 
. the credit records of all three. 

. Shankaran, in particular, appears critical and 
resentful of Trivedi. Singh, though not very happy 
himself, accepts the fact that it was due to Trivedi 
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they all get hei ‘fat sales bonus’, a ands seems rare E 


| rivedi ison © 
pany too 
Shankaran and 


moment is that ze obed ; 
a high, and the higher ups- 
know of his ‘indispensability’, tea n 
Singh feeling vulnerable. —— ^ 
Now let's ask the key questions. B 
m Is the sales & marketing department of Reflex 
Systems sub-optimal in utilising the talents of all three 
senior executives? 
B Are Shankaran and Singh seriously interested 4 in 
knowledge sharing and growth of the organisation or 
too bothered about the credit sharing among them? —— 
lil Can teamwork in an organisation work well witho ES 
systems? Will a few rules ensure teamwork? Are te 
work and individual excellence iria excl 



















team ed ues all share as a bona. eo 
Shankaran and Singh could also. reflect c on 1 po- 
tential opportunities for en- QU es 
hancing their achievements. | uR ne-organise tn 
within the sales team. The first "à | ith int Kiha ites, 
and easier way to enhance  Withint 
teamwork and effectiveness Om 
of an organisation is by s ~ That woul " 
hancing one's own individual B e ihi h ; eiu | ain idividual - 
contribution to the team. anc 
Secondly, P d ! 
need to re- organise ae re- 
















points will goa pe way i in: i halpines z stren 
work within the salesforce and enable it to take 
tiative by itself through new processes. Eur 
Shankaran and Singh should approach. M ) bain 
to discuss their suggestions and options. Ho | 
such a discussion s M end hp t 





They could approach the HR end ont ifi issues are 
not sorted out with Mahajan. | B: 
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*I took the road less traveled by, and that 
has made all the difference.” 


Do you listen to a different 
tune? Do you march to a 
different beat? 


If yes, there is one 
management school that 
values this difference. 

The difference that creates 
fresh and inspiring ways of 
learning. 


This difference is reflected 
in the innovative system of 
education at SPJIMR. 

The curriculum is divided 
into formal classroom 
learning and practical 
activities such as ADMAP 
(Assessment and 


Programs at SPJIMR: PGDM, FMB, PGDIT and EMBA. 


Development of Managerial 
Potential), Outbound 
programs, Gita shibirs and 
‘Development of Corporate 
Citizenship program’. 


SPJIMR has strong programs 
for young inheritors of family 
managed business and 
e-MBA program for working 
executives. 


These unique programs 
enable students to tackle 
management issues in real 
time. A western emphasis 
on efficiency delicately 
blended with an eastern 
focus on values and ethos 


— Robert Frost 


help students to acquire an 
integrated approach to their 
personal growth. 


The students of SPJIMR are 
hardworking, willing to roll 
up their sleeves and stay for a 
longer duration with 

a company. 


The proof that SPJIMR 
produces a different breed 
of MBAs is evident in the 
fact that they find a place 
for themselves with top 
corporates across the world. 


If this is your true calling, 
SPJIMR is the place to be in. 


PGDM 2004 - 2006 admissions open. Forms available at select SBI branches. 
BHARATIYA VIDYA BHAVAN 


S.P. Jain Institute of Management & Research 


Munshi Nagar, 

Dadabhai Road, Andheri (W), 
Mumbai 400 058. 

India. 


Tel.: 2623 0396 / 2401 / 7454 
Fax.: +91-22-26237042 
Email: spjicom@spjimr.ernet.in 
Visit us at www.spjimr.org 
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KAY, SO YOU MISSED INFOSYS, WIPRO, 
| ‘Satyam and all the rest when they were 
M going cheap. Even if you didn’t, rupee- 
M multiplying investing (as opposed to the 
. "mae boring incremental sort) is really about 
E. spying "the giter of future success before everybody 
-else does. So here we are—with a set of five probables 
_. for tomorrow's tech stardom. Infotech Enterprises, 
-Blue Star Infotech, Geometric Software, KPIT 
. Cummins Infosystems and Mphasis BFL Ltd. 
The selection criteria? These are firms, first of 
| that < are in the tech domain, and thus sitting on 
_ increasing-returns-to-scale and all the other won- 
| ders generic to the category. As the act- 
, ual filter gate, though, we have 
— picked firms that have a techno- 
logical differentiator that gives 
them an edge in some market 
niche, and a proven record in 
scaling up capacity rapidly to 
address global opportunities. 
. The following five meet the 
test, and are potentially high- 
growth firms that could outshine 
the rest over the years. Best of all, 
: _ they’ re going cheap—with mainly pre- 
€ ratios. Check them out. 


-Infotech Enterprises 

: Started in 1992, this software firm started with a 
A niche competence in geographical information systems 
(GIs). The cis business, however, has suffered the US 
_ slowdown, to which the company has responded by 
- ascending the value curve by offering Gis consul- 
ncy internationally. Says Mohan Krishna Reddy, CFO, 
nfotech Enterprises: “The pressure on margins was 
ely because anticipated sales did not happen due 
ng of the Gis segment in the US. The billing 
es as such haven't been affected." 

For future growth, the firm is betting on do- 
gn expertise—through i its association with Pratt & 
< Whitney—in Engineering Design Services, particu- 
. larly for. automobiles, aerospace and engineering 
gc machinery Processes. This shift has been in evi- 
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dence for some time now. *From 70 per cent of sales 
coming from GIS a couple of years bac 3.843 
Reddy, *we now have just 30 per cent cc 
that segment.’ " Raginecring, services acco 
per cent, and IT services the rest. 
Rahul Dhawan, Research Mines SKP S 
expects the firm to ramp up non-Gis capacit 
current price the company does offer value," 







: he says, 

“and has the potential to fetch above. average re- 
turns.” Infotech Enterprises’ 2005-06 revenue target: 
$100 million (Rs 460 crore). Jigar Shah, Head of 


Research, K.R. Choksey Securities, is impressed with 


BVR. Mohan Reddy | ae 
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the company’s GIS value-additions, PUT is confident 
that the numbers will start to flash brighter soon: “The - 
rear end growth should start happening i in the second i 
half of the current financial year.” 


Blue Star Infotech "TI 
Blue Star Infotech, part of the Rs 600-crore Blue Siar 
Group, is the smallest of the companies. on the list in 
terms of sales. The company is structured for big 
things, though. It operates in North A merica, Europe 
and Southeast Asia, offering software services. Its five 
main lines of business: Business Application Practice, 

















-Global r&b, Banking, Financial Services & Insurance, 
Consulting Services Practice and System Integration 
Practice. It depends on Hewlett-Packard (HP), its pre- 
dominant client, for more than a third of its revenue, 
but has relationships with other global clients too, 
many of them big names. 

D “Most of our deals are long rey boasts Sudhir 
d f Geera, Vice President (Marketing), Blue Star Infotech, 

- “so there is not much pressure on billing rates." 
The company expects growth to come from its 
niche areas of global R&D and consultative business 
services (including onsite consulting, packaged solutions 
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implementation and support, and IT outsourcing). 
Blue Star Infotech is also in the midst of a conceptual 
recast that could position it more clearly in customer 
mindspace. “We are looking at new geographies 
as well as consciously changing our style 
from conservative offshore, solutions-fo- 
cused company into a consultative cus- 
tomer-centric company," adds Geera, - 
proud of the orders just received from 
York International Corp and Hitachi 
^^. Medical Corp. As far as ‘derisking’ goes, 
the company’s HP dependence is 








projected to decline steadily, though perhaps not the | l 


Geometric 
Software clai oth The company has geared its resources to 
special Strength 
in complex 
PLM solutions 


It's too late to get rich on. 
the already-glamorous - 
tech stocks, but you 

| could still bet on so me. 

| ofthe di iamonds w wait fita 4 





























BY SHIL PA NAYAK 


information-worthiness of the relationship. 


Geometric Software | | 
Geometric Software, another intensely speci ili 
tech firm, is focused on product lifecycle m 
ment (PLM) services to the global mechanical design, - 
manufacturing and industrial markets. The company — 
claims special strength in complex PLM solutions for au- 
tomotive, aerospace and other such hi-tech ind Ses 
tries, and boasts of global associations with EDS and 
MatrixOne, apart from Dassault Systemes, with which 









Figures exten YOY er i i, d 
Yaar-on-year wow | in percentage EPS ip RS 
*Market cap as on Aug 20.2003 — Fi ures for F FYR 





it has a 70:30 joint venture, 
Recent years’ revenues and profits have not been all 
that ‘geometric so to speak. “The volumes didn't 
come through," concedes Manu Parpia, MD, 
Geometric Software. But there's no restrai- 
ning the company's growth ambitions. 





move into high-growth mode, as Shah 
of K.R. Choksey affirms. 
Otherwise, the game is to ramp 
up PLM capacity, while striking deals 
that offset the rupee appreciation factor, — - 


eder 
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<- Parpia agrees that overdependence on 
_ the PLM sector alone poses a risk, but 
. - explains that in this era of super-spe- 

— cialisation, “not focusing on a niche 

-. -toO can be a big risk in itself”. Another - 

. concern is the dependence on just 

— five top clients for 70 per cent of 
E sales. * ‘But then,” says the CEO, “they 

re a regular bunch and we have good 
:lationships with them.” 

-While Geometric's business prospects look 

| good, the company continues to be seen as something 
E ofa a ‘one man army’ by many of its critics. 


KPIT Cummins Infosystems 
software domain expertise is the game, KPIT Cummins 
Infosystems—created by a merger of Kerr and Cummins 
fosystems last year—would like to bring together 
an intimate understanding of banking and finance 
(from the former) and embedded software in the man- 
ufacturing sector (from the latter). 
-This is also the only company on the list with a mar- 
ket cap of under Rs 100 crore in late August. But that 
“suits the business model perfectly, since the emphasis is 
‘more on competence establishment (the Cummins as- 
sociation obviously helps), before the big numbers are 
; ought. “We prefer to get deeper into our niches that 
-we specialise in,” says Ravi Pandit, Chairman and 
- group CEO, KPIT Curümins Infosystems, *than diversify 
-into other areas for growth at this point in time.” 
The « company provides end-to-end software develo- 
pment and maintenance services through three devel- 
“opment centres in Pune, and global subsidiaries in the 
i (US, UK, UAE and Japan. According to Jigar Shah of K.R 
Choksey, the advent of intelligent gizmos makes em- 
... bedded software a potentially vast field of opportunity. 
el He adds, “The company is not only into development 
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The big challenge 
for Mphasis is to 
manage tlie 
anticipated 
growth 





MPHASISBFL 
Chairman & CEO 










































iid except YoY powt ; ratio in Rs crore 
Year-on-year growth in percentage EPS in Rs 
*Market cap as on Aug. 20. 2003 Figures fot FY 2003 






id prices in Rs : 





but also into maintenance." Shah reckons 
that the company would maintain rev- 
enue growth of 30 per cent for the next 
three years—making it a good long- 
term bet. Among the obvious risks: an 
appreciating rupee. “Tapping multiple 
markets, tight cost control, and mov- 
ing up the value chain are measures 
we are taking to derisk ourselves from 
the appreciating rupee,” says Pandit. | = 


Mphasis BFL 


Mphasis has been making waves for its BPO accent in: ihe 
recent times, but it has been an established player of- 
fering solutions in software application integration, 

which involves making legacy computer systems work 
with the new fangled stuff. Mphasis concentrates on fin- 
ancial services, insurance, logistics and airlines as its so- 


called verticals, and boasts of an impressive client list, — 


including CEO Jerry Rao's former employer, Citigroup. 

While its profit margins are under pressure, Ravi 
Ramu, Group Cro, Mphasis BFL, expects to “leverage 
the expenses incurred on SG&A (selling, general and 
administration expenses) over the next couple of quar- 
ters”. Also, a volume ramp-up ought to help, even as it 
hedges its forward dollar revenues to mitigate the affect 
ofa strengthening rupee (a trend unlikely to be reversed 
soon, going by RBI’s recent statements), 

Msource, the BPO unit, distinguishes itself for its 
Spanish facility in Mexico. “Msource has the early 
mover advantage," says Surendra Goel, ir analyst, 
Motilal Oswal Securities, “The unit is also expected to 
turnaround in the current financial year." Strategically, 
adds Chetan Shah, rr Analyst, Quantum Securities, 
“The company has to decide between price and volu- 
mes.” But the biggest challenge, according to Ramu, “ is 
to manage the anticipated pou ? m 
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Riding a bull wave that saw 
the Sensex breach the 
crucial 4,000 barrier, 
equity-based mutual funds 
have emerged clear wi nners. 
A BT-MUTUALFUNDSINDIA. COM. 
monthly update. t 





OW THAT THE SENSEX HAS BREACHED 
4,000, everybody—as is the bull market 
custom—has become a stockmarket an- 
alyst. Everybody is telling us how the 
good times are finally here to stay, how this rally 
is driven by fundamentals rather than E 
tion, and how everybody will soon get rich. | 

Customary behaviour extends to other aspects of 
the investment world as well. As a bull market 
gets going, equity-based Mrs become the benefici- 
aries of increased retail attention—and money. 
Most MFs witness a sudden increase in their asset 
values, as stocks zoom. It is the wise investor, 
though, who decides to turn even more discerning 
of MF performance in a bull market. 





RECOMMENDATIONS FOR 
RISK-AVERSE INVESTOR (20 % equity; 80% debt) 


Absolute Return (%) 


Scheme 
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| HDFC Income Fund 






One year ending July 31, 2003 
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8.82 






iei i gained 5.1 per cent over dra ond. The NSE 
; 4.6 per cent. Global indices did rather well too. 





‘Birla ona This c egon: ere mer HSBC 
Equity Fund, struck it rich on Infosys (up 10 per cent) and 
Mahindra & Mahindra (up 35 per cent). 

Among sector funds, July was the month of pharma 
- funds, borne out by the 8.8 per cent gain in the bench- 
~ mark Lifex. The top performer was SBI } 
 Umbrella—Pharma, with its 13.3 per cent return. 
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AGGRESSIVE INVESTOR (80% equity; 
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arkably well i in July, generating a 13 per cent rett 

The tech sector witness 
with the BSE Teck gaining impressive 
ICICI Tech Fund seems to have máde Pu ino | 
This fund did well with its bets on Hughes Sof 
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The monsoons, the corporate results, the US re 
AM fortunes 2 are to be made, « once again. But is 


big scare-test 
at ike E. Ss of X Tul y, ias: hars san adaro F the 
rally's resilience. Market players have shrugg d of "the 
news of sEBí's ban on Samir Arora, the bele 
manager of Alliance MF, and are busy building posi- 
tions. Án interesting new game is back in town, and 


whether you call it me-tooism or you-tooism, no- 
body wants to miss the action. El 
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Ww, NE WAY TO PICK A MUTUAL FUND (MF) IS TO 
blindfol ld one's self and pin the ‘donkey’s 
tail'—in the belief that when times are good, 
verybody makes money, and when times are bad, 
'erybody loses money. Mrs are but commodities, 
. one could argue, painlessly interchangeable. Of course, 
—the catch is that MFs are not commodities, and not only 
..— because they have exotic names with varying alphabet 
E |. appendages. They actually vary vastly in the money 
| they make—their performances. 
- >. [n fact, the 10 best performers did a terrific job in 
2  July—raising their Net Asset Values (NAVs) by more 
— than 10 per cent. With the stockmarkets springing 
. back, there'd be a stampede out there to get money 
into these roarers, you'd think. 
Well, guess what: Reliance Banking Fund—Growth, 
< the No. 2. performer, actually lost units—which, if 
- taken as a proxy for fund exits, denotes a rush in the 
ae po direction. Sun F&C Personal Taxsaver, the No. 
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How do people pick 
their mutual funds? 
Believe it or not, 
actual performance 
has very little to do 
with it. 





10 performer, suffered even more—its unit count 
dropped by more than half. Of course, these may be 
administrative blips. Also, when investors jump in and - 
cash- out could well reu on the n of the fund's 













The very worst a ty in Ty, UTI xL dde Mas iste er 
Fund, actually saw a 46 per cent jump in units. And th 
top 10 unit expanders, in the second chart, have all 
made rather ho-hum NAV gains. — — 

So how on earth do investors pick MFs?. size? Ad ex- 
posure? Brand name? Size is not it, since most public 
sector funds—the biggest—have seen: their unit counts 
fall. As far as brands go, Sun, Birla, Tata and Sundar: 
to be the names mopping up the money, and surpris- 
ing not Franklin (though a Templeton fund has been 
gaining). But then, Franklin Templeton' $ TV ad campa- 
ign is raising investor sensitivity to performance more 
than anything else—precisely how it ought to be. Ell 
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Best Attractors 








No. of Units % Change in*** 


Fund name inJuly** Number of Units. ~ 
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Source: Mutualfundsindia.com 
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"| am ready for the world" 


"The unique global perspective of the course content, the incessant grind through 
real life situations and the stimulating learning environment at TASMAC mean, at the 
end of it all you are raring to go... like me !" - Chirag Gujarati (MBA 2003 Class) 


TASMAC Backed by achievements that are your insurance 


Truly a New Generation against mediocrity... 


management institute offering The first and the only institution 
globally relevant management Pic outside UK & Europe to be 
education of the highest 
international standard. 
With a modern paradigm of an 
instant adaptability to change, 
making the education always 
contemporary, always relevant. 
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India's first 
management institute 
with ISO 9001 : 2000 
Certification. 
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The Scourge Of 
Insider Trading 





ET ME START WITH A FUNDA- 


mental question. What is ins- 

ider trading? The commonly 
accepted definition is “trading on 
price-sensitive information obtained 
from insiders before it becomes pub- 
lic”. There are many kinds of insider 
trading but I have tried to classify 
them into three broad categories. 
Each type evolves as times change. 
Type 1. People closely connected 
with the management get some 
price-sensitive information before it 
is made pubic and they use the inf- 
ormation to make a profit. At the 
most one would term this as unfair 
trade practice, but in keeping with 
the average human nature. The 
early stages of the stockmarkets 
saw such malpractices. 
Type 2. This involves an operator- 
management nexus. The evolution 
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and growth of stockmarkets brought 
about the entry of mutual funds. 
The markets grew and thus the 
opportunities to manipulate inc- 
reased. Insider trading took a new 
turn. The operator could be a fund 
manager or have one as an associate. 
The fund manager provides the 
resources and the management pro- 
vides the inside information. They 
trade on the insider information 
on their personal accounts and use 
the fund for aggressive buying or 
selling to facilitate perpendicular 
rise or fall. This helps them to 
square up their positions at huge 
profits in a very short time. Risk is 
eliminated and quick profits re- 
alised, thanks to other people’s 
money. The fund acts as a buffer 
should anything go wrong. This is a 
blatant abuse of position leading 
to profits at the expense of others 
and a threat to the system. It is easy 
to know about such manipulations, 
but difficult to pin responsibility. 

Type 3. Manufacturing so-called 
price-sensitive information and mak- 
ing it public. A policy decision can 
wreak havoc on the stock prices. 
For example, whether a public sec- 
tor enterprise will be disinvested 
or not, whether banks will be al- 
lowed to give back government 
equity at par or a premium, or 
whether the State Bank of India 
will be allowed to increase its for- 
eign institutional investor stake are 
all questions that weigh heavily on 
stock prices. Those having access to 
such information on policy deci- 


sions are in an enviable position to 
trade on insider information. 

Or sometimes manipulators 
plant manufactured price-sensitive 
information in the press. 
Irresponsible media persons often 
end up helping such practices. The 
concerned people take positions in 
the market on their own account 
and then make the information pub- 
lic. More than individuals, it is the 
system that is to blame here. 

The rules of the game of insider 
trading have also changed with the 
advent of globalisation and market 
capitalism. In the current scenario, 
insider information does not pertain 
to particular companies but goes 
across sectors of the economy. 
Sensitive information regarding 
certain policy decisions has wide 
ranging ramifications on entire sect- 
ors and industries. The game has 
become bigger, the players more 
powerful and sophisticated and the 
stakes, higher. Thus, the job of the 
regulator has become very difficult. 

The world over, conscious eff- 
ort is being made to curb this men- 
ace. But I doubt if it can be to- 
tally eradicated. Where there is 
money there will be greed. What is 
more likely to help in curbing such 
malpractices is the emergence of a 
sense of morality among the vari- 
ous players in the market and a 
growing awareness among the 
public of these pitfalls. 


Parag Parekh is Chairman of Parag Parekh 
Financial Advisory Services. 
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NGO SALARIES T 31, PARIKSHIT SHRIVASTAVA, 
a research associate with 


The Energy and Resou- 
rces Institute (TERI), has 
the satisfaction of saying 


he doesn't miss the corporate life. 


And he's been there too: with GE 
Capital, to be precise. “Post MBA, I 
was drawn to the corporate world," 


he recalls, *but found something miss- 

NGO careers aren't what they used to be. They pay. ing in my five-year stint with GE." He 

P Sos DUST ELSE NEST AI i went into introspective hibernation, 

£M TE MERE E resurfaced in 2001 at the London 

School of Economics with a scholar- 

ship in Environmental Impact 

Assessment, and clinched a job with 

TERI in January 2002. Today, he's a 

dyed-in-the-wool non-government 

organisation (NGO) man, and intends 
to keep it that way. 

Why? Passion. It's what appeals to 
the inner him. Moreover, the money's 
good enough to afford him a life. Not 
a high-flying corporate lifestyle, but a 
reasonably comfortable life. NGO careers 
are no longer just for heart-led souls eit- 
her on family support or happy to 
drain their inheritance. And more and 
more execs are discovering this. 





—.. 






Switchovers 

Jerry Almeida, 31, started work at 16, 
selling media space. Now he is the 
CEO of Action Aid India, a voluntary 
non-profit organisation that raises 
funds to engage in assorted fights for 
rights. For most of his worklife, 
though, this lanky Goan was a corpo- 
rate man. As a brand manager at ITC, 
he handled Pall Mall and Gold Flake 
cigarettes, and then headed Result 
McCann, the direct marketing arm of 
the ad agency, from where he moved 
to the Taj group of hotels to manage its 
‘Millennium’ events. Last January, he 
dumped it all for Action Aid. And 
what about the money? He took a 


Pu 6 


IYVAONVH4 AVAIHS 





: " | hefty pay cut, he says. 
In the NGO fold: Ashok Alexander (in front) with his team Vidisha Salunke, 29, a research as- 
of corporate-switchovers. sociate with TERI, gave up the chance of 


—»... INGO jobs are no longer just for heart-led souls, either. 
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a neat dollar salary in the US, qualified as 
she was as an architect specialising in 
energy efficient structures. It's not the 
same money. But it's good enough, given 
the kick of putting her skills to good 
. use. Her colleague Amit Kumar, 36, 
gave up a corporate career; he was an 
energy conservationist at Hindalco. His 
new pay was just half his old, but this was 
offset by the prospect of doing the en- 
vironment a good turn, and that too in a 
hierarchy-free work culture. *We have a 
flat structure,"explains TERI Director 
- General, Rajendra K. Pachauri. 


Serious Money 

If there's one big parallel with the cor- 
porate world, it's this: as dollars begin 
to flow in, the pay structures begin to 
escalate. And that, in a sense, has begun 
happening. How else would NGOs att- 
ract McKinsey consultants? 

Ask the Bill & Melinda Gates 
Foundation, an organistion that appears 
to have reset all the old notions about 
the kind of talent an NGO could swipe 
from the corporate world. The director 
of its AIDS initiative in India is none 
other than Ashok Alexander, who was 


NGO SAMPLE 











NGO SALARY RANGE (in Rs per month) 
CSE Rs 8,000-50,000 
MSSRF Rs 5,000-25,000 
Action Aid Rs 10,000-1,00,000 
TERI upto Rs 50,000 


once a senior partner with McKinsey & 
Co, among the country's top payers. 
Indeed, it was a 16-year stint that he 
snapped by moving in to take on the 
Foundation’s AIDS challenge in the coun- 
try—a turnaround effort that proba- 
bly requires harder strategic thinking 
than anything at McKinsey. 

The significance of that switch must 
not be underestimated; and don't forget 
the $100 million grant that Bill Gates 
gave the Indian unit on his last trip. If 


more and more NGOs start getting end- 
owed with serious money (and serious 
money demands serious results), expect 
these organisations to start looking for 
the best technical and management 
skills on the market. And there's more 
to learn after signing up. *You also 
have to go up a very steep learning 
curve (in NGOs),” says Alexander, who 
believes that NGOs should work like 
any other business and “re-examine 
what they pay people, as you can't re- 
tain top talent at minimum wage". 

Among the other corporate hotshots 
Alexander has drawn to the Foundation 
are Padma Chandrasekaran, who was 
once the chief of Satyam's Online busi- 
ness, Citibanker Alkesh Wadhwani, 
Aparajita Ramakrishnan from McKinsey, 
New York, and three others. 


Pressure Principle 
As this sort of thing gathers pace, older 
NGOS could find themselves pressured to 
start paying a little more. The Chennai- 
based MS Swaminathan Research 
Foundation (MSSRF), for instance, has be- 
gun to find that it’s monthly pay scale of 
Rs 5,000-25,000 is rather too low even 
for scientists who have few interests 
other than the deployment of knowl- 
edge to improve the human condition. 
The Delhi-based Centre for Science 
and Environment (CSE), however, has 
managed to remain reasonably comp- 
etitive. It pays its employees on a mon- 
thly scale of Rs 8,000-50,000. Job pos- 
ition to position, this is less than what 
the cola majors pay their staff, but good 
enough to keep the NGO alive and—dare 
one say—kicking. Would cse’s chief, 
Sunita Narain, welcome corporate 
switchovers? Why not, she says. But 
she is clear that she wants “jumpouts, 
not dropouts”. And this could mean 
baiting them with moolah—at least of 
the minimum lifestyle maintenance 
sort—as much as the thrill of stir- 
ring the country up. Ell 
MOINAK MITRA 
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Jobs I oday 


COUNSELLING 





| have been undergoing training as a paint technologist 
with an auto major for the last three months. With product 
variants and styling emerging as key influencers of pur- 
chase decisions, | have been given to believe that the com- 
pany's paint shop plays a critical role in the business. The 
challenge, as | am told, calls for skills of chemical engineering, 
apart from keen analytical abilities and knowledge of 
measurement systems. However, | don't have an engineer- 
ing degree, and intend to learn on the job. I'm a graduate in 
physics. My peers and supervisors are mostly chemical en- 
gineers. Some even have doctorates in chemistry. | often feel 
out of place, and they enjoy using jargon. What should | do? 
When pitted against chemical engineers or doctorates, 
you will lose out in terms of job growth. You have two 
options. You can go ahead and apply for engineering 
courses if you really want to continue in this field, or 
you can change your field completely—you could 
get into sales, technical selling or technical support for 
products whose knowledge you are likely to have, 
given your degree. In the former case, you'll lose 
three years but you would be equipped with the 
skills and knowledge base required to work in the 
paint shop. However, if you are not passionate about 
this field, the latter option would be better for you. 


| am a medical representative at a pharma company. Eight 
years ago when | joined, this company valued medical reps 
highly. But today, it prefers the over-the-counter (orc) route for 
more and more drugs. New 'marketing' skills are now in high 
demand, and | feel that sales people from the rwca sector, with 
little respect for the sanctity of the pharma business, are el- 
bowing me out. Please advise what | should do. 

As long as there are prescription drugs, there will be 
demand for medical reps. Hence, there is no reason 
for you to fear a job loss or even to think that this is 
the end of the road for medical reps. But with prof- 
its getting squeezed, expect to see this function 
outsourced, even as the salesforce size is reduced. So 
hang in there, but remember that the only way to 
withstand competition is to work hard and smart, 
and deliver outstanding results consistently. 





l'lARUN! 


As a process manager in a mid-sized ITEs company, | am res- 
ponsible for driving the business process, for providing end- 
to-end solutions, for customer satisfaction and for managing 
the rest of the team. The BPo sector is fast becoming a 
game for big investors and those with small pockets are get- 
ting eliminated. While the lower levels seem much more mob- 
ile, it is at the higher echelons that the pressure is being felt. 
l've been with my current employer for a year now and fore- 
see a pay cut or job loss soon. What should | do? 

With competition coming in from all quarters, the BPO 
industry has come under pressure to provide and 
maintain low-cost solutions. It is going to be a tough 
market where consolidation and restructuring is goi- 
ng to be more frequent. You could continue in this in- 
dustry, but change assignments to work for a larger 
player or better still, with a captive or in-house BPO. 
Many overseas companies have set up their own es- 
tablishments and these are relatively stable. The other 
option for you is to change industries altogether. You 
could look at service industries—banking or tele- 
com—which have functions to suit your experience. 


| am a product development executive in a large telecom 
company. My job involves generating product differentia- 
tion ideas that help the product development department 
create products that could command a premium in the mar- 
ket. But times are tough and competition, fierce. A major 
part of my pay package has a variable component that is 
linked to my performance. | have been working with my 
present employer for the last two years, and have done fairly 
well so far. But I’m fast running out of ideas. What should 
| do to maintain my good track record? 

There are two ways to look at it—your having to work 
harder to come up with viable ideas or coming to the 
conclusion that your job here being done, it's time to 
move on. À new person inducted in your place will bring 
fresh ideas to the job and you may be able to con- 
tribute your mind to a new assignment. Hence, you 
could ask to be transferred to another assignment. This 
will give you a more rounded experience. Whichever 
one you choose, you have little to lose. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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Steeling 
New Jobs 


Steel’s hot, hot, hot—and recruiting people. 


I IN DUSTIN HOFFMAN'S DAYS OF THE GRADUATE (1967, 
that is), ‘plastics’ was the way to go. Steel was yes- 
terday's industry already. Guess what: steel is back—and 
recruiting too. At least in India, which makes an annual 29 
million tonnes of the metal and is likely to keep making 
more and more, as demand rises and costs get screwcap- 
ped. Indian steelmakers are cost competitive, you see. 
But still, steel jobs today are not like steel jobs yester- 
day. “With the modernisation of old plants, the focus of 
recruitment has shifted to people with technical skills 
and qualifications," says John Joseph, AGM (HR), Jindal Steel, 
which looks out for diplomas in metallurgy, mechanical or 
electrical engineering—or B.Sc degrees in chemistry or 
physics—at the supervisory level. Likewise, Steel Authority 
of India Limited (SAIL). “Fresh engineering graduates are 
considered for technical positions while other graduates are 
recruited as trainees in marketing, finance, HR, corporate 
communications and administration," says a spokesperson 
for SAIL, which conducts an entrance exam for these jobs. 
The revolutionary of recent times, though, has been 
Tata Steel, which wants to be a solution-provider rather 
than a furnace operator, and has taken to brand value- 
additions in a big way, thus raising its required skill sets be- 
yond the old and traditional. Tata Steel needs MBAs who 
think Drucker, Levitt and Kotler, not just engineers. 
ANANYA ROY 





TO ALSO MAKE STEEL... 


e You need educational qualifications: 
metallurgy, mechanical or electrical 
engineering diploma. 


e You need business training: marketing, 


finance, HR, business administration 
or computer systems. 

e You need a value-addition attitude: 
branding as a value-addition process and 
orientation towards end customer needs. 


















Lafe 
After BPO 


Where do BPO burnouts go next? 
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On the way out: EXL Service staff oida 
O: THE ESTIMATED 170,000 CURRENTLY 

employed at BPO units across India, 
some 34,000 or more will quit this year. 
Some, after hitting the supervisor level 
ceiling, while most will just want out (one 
more customer call to soft-roll the Rs for, 
and they'd scream). 

Where will they go? To the software sec- 
tor mostly, says G.V. Giridhar, General 
Manager (HR), 24/7 Customer, since many 
BPO employees are engineers using this job as 
a stop-gap. At the junior agent level, almost 
half go for higher studies or to pursue other 
dreams. Onkuri Majumdar, for example, quit 
EXL Service to become a legal assistant to the 
Wildlife Protection Society of India. 

Lucky them; what about the rest? Hey, this 
Is a career too, protests Aniruddha Limaye, 
Vice President (HR & Training), Daksh e-Ser- 
vice, so why single BPO out? Besides, “A sup- 
ervisor or a manager has developed skill sets 
to deal with service issues and customers, 
and can migrate to any service industry." 
Well, people with a battlefront feel for cus- 
tomer angst—and who empathise well—can 
possibly hit big time, so long as they figure out 
the big picture of business. 

PAYAL SETHI 





Want a Career that makes you smile? 


Log on to JobsAhead today! 
Over 1,00,000 jobs! 6,000 companies! 


JobsAhead 


Better Job , Better Life . 






www.jobsahead.com 















































USINESS DEVELOPMENT MANAGER 

2i Enterprise Lid 

esponsible for achieving sales revenue target and key account manage- 
int for the assigned Key account and Region/Territory 


Job Code: 201024 


RANCH HEAD 
ndia Infoline Lid 
anaging HNIs 
horough knowledge in stock markets. ability to lead a team, build 
3d manage relationships with HNIs 
b Code: 200199 


ERRITORY SALES HEAD 

'rolease India Private Limited 

raduates in any discipline with excellent experience in brand manage- 
jent, Channel development, promotional activities, product develop- 
ent etc. Experience in sales of food and packaged food and snacks 


ood products would be an added advantage. Job Code: 199173 


NTERPRISE SALES MANAGER 

ed Hat India Pvt Lid 

| be responsible for generating sales from your clients. You will 
‘nerate new customer leads and develop them by giving our whole 
ange of product / service presentations. Job Code: 199621 


RODUCT MANAGER 
AP India Pvt Lid 

ndidates should possess adequate experience to handle marketing & 
ales function independently and come from IT background. Must 
'ossess knowledge and experience marketing high value IT products as 
ardware or solutions. Job Code: 195047 


Right Resume 


to these Jobs: Log on to www.jobsahead.com 





Better Life . 





Better Job, 


SR. SALES OFFICER 

AIMS 

Candidate preferably from consumer durable industry OR FMCC 
industry Target setting - Dealerwise, Townwise in March each yea 
Business review and plan for RS, Franchisee. Job Code: 186674 


RELATIONSHIP MANAGER 

Metlife India Insurance Company Pvt. Lid. 

Responsible for developing institutional customers in the loca 
market for the various Group products. Responsible for relation 
ship maintenance with all the institutional customers in the loca 
market . Job Code: 197774 


DEPUTY AREA SALES MANAGER/AREA SALES 
MANAGER 

Safari Industries 

The candidate should be responsible for leading a team of fiek 
staff to achieve the sales at Canteen Stores Department (Moulder 
Luggage), improving marketing share,controlling distribution net 
work, given after sales service. Job Code: 198518 


MANAGER - SALES AND MARKETING 

Inmatch.com B 

Leading and giving direction to our sales team 

Putting in place the requisite systems and procedures so as to ensu: 
higher target achievement and growth. Job Code: 194520 


EXECUTIVE - VISUAL MERCHANDIZING 


Working closely with Sales team and support in all merchandizir 
related activities 


Job Code: 190449 


Let our experts write the perfect resume for you...without the hassle! 


www.careers. jobsahead.com 
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i JES ESS DEVELOPMENT MANAGER - SECURITY 
ODUCTS 

stell Infotech Inc 

; ood e and communication skills. T PETEN 











o di bei ina re to see develop sire 
ges of Flaaiching the products. Job Code: 195194 


VP MARKETING - MUTUAL FUNDS 

Anand Rathi Sec Pvt. Ltd. 

We are looking for professional for expanding our operations in 
Mumbai. Ideal candidate should have experience in Mutual Funds Mar- 


keting: She/He should have proven track recotd / knowledge of Indian 
industry is essential. Job Code: 185751 












: 'RACTISE HEAD -JD EDWARDS 

Harjai Computers Pvt. Ltd. 

gently require Practise Head for a top notch organisation located 
MB. AL Professionals with relevant experience, pls forwatd vour 
pdated CV ASAP. 

Job Code: 200758 





SQA HEAD 

“Catalytic Software Limited 

: "Tohave at least 8-14 years of Quality system execution experience. Should 
“have lead a team before. Should be able to interact with certifying 

| agencies : and also close the audits. 


ob Code: 191215 


areer Booster 


To Apply to these Jobs: Log on to www.jobsahead.com 


Job Code: 181905 









SALES HEAD - CRM 
i2i Enterprise Ltd. ‘ 
Achievement of sales & profitability targets, Customer 

responsible for quality service, Conceptualize & In 
of organizational system & business plans, Retentio: 
monitoring, and efficiency parameters of team members: 






















GENERAL MANAGER - INTERNATIONALE 
UB Group Spirits Division 
Candidates must be graduates with an MBA (Marketing) with a 
10 years experience in Sales & Marketing, They should have l 
some exposure to the alcohol industry. 


Job Code: 174591 



























COUNTRY MANAGER 

Proactive Corporate Services Pvt. Ltd 
Should possess Man management, Ne etworking 3 Skills, 
Solving, Interpersonal, Innovative, Analytical, Ce Ore d 
Excellent Communication skills. Should have N 


Job Code: 195982 


SENIOR POSITION - QUALITY 

Saffron Global Limited 

The Desired Candidate will be responsible for driving 
metrics like productivity, ensuring Qua lity parameters a: | 
improvement. B 


Iob Code: 199080 


CTO / CHIEF ENGINEER 

Sorix Solutions 

A Telecommunication / Sofrware engineer with 7 
experience in developing complex software systems / deve 
2 VERTS. 


-10 years of 






telecom technology with a minimum of 5 


Job Code: 183827 







Need a job? Blast your Right Resume to 1000 consultants, 


highlight it and get the placement directory... 


ail for a 4075 discount! 


www careers jopsahead. com 









To Apply to these Jobs: 


(TECHNICAL WRITER 

falted Information “ystems Pvt Lid 

Master's degree with minimum of 4 years of relevant experience and 
- ot training is required. Information Technology or Access experi- 
ein Telecom is essential. Technical Writer shall Plan, coordinate 
write telecommunications related technical documentation. 


b Code: 184892 





WARE PRODUCT (TECHNICAL) 
grated Systems Management 

dates should be exceptionally strong in VB (ver 6.0), SOL Server 
rer 7.0, 2000) with knowledge of Sybase SQL. Ace programmer 
sing SOLs preferred. Job Code: 19754 





NTERNET PROMOTION/MARKETING 

RCIM 

€ able to retrieve required information from internet for company 
iarketing/promotion. Be able to find appropriate websites and 
gister company information Should understand our products/ 


it vices and be able to answer queries of web-visitors online or via 
nail Job Code: 191215 





"X 


CHNICALLEAD/ARCHITECT/DESIGNERS 

lasoft 

nted a candidate with experience of handling Java & Dataware 
g technologies, products & projects with more than seven 
ts of Techno-functional experience in Business /IT industry. 
' Code: 188589 


BP, CRM - TECHNICAL CONSULTANT 

India Private Limited 

it Bachelor's degree in Computer Science. 3-4 years of Java Expe- 
J2EE Architecture Experience. Struts 1.0 or 1.11 experience. 
.0 experience. Entity Bean experience. CMP 1.1 or 2.0 experience. 
Ion bean experience. EIB JAR, EAR experience. Job Code: 200977 


you smile! — 


er that make: 


Log on to www.jobsahead.com. 





























UNIX, SQL, ORACLE, WEBLOGIC ADMINISTRATION 
Net Business Solutions Ra 4 | 

The requirement is for an administrator with the following skills Unix. 
SQL, Oracle, Weblogic Administration. Candidate must be BE/B.Tech 
with 4-7 years experience. | EE 

Job Code: 200334 


SENIOR DEVELOPER 
TechSpan India Ltd. 
Person needs to have proven hands-on development experience with 


Actuate 5 and Actuate 6 (or 7) products. Knowledge of Actuate Foun- 
dation. Job Code: 200390 


SENTOR SOPTWARE ENGINEER - DOCUMENTUM 
Solutions Infosystems Pvt. Ltd. 

4 years of experience with at least 18 months of hands-on experience 
in implementing Documentum based document and content man- 
agement solutions. The Senior Software Engineer will be a key mem- 
ber of our Development team and would be involved in develop- 
ment, coding and testing of Applications. Job Code: 200406 


VISUAL BASIC ARCHITECT 

Young Soft Technologies I Pvt Ltd 

Candidates should have 5 to 7 years of IT Experience. Should have 
more than 4 years of experience as application architect for Visual 
Basic,Oracle, Application- VB6 enterprise, n-tier application developer. 
Job Code: 200407 


IBM MAINFRAME PROFESSIONAL 

Eveglobal Technologies Pvt, Ltd 

2xposure to the Coding, Testing, Implementation, documentation, 
reviewing and testing. Besides technical capabilities can able to interact 
with End-Users and Managers. Job Code: 200487 
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i and Fixed Deposits of the Company. Job Code: 200659 
ASST, MANAGER - ACCOUNTS (CWA) 


R india Associates 
aCWA, 5-6 years experience in manufacturing company. 


Kob Code: 197291 


ERED ACCOU 
Global Limited 





£t ront 


Desired candidate will be responsible for MIS, analysis, Sales and ac- 
counting, working capital management, consolidation of accounts and 
financial reporting, Strong in inter-personal and Technical skills. 


Job Code: 199071 





C andi must sam Nein experience in the area of financial account- 
ing, MIS, Stores management, General Administration and indepen- 
dent handling of project / site accounts. PC literacy is essential. The 
candidate should be from construction industry. Job Code: 194533 





MANAGER - TAXATION 

Infotech Enterprises Lid 

3/4 years in the field of Corporate Taxation both direct and indi- 
rect. Particular exposure to International Tax preterably in a soft- 
ware industry. US GAAP accounting knowledge and other normal 





routine knowledge of Accounting standards. Job Code: 195123 


sume Blaster 


Beler Job , Seffer Life . 
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SENIOR EXECUTIVE ( TI 
Macro Resour 
À person viua 28- 30 of age, and with min 3-4 years experience tri 





MIS, daily reports, sales control activities, system controls, finant 
monitoring, banking in a regional sales environment. 

Job Code: 198808 

TAX SUPERVISOR 

ErmmmayH R Services 

Chartered Accountanct, Addl. Degree in law would be prefera 
4-5 years experience in an international corporate tax planning an 
compliance environment of a Multinational, or one of the ma 
public accounting firms with a broad corporate client base. 


lent communication skills. Job Code: 199942 





SSISTANT MANAGER - A! 
BRUM *€ 





Proactive Cor IO Zr Tx * 
Strong IB Activities; Strong deal structuring abilines; Good t 
tionship management and account management skills; killer abili 


to close our deals. Job Code 198514 





GENERAL M; 
GMP India Pet Lid 

Must be able to handle complete banking operation including work: 
ing capital management. Additional resposibility entails handling 
of complete commercial and legal function of the company. 


Job Code: 200961 





‘Send your resume to 1000 placement consultants within 48 | 
blast it into th : ir minds! 


www. careers jobsahead.com 















Challenges are what get your 
adrenalin pumping. You eagerly seek 
out opportunities that constantly 
push back the frontiers of your talent 
and expertise. Ironically, now that 
you are at the top of your game, you 
seem to have hit a brick wall. The job 
is becoming mechanical and a bit ofa 
bore. You are ready to strike out in a 
new direction, to feel that rush of 
excitement, to prove yourself once 
again. Yes? Readon... 


Unique Inflatables is the pioneer in 
the manufacture of cold air 
inflatables and the world leader in 
this field. Our presence is felt in over 
53 countries and our products have 
graced occasions such as the Sydney 
Olympics & US Presidential 
Elections 2001. Our international 
clientele includes AT&T, Mazda, 
Budweiser, Johnnie Walker, Mars, 
Firestone, Caltex ete. 


World-wide, inflatables are 


extensively used as an effective tool 


for publicity as well as in the 


entertainment and amusement 
industry. India is now waking up 
to their enormous potential. To give 
an impetus to this, we are on the 
lookout for: 


Can you read the 
writing on the sky? 









G.M. Marketing 


An MBA from a premier institute, you have an impressive tráck jecit dofa at eset 
8-10 years, heading the marketing operations of a reputed company. You will be 
responsible for the entire marketing set-up of the company, drawing up and 
implementing effective strategies and identifying and exploring new avenues to 
expand the market for our products, both in domestic & international markets. 
Age Limit : 40 years. Location : Hyderabad. 


Marketing Manager - Domestic 

An MBA from a premier institute, you have spent a minimum of 4-5 years - 
heading the marketing function of a medium sized organization. A proven 
leader, you possess the necessary ability to keep your team motivated and 
enthusiastic to achieve targets. Preference will be given to candidates from 
advertising background. Age Limit : 35 years. Location : Hyderabad. . 


Product Managers 


An MBA from a reputed institute, you have brand management experience of 
atleast 3-4 years. You will head a team to handle a specific product line like 
inflatables, Bouncies, Costumes etc. Your responsibility would be to develop the 
market and take charge of the division as an independent profit center. Fresh 
candidates may apply for the position of Assistant Product Manager. 

Age Limit : 30 years. Location : Hyderabad. 


Franchise Manager 


A strategic thinker with vision, you will be required to develop the business of 

Bouncies. Since these are becoming increasingly popular in amusement parks, - "E" 
you will identify, screen and appoint franchisees who are interested in oi E + 
an entertainment center for kids with the Bounties as one of the major - | d 
attractions. 3-4 years exposure to the market is a pre-requisite. 

Age Limit : 30 years. Location : Hyderabad. 


Branch Manager - Mumbai 


You will head our Mumbai operations and be responsible for market — 
development, sales, and overall branch activities. You must be a MBA with. - 
excellent leadership skills and over 3-5 years in sales / marketing at the middie _ 
management level. A thorough understanding of the Mumbai market is a must, 
ability to network with decision makers in the outdoor advertising industry is 
preferable. Age Limit : 30 years. 





For all the positions remuneration packages will match the best in industry. 





8-2- 2 Road # 11, Banjara Hills, i. Hidónbod : 500 bs India. 
Email : infoGinflatab emedia.com : | 
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| jm „at PricewaterhouseCoopers we don’t have employees. 
We have People. The strength of PwC is in its People. 


ve inpar eled opportunities here. You'll team with the best in the business to assist companies from our unrivaled client fist — irom start-ups to the world’s leading comparses, We offer Corporate 1. 
Services in ) execute G vovernment Reforms and | Pera Development Dr projects often "a by Ped spies DAD, nd none gank and vidi. international development: | 
: (oR, pany t 


Meo em rire rtm pin 


usines: sida and eara Recovery solutions, rin Management, e-Business oiu Change ace services, anna: inc uid portal Fink and: 3 wide £ 2 
reasuty Management, Shareholder Value Enhancement and Enterprise Wide Risk Management (EWRM). We also provide a variety of IT solutions and ERP impleme itation services Tor Mn fast gm owing E 
ket companies with a tumover of $300 million or less and have a Software Devel opment Centre in Salt Lake to serade our global network, 





2] We are now recruiting on an alodia basis. We will recruit the brightest and the best with strong analytical and communication skills, drive, creativity, an entrepreneurial spirit, ionovation,a pasion forcustomer. fo 
“| service and a can-do attitude. 


p Candidates should be BE, B. Tech, M. Tech CAs & MBAs from premier institutes with working experience in established Indian companies / MNCs or consulting firms and exposure to international quality standards, | 


are Md ibd SERVICES NEEDS | b. LEARNING AND EDUCATION 
For our Learning and Education effort, we are looking for : 
As a dynamic young person you would relish the opportunity to work withthe |: 
best and brightest, You will be from premier engineering and management | - 
institutions or can be a qualified accountant. You will lead the Learni ing and 
E Education effort for the Business Adviso ory Services. practice of PwC in india as 
2 Fk Museen (B+ years of experience: SHC Management, "T Program the National Manager i in charge of training (Job Code: LEMGR). You would 
E Mél. | IT Lied eGov bh ) (Position Code: PM) be based out of the PwC india Training Centre at Saltlake, Calcutta which has 
inthe follow a dedicated training facility for PwC. staff, but would need to coordinate training 
all across the country You would need to have either similar experience af leading 
the area of Learning / Professional Development / Management Develópment 
programs for other advis y/consulting/ solution provider companies or established 














Functional Modules : 





FUCO, SD, MM, PP. SRM, PS, EBP and HR. 





SUC MR corporate bodies, OR at least 5 years of teaching experience, preferably in a 
MEME: isi al es Ne et SBN top-notch. management institute, such as the IMs, in developing and conducting 
AP APO, SAP SOM VES Executive Education pone. 
Microsoft Business 


‘Solution: Functional and Technical MBS Axapta ow 
MBS Navision | 
Oracle Applications: Oracle Financials, Supply ~~ Se PES echo and | Financia al Advisory s servi ices. ; You vil be. expe ed to ae 
Chain, Manufacturing, Ing 
Oracle Process Manufacturing, E 
Oracle Projects 
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- erint e S Cdi curie REPRESEN, M Men — T FOIE aS x ; 3 i: 
Database : Onde Tai a Son dr eee ae DC | such as Human eun es and Quality, and in participating in initiati 


i ÓÀÀÀ Ovary PSP TIES TRYST ERE DECORE MI, PCMM and Six Sigma from a tr erspective 
OLAP Tools: Business Objects, COGNOS, SAS, MicroStrategy, Hyperion EssBase | erence een Svea etna teint Perea ve 


. Microsoft OLAP Services, Oracle Bbsuite. |; | 
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c. HR NEEDS 
In the wake of institutionalization of new Human Resource policies, we are looking for : 


A dynamic change agent who will be required to Support the Head - HR in 
implementing Compensation and Benefits &Bi ! policies (lob Cade: HEP) 
would be part of the central HR team and be involved in the operations a : 
various lines of services. You will be expected to study the CAB practices in the 
external/internal environment for preparation of rec ommendations and be 
responsible for the analysis, design, implementation, and/or administration of 
C&B plans, programs, and projects. You will act as an internal expert / analyst 
and will have to keep abreast of latest trends in recruitment, C&B practices etc. 
You must have a Management Degree in HR from a Premier Institute, such as 
the HMs, TISS, XLRI etc., with 6 — 8 years of rich ex xperience in C&B or a similar 
role. Experience in the Service / Consulting Industry wi ill be preferred. We expect 
you to have passion and strength in numerical and analytical skills, Outstanding 
communication skill is a pre-requisite for the job along with the ability to be 
meticulous, and organized. The position is based in Kolkata. 






To apply, mail your resume to join.pwc(in.pwc.com clearly stating in 
the subject line:' «job Code ' -' «Position Code >‘ (where applicable) or 


| Bone PSU Bo years of experience) (Position Code : DE) send it by post in envelope marked to the attention of Careers @ PwC 
| Supply Chain, Cost Management, HR Management, CRM to the following address: PricewaterhouseCoopers 
Plot Y-14 
Block EP , Sector-V 


Salt Lake Electronics Complex 
Kolkata 700091 
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One is a global fast food icon; the other, a quintessential /d/i-dosa satrap from (where else?), 


the South, with global ambitions. Here’s a look at how they manage to make their burgers 


and sambhar taste the same in Jacksonville, Jafferkhanpet or Janpath. BY T.R. VIVEK 


HE NADARS, A TAMIL 

community tradition- 

ally into the grocery 

and retail business, are a 

pious people. It’s a pop- 
ular belief among them that ven- 
tures bearing the name Saravana (a 
Hindu God) rarely fail. Ergo, when 
Nadar P. Rajagopal started his 
restaurant business in Chennai in 
1981, it was only in the fitness of 
things that he name it Saravana 
Bhavan and decorate the restau- 
rant, and all that came after it, in 
Delhi or Dubai, with pictures of 
Gods and Godmen. 

A few metres away from the 
only Saravana Bhavan in Delhi (on 
heaving Janpath, if you must know), 
is one of the 22 Delhi outlets of 
McDonald’s. Here, it is the more 
secular figure of Ronald McDonald 
that holds centre stage. 

That Saravanas (as the chain is 
known) and McDonald’s would 
meet each other in a bustling bor- 
ough was preordained. The first is a 
home-grown chain with 19 outlets 
across three Indian cities, a pres- 
ence in Dubai, Singapore, Ontario 
and Mountain View in California, 
estimated revenues of Rs 300 crore, 
and global aspirations. The other is 
a $15.5 billion (Rs 71,300 crore) 
multinational corporation with 
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30,000 outlets in 119 countries. 
Still, this isn’t a how-the-dosa- 
held-its-own-against-the-burger kind 
of story. There’s nothing much that 
separates the two Janpath outlets: 
apart from the numerical similarity 


(See The Numbers Game), a 
McChicken Burger and a Saravanas 
masala dosa taste the same any- 
where in world. 

At the core of any successful 
fast food operation are efficient 





Served in Saravanas: A home-grown chain with global aspirations, 
Saravana Bhavan has 19 outlets in three Indian cities apart from 
those in Dubai, Singapore, Ontario and Mountain View in California 


~NEW CALL CENTRE | GOVERNMENT 
INULO ACCOUN ETIN 


A 


P 


JANPATH. 


THE NUMBERS GAME 
Average bill size: 
McDonald's: Rs 100 


Saravana Bhavan: Rs 70 








processes and a superlative supply 
chain. That's true of the two chains 
discussed here. A McDonald's 
kitchen takes up very little space. 
And virtually no cooking happens in 
it. The most important ingredient of 
a chicken burger is the patty. 
Readymade and frozen, this is 
heated precisely for two minutes 
on a hotplate whose temperature is 
electronically controlled. Then come 
the sauces and the vegetables, and 
the burger travels down to the 





Footfalls/day: 
McDonald's: 1,200 and 1,500 (weekends) 
saravana Bhavan: 1,500 and 2,000 (weekends) 





Food: 

McDonald's: Approximate number of burgers 

(all varieties) served in a day: 400-500 

saravana Bhavan: Number of dosas served (all varieties): 900 





delivery counter with a tag indicat- 
ing its time of production. If it does- 
n't fly off the shelf in the stipulated 
10 minutes, it goes into the waste 
bin. *It's not so much about the 
quick service or the ambience. What 
matters is that we serve the food hot 
and fresh," says Vikram Bakshi, 
MD, McDonald's India (North). 

Saravanas' kitchen is all shiny 
stainless steel, but it is thrice as big 
as the McDonald's one. The shelf 
life for chutneys is 30 minutes; for 
sambbar, four hours. Absent are 
the timer clocks and electronic tem- 
perature controls. This is still the do- 
main of hand-measures and good ol’ 
intuition. Technology manifests it- 
self in the form of roving ceiling- 
mounted cameras. The images can 
be seen live by Saravanas’ top bosses 
in Chennai. 

If standardisation helps 
McDonald’s ensure a burger tastes 
the same across geographies, then 
training does the same thing for 
Saravanas’ dosas. Its cooks undergo 
a six-month long training course 
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Made in McDonald’s: The Golden Arches are a global phenomenon. 
With revenues of $15.5 billion (Rs 71,300 crore), the multinational 
corporation has 30,000 outlets in 119 countries 
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at an in-house school in Chennai. 

The McDonald's supply chain is an 
international benchmark. In India, the 
company has developed 50 vendors from 
whom it sources almost all its require- 
ments (frozen fries are imported from 
Holland because Indian potatoes have 
a high sugar content; palm oil from 
Malaysia). And to cater to the 30 
McDonald's outlets in the north, the 
company has a distribution and cold 
storage centre in Noida, 30 kilometres 
from Delhi. Here, two huge storages are 
maintained at minus 22 degrees Celsius (a 
temperature at which milk, lettuce, 
chicken patties, and fish can stay fresh a 
few months). A battery of five refrigerated 
trucks makes two-to-three trips every 
week to each restaurant to replenish stocks. 

The whole network is so efficient 
that McDonald's Bakshi is inundated 
with requests from manufacturing com- 


` panies that want to emulate the fast 


food major's supply chain. 

Saravana Bhavan boasts no mega 
cold storages, no refrigerated trucks. Its 
vendors (the company is secretive about 
their identities) are all based in Tamil 


S. MAHALINGAM 
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Nadu. HQ sources supplies and ships 
them to all branches, even the ones over- 
seas. “There are some vegetables, spices, 
coconuts and certain varieties of rice 
that you get only in the southern states," 
explains S. Mahalingam, Branch 
Manager at Delhi's Saravana Bhavan. 
For instance, the Janpath outlet's 
supply of 2,500 coconuts, an equal num- 
ber of plantain leaves, 500 kilogrammes 
of rice and lentils and hundreds of kilo- 
grammes of vegetables arrives in Delhi 
twice a week, in the Tamil Nadu or The 
Grand Trunk Express after a journey 
of between 32 and 36 hours. It works for 
them. And it's as Indian as, well, a dosa. 
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One for the road: Angry protestors empty out Coke and Pepsi bottles 


Gone Flat 


Or how Coke and Pepsi tripped after a great start. 











HE PRESS CONFERENCE WAS CALLED HURRIEDLY. IT WAS AUGUST 5. 

At noon, Delhi-based non-governmental organisation Centre 
for Science and Environment (CSE) had brought out a report all- 
eging that several Coca-Cola and PepsiCo brands contained 
high levels of pesticides. At 5.00 p.m., PepsiCo India’s CEO 
Rajeev Bakshi, and Coca-Cola India's President Sanjiv Gupta ad- 
dressed a joint press conference. “If the allegations turn out to 
have the potential to tarnish our image , we will consider all op- 
tions, even legal,” said Gupta. Bakshi, too, was combative. 
“(The report) is completely baseless,” he said. 

The conference was a good idea. Then, the two cola majors 
went all over the place. One’s CEO hinted darkly that CsE’s report 
would hurt foreign direct investment into India. The other ques- 
tioned CSE's credentials. All the while, sales of both companies con- 
tinued to plummet, by as much as 30-40 per cent in some cases. 
Finally, Pepsi approached the Delhi High Court which directed 
the government to revert with an independent test. The Supreme 
Court threw out a similar plea from Coke. 

Still, the two companies may well have fallen into the regulation 
trap. The health minister may have assured parliament that Pepsi 
and Coke products conform to Indian standards, but she did 
assert that India would soon move to the more stringent EU stan- 
dards. And calls for a proble by a Joint Parliamentary Committee 
haven’t entirely ceased, Worse, the two companies have done lit- 
tle to bridge the yawning disconnect that has opened up between 
their brands and consumers. “We understand that rational 
methods have to be extraneous to the company,” says Bakshi, 
defending Pepsi’s decision to go to the courts. We'll soon know 
whether the *rational methods" worked. 

SHAILESH DOBHAL 


Are IP-based Call - 
Centres More Efficient? 


RE 


The short answer to that is yes. 








E CG UICK, WHAT DO CALL CENTRES DO WHEN THEY WANT TTO CUT 
costs by a third? They migrate to an IP (Internet 
- Protocol) infrastructure. For those who came in late, IP is all 
about piping data (and voice) through networks in packets, 
-a technology that is far more efficient than the traditional 
. eircuit-switching one where a dedicated circuit is established 
_ between the source and the destination of the data. "Using 
compression technologies, IP permits more voice channels 


per leased line," says Amit Mehta, National Marketing. 
Manager for contact centre solutions at Tata Telecom. 
Add sweeteners such as rapid start-up (two weeks as- 


against months) and it is easy to see why IP is all the rage. 
Delhi-based call centre vCustomer's 2,000 agents handle - 


- over two million calls a month on an IP infrastructure. 
And start-ups like Bangalore-based Nirvana are counting 
| has the IP advantage to create a differential. IP, IP, . 


VAN DANA GoM BAR 


Sanjay Kumar, CEO, vCustomer: IP is it 


Accountable Governments 


Local governments are discovering the pleasure and the pain of going double-entry. 








N THE NEXT FEW MONTHS THE MUNICIPAL CORPORATION 

of Delhi proposes to raise some Rs 250 crore from the 
bond market. The corporation has its new accrual- 
based double-entry system of financial accounting to 
thank for that. It was while moving away from its old 
cash-based single-entry accounting system to the newer, 
more-efficient one that the MCD realised that it had assets 
worth Rs 4,600 crore. “Now, we can use these assets to 
raise funds,” says Pravin Tripathi, sai 
MCD’s chief accountant. nar 3 

The genesis of MCD’s desire to 
go the double-entry way lies in a 
December 2001 judgement del- 
ivered by the Supreme Court 
in response to a 1996 pub- 
lic interest litigation (PIL). 
The court asked MCD to 
“maintain accounts as per the mercantile system of 
accounting”. Bangalore’s city corporation has already 
moved to such a system, Tamil Nadu has begun the 
conversion work for its local bodies, and Haryana 
and Chattisgarh soon will. 
But why should corporations shift to an accrual sys- 

tem of accounts? “The new system shows where the 













corporation gets its resources and what it uses them for 
and whether it is in a position to cover its costs,” says 
B. Chakravarty, the man MCD has put in charge of its 
switchover. That's pretty much what Management 
Accounting 101 says an accounting system should do. 
Making the change isn't as easy as it looks, warns 
Ramesh Ramanathan, a member of the Bangalore 
Agenda Task Force who helped the city corporation 
move to a fund-based accounting sys- 

tem. “The devil is in the details bec- 
ause it isn’t just about a different 


business process re-engineering 
exercise.” One level of detailing 
involves treating different 
types of assets—such as a 
shopping mall owned by 
the corporation that it can let out and a park owned by 
it that it has to maintain—differently. Another deals 
with using the output of the system to gain the trust of cit- 
izens. “A 1,000 such issues need to be addressed before 
the benefits of a new accounting system accrue to the 
common man,” says Ramanathan. Still, it’s a start. Œ 
ASHISH GUPTA 


SUMEET INDER SINGH 
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...plunge in. A unique Unilever 
story that aims to stimulate 
thought, a study of India's 
integration with the global 
economy, and quick looks 

at coffee, peace and 

free expression. 





AS UNILEVER LOST THE PLOT? IT’S A MONOSYLLABIC 
H answer, and one that leaves you open-mouthed, 
if this account of the ‘dramatic transforma- 
tion' of its Dutch foods unit is taken as a millennial pre- 
cursor to some sort of global rejuvenation. Written by 
a greying organisational psychologist and a couple of 
young academic researchers, it's quite a dramatic story, 
literally—hints of which are evident in the cover (the vis- 
ual and stylisation). Well-enacted, too. 
The book begins without much ado. 
After a few words of awe from T.E. Law- 
rence on natural rock formations, the 
book's narrative—a five-act drama—opens 
to a scene that engages all five human 
senses. The smell of rotting food; the sight 
of a huge warehouse full of ‘rejects’; the 
sound of Mozart's Requiem; the taste of 
incoming chief Tex Gunning’s operating 
style (he'd whisked 1,400 unsuspecting 
employees to this warehouse one fine 
morning in 1995); and the feel of a splash- 
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speak up and free associations gain potency. The busi- 
ness’ focus shifts to market opportunity, not process 
maintenance. Leading the consumer, not following. 

Spontaneity grows. Initiatives get taken. Ideas pop up. 
Wins are scored. And when Gunning’s modest unit 
merges with Van Den Bergh, the original Dutch arm of 
Unilever, his folksy ‘farmers’ turn the latter’s ‘sop- 
histicates’ into go-getters. That’s when the ‘artists’ of 
value creation and “executionists’ of value 
delivery join forces, and some turn into 
‘angry young men’. Angry enough to stage 
a rebellion. And what does Gunning do? 
He goes to the bigwigs on the board, who 
sit together, recall their childhoods, break 
down, sob like crazy (the chief too), em- 
power the rebels, and “suddenly start say- 
ing, ‘No, no, let’s do this and let’s do 
that”. That's it. Team after team unmasks. 
The ‘cascade’ begins. And a few teary out- 
breaks later, it’s action time. 

Brand after brand is relaunched— 


in-the-face awakening. To The Liptonica iced-tea gets ‘mountain mad- 
To the desert, to the Scottish clan-land, Desert And Back ness’, Uno noodles gets bikini cool— 

to Iceland—as the pages turn, these whisk- By Philip Mirvis, and, boy-oh-boy, the topline flashes 

em-off *outbreaks' assume a pattern in Karen Avas & growth, growth, growth. 

Gunning's masterplan, as the effervescence George Roth The net result? 


of his ideas begin to work others into a 
lather. Old notions of hierarchy get dis- 
solved as teams become teams, the voiceless 


132 BUSINESS TODAY SEPTEMBER 14 2003 


Jossey-Bass 
Price: Rs 1,242 
PP: 256 


"Holistic integration’, as the last chapter 
calls it. Personal and business growth. 
Appealing to the head and heart. Driven 


VER SINCE INDIA OPENED ITS GATES TO 

the world as a destination for inv- 
estment and a player in world trade, 
there have been several scholarly books 
on the country's joining the world econ- 
omy as a full participant. Still, 
Reintegrating India With The World 
Economy, by two of the India’s leading 
economists—T.N. Srinivasan, the Samuel 
C. Park Professor of Economics at Yale, 
and Suresh D. Tendulkar, Professor at the 
Delhi School of Economics (DSE)—is a 
welcome addition and fine read. 

. This slim 152-page book with 14 
pages of exhaustive references and abun- 
dant graphs, addresses two of India's 
major concerns. What should India’s posi- 
tion be in the multilateral trading system? 
Second, and more importantly, which 


Reintegrating 


domestic policy issues need to be addressed if India 
must achieve a sustainably high growth rate? 





India With The 

World Economy 
By T N Srinivasan 

Suresh D Tendulkar 

Oxford 
University Press 
PP: 167 
Price: Rs 395 


On trade, the authors believe that India should 


top-down and bottom up. Through or- 
der and chaos. “Gunning,” notes the 
book's concluding analysis, “was by 
turns a tough bastard, a poet, a preacher, 
and an everyday mate. And like any 
other successful leader in business, he 
was guided by his own theories." 

Underlying all the drama was a neat 
strategic plan: to loosen up, foster emp- 
athy, rally everyone, redefine *!competi- 
tive. space’, spot new consumer needs 
and highlight the vision. 

Rather theatrical. Books are books, 
and do have their inconsistencies, rushed 
insertions and what not. But never mind 
all that. What matters is the ‘take out’, 
and that too, in its finest form. 

And the desert trip? 

Ah... that's the climax, the Act V. 
The final v2K outbreak—to Wadi Rum, 
Jordan, and the famous Petra monastery, 
sculpted by the Nabataeans a millen- 
nium before the scientific age. 

The outbreak's idea? To unify forces. 
Stimulate minds. Distinguish. Accept. 
Reject. Reflect. Truly, madly, deeply. 
“Understand what worked well." 

Think back. For the future. If 

ARESH SHIRALI 





By Leslie A. Yerkes 
& Charles Decker 


Jossey-Bass 
Price: Rs 920 
PP: 154 


SHORT LITTLE FABLE 
on a café called 
El Espresso, its 
owner's passion 
for coffee and 
employee 
empowerment, 
and the wonders 
his passion works 
for business. 


play the borderless trade champion at 
the WTO, rather than play ‘Third World 
leader' by engaging in protectionist bar- 
rier-for-barrier theatrics, which plays well 
at home but hurts the country's long- 
term trade interests. They even suggest 
that India should unilaterally reduce tar- 
iffs and non-tariff barriers—as a strategic 
move to enhance Indian competitive- 
ness and gain market access. 

On the domestic front, the authors 
remain cautiously optimistic, despite the 
deteriorating fiscal reality, infrastructure 
deadweights, autarkic labour laws, anti- 
quated bankruptcy code and outrageous 
liquidation procedures. 

So why the optimism? “It is hearten- 
ing that the need for this extension and 
deepening of reforms is being realised by 





Middle East 
Illusions 

By Noam Chomsky 
Penguin 

Price: Rs 295 
PP: 299 


HERE'S A BOOK 
Ariel Sharon 
might not like 
you to read. 
About how the 
Western world 
deludes itself on 
peace and justice, 
and their mutual 
interdependency. 
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the parties in power and by the opposition," say the 
authors. Indeed, one would love to agree. 


ASHISH GUPTA 





Law Of 

The Press 

By Durga Das Basu 
Wadhwa 


Price: Rs 995 
PP. 896 


WHAT DOES A “FREE 
press’ really mean? 
A legal reference 
book. Why is 
questioning 
India’s ‘territorial 
integrity’ illegal? 
What does 
Section 153A 
say? The details. 
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BACK OF THE BOOK 


The Best Back-Seat Drives 


The cars that take Corporate India's execs around and what makes them 
go that extra mile for their high-power owners. BY KUSHAN MITRA 








SHOME BASU 


Big wheels: An all-time favourite of CEOs, the S-Class Merc makes driving on bombed-out Indian roads a breeze 


ANS-MICHAEL HUBER, 
DaimlerChrysler's boss 
in India must love 
Indian executives be- 
cause they love his cars. The Merc 
is ubiquitous in CEO garages be- 
cause Indian CEOs love to be chauf- 
fered around in them. Most of 
them—save a few rare exceptions— 
love the Merc's rear seat. No won- 
der all the Mercs sold in India have 
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their suspension adjusted to deal 
with bad Indian roads so that the 
big boss sitting behind has no idea 
that his driver may be negotiating a 
bombed-out stretch of tarmac. And 
the Merc of choice for the corner 
room occupant? Obviously, the S- 
Class, variants of which can come 
with options like a special massage 
seat, a refrigerator and a sunroof. 
And, of course, the small matter of 


a price tag of Rs 70 lakh plus, which 
ensures that this writer will never 
come close to buying one. 

What makes the Merc the pre- 
ferred car for executives, not just in 
India, but more or less the world 
over? First off, the three-pointed 
star oozes class. Arriving in a 
Mercedes (particularly, the enor- 
mous S-Class) is a statement of hav- 
ing arrived on the planet (or rather 





EEP ee Yt 


— — nenas 


THE BEST BACK-SEAT DRIVES 
INDIA'S FASHION FOUNT 
PUB FASHION 

— Tel TEST DRIVE — 


the world of the rich and the fam- 
ous). But Mercedes cars do not sell 
on ‘badge’ value alone. They may be 
big, but they are certainly not slow. 
The Indian-made S-320 is a fast 
car; if one has to get to the air- 
port in a hurry it can do just 

that. And sitting in the back 

seat, you will not feel a thing. 

The car is so comfortable it 
makes Business Class feel cramped. 
Legroom? The car is vast enough 
for you to play cricket inside. You 
do have a little fridge tucked away 
behind the central armrest, for that 
bottle of bubbly to celebrate a major 
business success. An electronic mas- 
sager (optional) on the rear seats 
to give you a rub down after those 
long executive lunches at the 
Belvedere. Wood and leather are 
standard, but you get those even 
on a C-segment car nowadays. 
When driving over the excuses for 
roads that litter India in an S-Class 
you won't feel a thing, you can 
happily snooze for hours on end, 
and you won't know whether you 
are on the Mumbai-Pune express- 
way or the construction zone out- 
side Lilavati Hospital. Noise? What 
noise? All you can hear is yourself 
snoring and the occasional muffled 
cough from your driver. 

Owners include Pawan 
Munjal of Hero Honda and 
Sunil Mittal of Bharti Tele- 
Ventures. If you want to 
go a step better, you get 
yourself the even more 
powerful $500, which has a 
monstrous V$ engine inside 
and comes with the option of 
getting company fitted LCD screens 
on which you can watch the latest 
movies via the nifty DVD player. 
Mukesh Ambani shows up at 
Knowledge City in a silver grey 
S500 every working day. 















Tata Safari: 
Ratan Tata's 
choice for 
weekends 







Toyota 
Qualis: Nandan 
Nilekani's hot 
favourite 


PEOPLE 


That said, the S-Class is as lux- 


urious as any of its competitors, 
like the BMW 7-series, which is as 


German, but slightly bet- 
ter looking from out- 
side and the Lexus 

LS430. The latter 


is Anil Ambani's *office car" (in 
which he sits next to his driver; for 
fun Ambani drives his new black 
sports coupe, the Mercedes SL). Of 
course, it has to be said that the 
Lexus was made famous by the late 
Big Bull Harshad Mehta (the earlier 
LS400 was his weapon of choice). 
Why a Japanese car in this list? 
Well Lexus has made an art form of 
cutting panel gaps (the space be- 
tween the metal sheets, like be- 
tween the door and the car body). 
This makes noise levels inside so 
low that you could theoretically set 
up a recording studio inside the car 

(but where would one place 
the drum kit?). 

But a big car can 
come with big prob- 
lems. Like parking. Of 
course, if you're in an 
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CEO CELLPHONE QUIRKS 
THE TRIGLYCERIDE THING 
FITNESS SECRETS 


S-Class or a Lexus, your driver 
takes care of that, but parking could 
also be an issue for even the rich 
and the famous. When a car hap- 
pens to weigh three to four tonnes, 
it can also be one thirsty animal. 
But if you're blowing Rs 70 lakh to 
Rs 1.5 crore, fuel costs 
are chump change, 
aren't they? 

If the Merc is 
your choice, but 
the S-Class is a bit 
over the top for 
you, there’s the 
new E-Class, 
which is no slouch. 
It doesn’t take up 
an acre for parking, is way more 
sexy to look at and has many toys. 
And if you sometimes want to get 
behind the wheels, it’s easier to 
manoeuvre and as impossible to 
crash (with things like ESP, TCS, ABS 
and what-have-you). No wonder 
cola bosses Sanjiv Gupta and Rajiv 
Bakshi ride the Merc E. 

Not everyone in the rarefied 
echelons of Corporate India wor- 
ships the three-pointed star, 
though. In Bangalore, infotech’s 
posterboy Nandan Nilekani trun- 
dles to work in the backseat of 
a...yes, you heard right...Toyota 
Qualis. And guess what India’s 
richest man and Nilekani’s profes- 
sional rival Azim Premji likes being 
ferried in? The humble Maruti 
Esteem (but he’s been spotted in a 
Mitsubishi Lancer too lately). 

Others who eschew Mercs in- 
clude Lever’s Vindi Banga, who 
goes around in a Honda Accord, 
and Venu Srinivasan of Tvs, who 
likes his Hyundai Sonata. These 
D-segment cars may be smaller, 
but they’re far from being uncom- 
fortable. True, you can’t play ping 
pong in the rear, but the leather 
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is real enough although the noise 
level is a tad higher. And remem- 
ber, they're really what the yanks 
call ‘family sedans’, so there's that 
wee bit of an image problem. 
Then there are the mavericks. 
Hutch’s ceo Asim Ghosh opts for a 
Tata Safari, while Ratan Tata, car 
freak that he is, can be spotted at the 
wheel of his Safari 
(his company 








Honda Accord: 
Vindi Banga’s 

car for all 
seasons 


course) acc- 
ompanied by 
his dog. That’s 













on weekends. On workdays, 
makes them, of _ it’s the Merc he rides like most 
other honchos at Bombay 
House. The grapevine says he 
has a clutch of Buicks too, 
stashed away in his garage. 
The new bunch of sports 
utility vehicles (SUVs) are yet 
to see many corporate 
buyers, but then again 
they have just all been 
launched. Buyers so far the D-segment where there's 
include motor heads and 
loads of movie stars. SUVs 
also are usually cars that 
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Mitsubishi people drive, 

Lancer: Azim rather than being 
Premji's driven in. 

newest fancy?/ ^ Conclusion: if 





you have around Rs 
70 lakh or more to 
blow on a car, which you will not 
drive, don't look beyond a 
Mercedes S-Class. If your bud- 
get's tight, spend Rs 30 lakh on an 
E-Class. With less than that, hit 


plenty to choose from, but then 
don't expect the pampering that 
Huber can give you. 


TREADMILL 


SIX-PACK SECRETS 

Like most gymrats, it didn’t take me 
long to realise that the toughest part of 
getting your body in shape was to get 
rid of the mid-section flab. Especially 
if you are on the wrong side of 30 
or, worse, like me, on the other side of 
40. The instructor at my first gym 
didn’t make it any easier. He was 20 
something and built like a poster boy 
for a muscle mag. “Sir, it is easy,” 
he told me, “first, the sides (or 
obliques) start developing and then, slowly, the middle 
gets smaller and smaller... you just have to keep doing 
your crunches, your cardio and keeping a watch on 
what you eat.” He made it sound so simple that | actually 
believed him and kept following that regime. A good 20- 


minute cardio session, wholesome sets of crunches 


and a low-fat, low-carbohydrate diet. Six months later, 
| got fairly ripped, i.e., my body fat level dipped and my 
muscles got bigger, but my mid-section still retained that 
bit of flab. It was really demoralising. So many million 
crunches, so much time on the dratted treadmill and so 
many uneaten desserts, yet nothing to show? 
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But just as | was giving up on it, my 
new instructor—a more mature 30-some- 
thing dude—at my new gym came up 
with something that may just work. I’m 
saying that because, four weeks into my 
new regime, the first signs of the SiX- 
pack are here. Yippee! 

So what's the secret behind vetting the 
elusive washboard tummy? If a one-word 
answer will do it’s ‘variation’. Yes, keep 
changing the exercises you do for your abs. 
Do sit-ups and leg-raises one week. Do 
crunches on a Swiss ball the next and side 
benders and twisted crunches the following week. Then, 
Start mixing and matching your exercises. Muscles get used 
to being exercised the same way every time. The idea is 
to trick them by doing unexpected new things. That way 
they respond better and, thus, develop more effectively. Ask 
your gym instructor or (those of you who can afford one) 
your personal trainer about changing your ab workouts. If 
they're worth their salt they'll tell you how. Or else, wait 
for the next edition of treadmill and I'll bring you some new 
combos to try. Till then, keep counting your reps. — - 
MUSCLES MANI 
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The Pub As Fashion Brand 


HE HALF-LIFE OF A PUB IN 

Bangalore is just around three 
months. Some time back, Urban Edge 
was the pub of choice. For a brief 
while it was The Park’s i-Bar, then 
Opium, and now Spin. 180 Proof? 
What’s that? The risk in writing about 
Bangalore’s pubs is that the dive 
picked as the prevailing hotspot may 
well be oh-so-five-minutes ago by the 
time the article comes out. Attribute 
that to the predominantly younger- 
than-young crowds that frequent pubs 
(yes, this writer is aware that coffee, 
not draught beer, is the preferred 
drink of several techies). 

Mumbai’s nightspots do better. 
Velocity is 18 months old, Athena, 35 
and neither is showing signs of ageing. 
That, says Wasim Khan of Velocity, is 
because the average age of a nightclub 
in Mumbai is three years. “But in three 
years, you are absolutely dead,” he 
says. “And even during the period, 
you constantly need to change and 
reinvent yourself to keep the crowds 
coming.” That could range from the- 
matic parties that change every five to 
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Mumbai's Athena: The popular hotspot plans to reinvent itself by February next year 


eight weeks (Bollywood Night in 
Velocity and Fashion Fridays in Ath- 
ena are currently the rage). Vikrant 
Choughule of Indage Chateau, the 
winemaker behind Athena echoes 
Khan's point of view. “As clubs keep 
coming and going, you have to give 
the customer something different, if 
not reinvent completely." 

That could explain why Athena is 
going in for a completely new look 
that will be unveiled in February 2004. 
Mumbai’s obsession with its old-favou- 
rites hasn’t come at the cost of new 
dives. The promising ones are Hawai- 
ian Shack (think retro music and faux 
Hawaiian waitresses), Rain (think Bolly- 
wood types), Circus Circus (think a 
new circus act every night), Brew Bar 
(think 22 brands of beer), Red Light 
(think slick bartending) and Provogue 
Lounge and Lush. And everyone is 
looking forward to the imminent lau- 
nch (it may have happened by the time 
you read this) of Indage’s new nightclub 
Zaha. Will all these places be around in 
2006? Your guess is as good as ours. 

DIPAYAN BAISHYA 





INVYMASOD HSAWN 


WHERE 
IS FASHION. 
MADE IN INDIA? 


Tokyo's streetwear may 
well be the inspiration 
for European designers, 
but the fount of fashion 
in India is the desert 
State of Rajasthan. Not 
convinced? Listen to 
the hottest designer 
around, Kolkata's 
Sabyasachi Mukherjee, 
then. “Rajasthan is the 
place where fashion 
Starts in India. The 
people there are not 
fashionable, but they 
wear bright clothes to 
break the monotony of 
the desert." Adds Kodaya 
(Karnataka)-based 
designer Aarti Monappa, 
"Bangalore and Mumbai 
have style, Delhi has 
glamour, but Rajasthan 
is definitely most 
designers’ inspiration 
when it comes to 
traditional designs.” 
And you thought 
sand-washed denim 
was the desert's only 
contribution to fashion. 
ANANYA ROY 
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| BUSINESS SCHOOL € 
~- | Ahmedabad, Bangalore, Bhilai, Bhubaneswar, Elective Streams 
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: HIGHLIGHTS | 
Two year Full-time Campus- based Program 
Concurrent Programs : CFA, CPA,CIIA, CBM & C-RIM 
Case-based Learning 

Competent and Committed Faculty 

Fully equipped computer labs & libraries 

Unique 16-week Summer internship Program 
Management Research Project in the 6° Term 
Extensive Co-curricular activities 

100% placements with Blue-Chip organizations 

Growing alumni network with over 3600 members 
Global affiliations, including AACSB 
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8th Rank in Academic Environs 
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TEST DRIVE 


1610: No It Isn't Arnie Redux 












DVERTISING WORKS, BELIEVE YOU ME. 

There I was, suffering from acute 
thumb fatigue, taking in the tube's evening 
shows when the ad for the Sony Ericsson f 
T610 came on. It was cool. It was edgy. It f 
was funky. So was the 
phone when I finally 
managed to lay hands 
on one for a test 
drive. The T610 (the 
first phone jointly de- 
veloped by Sony and 
Ericsson) is one sexy beast. 

Now for the phone. The T610's 
anodised aluminium body gives it 
the class moulded plastic phones 
can only dream of. The camera is 
recessed and less prone to scra- 
tches. The keypad takes some 
getting used to, but I simply 
loved the five-way joystick (for- 
ce-feedback while gaming, no 
less), and the large (128 x 
160 pixels) screen. Great de- 
sign, yes, but the T610's usabil- 
ity was something else. 

Actually, its user-interface wasn't all that bad, but 
it wasn't Nokia-like. Pm on my fourth Nokia phone 
and can vouch for the almost-intuitive interface 
the company's phones sport (save the 3650; to op- 
erate that you either need a degree in engineering or 
have to be five years old). Can I say the same thing 
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The Camera: 
As good as 
the others in 
the fray 







CELLPHONE 
| QUIRKS 


So 
My Eric Sso 
N 














about the T610's interface? 
ù No, but maybe, with time, I 
M could get used to it. I didn't 
EMI really get around to using the 
BM ringtone editing function (much 
BI like a Dj, I could have created 
- by own midi ringtones of almost 
any piece of music), but it seemed 
a nifty add-on. 
The T610's camera is as good as 
' those on other phones. It boasts the 
- same resolution as the camera on Nok- 
f ia’s 7250 (288 x 352 pixels). And 
- Quickshare does make it easy to send 
| pictures (as the ads claim it does). My 
d problem with the T610 has to 
do with its primary func- 
tion. It looks good, sports a 
great camera, and impresses 
potential-dates, but hey, 
what's the use of all that if 
you can't really hear what's 
being said on the phone. I put the 
| problem down to the specimen I had been sent 
F but one fellow-sufferer I unearthed had lots to say 
- about the voice-quality. “Use the hands-free,” 
he advised. "It makes things better." That it did. 
Would I pay Rs 18,999 for this phone? The look, 
the feel, and the camera are clear turn-ons, but—call me 
conservative—I believe phones are primarily meant 
for talking. That should give you an idea of my answer. 
KUSHAN MITRA 











- The Joystick: 
- | simply loved 
- this five-way 
wonder 












Most Indian ceos seem to prefer ‘private 
numbers' (the number doesn't show up 
when they call), one CEO we know has given 
out his number only to his family and his 





- secretary (if you have to speak to him, call his office; his 

. secretary calls him and if he wants to speak to you, he calls 

. back), and another who is very free with his number actually 
switches on his phone only when he wishes to make a call. 


RAJAT BARAN — 
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The DBF Program 


| on-Finance Executives 





The ICFAI University has designed and ‘developed the DBF Program for the benefit of non-finance executives, 
who are keen to get insights into basics of business finance and related areas, 










For nom 7 7| Duration : One year i 
Eligibility: Working Executives with a Bachelor's degree. | 
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L ET’S SOCK IT TO YOU: THE MAJOR 
cause of coronary artery diseases 
(CADs) in Asians isn’t a fat-rich diet, as 
one would expect it to be, but a con- 
dition termed hypertriglyceridemia. 
Triglycerides are the chemical form in 
which most fats reside in the human 
body. They’re present in blood 

plasma and in association 
with cholesterol form 





plasma lipids (bad 
news). Science tells us 
that the triglycerides in 
plasma come from fats; 
now, new research has reve- 
aled that in the case of 
Asians, they are made in 
the body itself, from 
carbohydrates. 

This could well be 
the missing link. Con- 
ventional risk variables 
do not explain the high 
incidence of CADs among 

Indians. “We are so used to 
carbohydrate-rich diet," says 
| Rekha Sharma, the Chief 

Dietician at Delhi's All 
India Institute of Medi- 





eal TN (AIMS), “that 
. we do not even think of 
-attributing our high Body 
-= Mass Index (BMI) to it". “A low 

 fat-intake doesn't automatically 
. translate into good health". Carbo- 
J hydrates, you see, can do as much 
. damage as fats. There may be other 
factors—an errant gene, for ins- 
tance—that predispose Indians to 
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SHOME BASU 


















hat Triglyceride Thing 


CADs, but there’s no denying the fact 
that our carbohydrate-rich (think 
rice, chappatis, rotis) doesn’t help. 
The triglyceride thing also sheds 
light on that enduring Indian mystery 
of how Indians, especially those from 
the southern part of the country, 
who live on a moderate-fat vege- 
tarian diet, manage to reach 
weights one would nor- 
mally associate with 
steak-eating occiden- 
tals. Does this mean 
the Atkins diet—crea- 
ted by the late Dr. 
Robert C. Atkins who 
believed that if the body 
were starved of carbohy- 
drates, it would start burning 
fats for energy—is just the 
thing for triglyceride-rid- 
den Indians? There's 





no research to buttress 
this opinion, but the ans- 
wer to that question may 
well be yes. Several Indians 
who have moved to a vari- 
ant of the Atkins diet— 
variant, because even 
Indians who are non- 
vegetarians do not eat 
the same quantum of 
red meat as Ameri- 
cans—speak highly of it. 
This writer hasn't rea- 
lly come across a working 
version of a vegetarian Atkins diet, 
but is reasonably sure that any 
halfway-decent dietician should be 
able to draw up one. Remember, 
too much of anything, even carbs, is 
bad, bad, bad. 
ANANYA ROY 























SATED ON soy 
According toa recent 
issue of The Journal of 
Nutrition, Cholecystokinin 
(eck), a substance 
— edis ome 





ME acce lerates 
the release of cek. That's 
another reason to gorge 
on Chinese food. 





POISON PILL — 
Were you aware that botox 
(short for botulinum 

toxin), the wonder cure 
for wrinkles, is derived | 
from the same bacterium | 
that causes a form of . 
food poisoning? And that | 
the wrinkle-removing. and 
life-threatening properties, 
both stem from the - 
bacterium' s ability to - 
cause musel le paralysis? 
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The Association of 

Certified Internationa 

Investment Analysts 
(ACIIA), UK 


GLOBAL STRATEGIC 
MANAGEMENT 


With Case Studies on Fortune 500 Companies 


















Visit us at WWw.icfai.org/icpe 
for Prospectus and Online Registration 
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T 43 HE HAS WORKED WITH THE BLUEST OF BLUE 


Aio: (think Citigroup; think Unilever). He's also 
worked for some high profile flameouts such as 
Andersen. Strange, then, that it is only now that Ganesh 
Shermon feels he's closest to achieving his goal in life. 
The now, for this strategic planning and HR maven, is a 
move to Toronto, Canada, in pursuit of his second 
PhD (in Strategic Human Capital Measurement, if you 
must know). *I plan to develop a model that evaluates an 
organisation through an index on human capital value," 
says Shermon. This index, he explains, would serve to 
evaluate a company, especially when a M&A is involved. 
The PhD is Shermon's first step towards emigrating to 
Canada and jumping into the world of academia. The 
tales he'll be able to tell his class.... 
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HEN YOU HAVE A CV THAT BOASTS A SUCCESSFUL 


V4 stint at Zee Telefilms during its glory years, and 
a period heading the country’s first independent media- 
buying agency in the country (Carat), what do you do 
for an endgame? If you are Meenakshi Madhvani, you 
launch India’s first independent media audit firm, 
Spatial Access Solutions, that’s what. The 40-year-old 
media hotshot believes the Indian market is now mature 
enough to warrant an independent media audit entity. 
“Today there is no benchmark for the right price for a 
particular adspend,” says the lady. *We'll create a 
series of benchmarks with a lot of transparency in the 
marketplace.” Should agencies be worried? 


VAGNVd AVÍNVS 


Revival Rewards 


ELEVEETIL DAMODARAN HAS PLENTY TO 
Mas about. First, the 56-year-old UTI CEO’s 
boss, Finance Minister Jaswant Singh is happy with 
him, and has said so in public. Endorsing Singh's 
view on Damodaran's role in turning around the 
country's largest mutual fund is the hoary Harvard 
Business School. The school has decided to dedi- 
cate a case study to the state-owned fund manager's 
revival. Case studies such as this 
are part of the teaching material 
at HBS, and available to other 
B-schools. Damodaran is 
likely to corner a bit of lime- 
light in the study. UTI won't 
be the first Indian company 
to become the subject of 
a HBS case study. Some 
30 companies, includ- 
ing Nirma (that old 
story of how it took on 
HLL), TCS, and Indian 
Hotels, have been 
there, done that. Still, 
Harvard is Harvard, 
and Damodaran has 
every reason to be 
happy about it. 















Penning A Success 


I^ A PEN THAT COSTS AS MUCH AS A FULLY LOADED 
small car, and a new one at that. Not too many peo- 
ple would give products such as these much of a chance 
in a country renowned for its thrift. Pooja Jain, the 20- 
something Marketing Director of Luxor Pens and 
daughter of the company's founder D.K. Jain, isn't 
one of them. Last week, she launched the iconic 
Waterman brand of pens in India (prices range from Rs 
2.500 to Rs 4.5 lakh). *We already have Parker in 
India, and Waterman completes our portfolio of brands," 
says Jain. The London School of Economics grad joined 
the Rs 150-crore family business in 1998 after being 
trained at Parker's manufacturing units England. 
“Waterman is the Mercedes of pens. And Mercs do sell 
in India. So why wouldn't Watermark?" argues Jain. You 
can't but agree. After all, what would the owner of a 
Mercedes do with a small car? 
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Out-of-court Analgesic 


LE e ARE A HEADACHE MOST INDIAN PHARMA 
companies in the generic drugs business face. Kallam 
Anji Reddy, Chairman, Dr. Reddy's, would have heaved 
a sigh of relief last week when Eli Lilly agreed to take back 
its claim of wilful infringement against Dr Reddy's for a 
new drug application it filed in 2001 for Olanzapine in the 
US. In return, the Rs 1,580-crore Indian pharma major 
agreed to dismiss certain counter-claims related to the case. 
That's a win-win: the drug has average annual sales around 
$2.8 billion in the US, and Eli Lilly's patent expires next 
year. Analysts say the out-of-court route is a smart, cost-eff- 
ective remedy The doctor's taken the right pill. Œ 


COMPILED BY T.R. VIVEK; CONTRIBUTED BY ROSHNI 
JAYAKAR, SHILPA NAYAK AND VANDANA GOMBAR 


the last thing on his mind. 


The Thrillseeker 


OR MOST PEOPLE ABOARD A PLANE A HIJACK 
Freis panic. Not for Bharat Sanchar Nigam 
Limited (BSNL) Chairman and Managing Director, 
and St. Nick lookalike Prithipal Singh. When 59- 
year-old Singh found Army com- 
mandos surrounding the Indian 
Airlines flight that took him to 
Jammu (he was there for the 
launch of his company's cel- 
lular telephony service in 
Jammu & Kashmir), fear was 











Instead, insists Singh, 
he was “very excited § 
and thrilled”. The @ 
man’s excitement, e" 
however, proved 
rather shortlived as 
the hijacking turned 
out to be nothing 
more than a case of 
a pilot pressing the 
wrong button. Evid- 
ently, it'll take more 
than a false alarm to 
stop the spunky Singh 
from reaching his tar- 
get of five million 
cellular subs by 
March 2004. g 
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AMITY 


LEADERSHIP 
* CORNER m 
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If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY 


BUSINESS SCHOOL 


Website : www.amity.edu 
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VIVAN MEHRA 


The Glass Half Full 


SANJEEV AGGARWAL, CEO, Daksh e-Services 


HE STARTING POINT OF LEADERSHIP IS 
the active demonstration of the highest 
levels of integrity and honesty. It is 
imperative for a leader to have a clear view of 
what is right and what is wrong. A true leader 
is one who puts the interests of the institution 
ahead of his own. He possesses the ability to 
effectively balance the interests of the organi- 
sation’s customers, employees and investors— 
indeed a leader is the sole custodian of the 
interests of these groups and should never 
compromise any one’s interests for the other. 
With a strong foundation of personal 
ethics, the leadership process begins with a 
sharp foresight—the leader develops a broad 
vision of the future and the ability to think 
big and global. Setting ambitious yet achiev- 
able targets and building a high-perform- 
ance and efficient team is the next step. 
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Having kick-started that, a leader needs 
to get out of the way and create space for the 
team to execute. At the same time, a leader 
should not flinch from restructuring the core 
team and re-doing the original design. Keeping 
the organisation focused around its core com- 
petencies is very critical for a leader’s success. 
Ergo, leaders should have the right balance of 
strategic thinking and tactical execution. 

Under the aegis of a leader, the 
organisation should direct its collective energies 
towards serving its customers. Being focused 
and passionate, with an ability to effectively 
communicate organisational values, being a 
role model for the rest to follow—these are the 
inherent signs of a true leader. Last but not the 
least, a leader should be able to see the glass as 
half full and not half empty—that helps him to 
convert adversity into opportunity. [f 
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From The Editor - 


HEN IT COMES TO INVESTING, PERCEPTIONS MATTER. 

That’s not me talking, but our fourth BT-Gallup 

survey of The Hottest States for Business. Take 
Gujarat, for example. Historically, the enterprising state 
has been the second-best on our list, but this year it has 
taken a bit of a tumble: it’s down to four. Does that mean 
since 1999, when we last published the states survey, the 
people of Gujarat have become less esourceful or ind- 
ustrious? Hardly. Rather, the state's drop is indicative of 
the apprehension that its volatile communal situation 
has caused in the minds of i investors. CEOs, our primary 
survey respondents, just don’t think social unrest is good 
for business. Perhaps Gujarat missing the new economy 
boat is another reason why it has slipped. Not incidentally, 
then, the states that have gained at Gujarat’s cost are 
Andhra Pradesh—it has leaped from an obscure 22 rank 
in 1996 to two this year—and Karnataka. 

While it doesn’t take any time for perceptions to 
change for the worse, it can take forever to change 
them for the better. Consider Bihar, Kerala and West 
Bengal. Bihar has forever been the bottom-most state on 
our surveys, although in terms of fac- 
tual rank—which measures things like 
the quality of infrastructure—it is No. | 
13. Problem: Its image of a lawless . 
state sticks like glue. Kerala and West 
Bengal suffer because of their - 
Communist lineage, although they of- È 
fer better infrastructure compared to- 
several other states. West Bengal, for 
example, comes in at a surprising No. 
6 on factual rank, and Kerala not too far behind at No. 
9. My take-out from this year's survey findings is rather 
straightforward: Industries can manage poor infra- 
structure, but inhospitality, not. Our chief ministers 
have to market their states, they have to make investors 
feel welcome. Good governance is good business. 

Moving on, this issue also carries the unlikely story of 
a man who's created a sizeable business empire out of pub- 
lic conveniences (yep, toilets). Sulabh International's 
Bindeshwar Pathak operates some 6,000 of them in 26 
states and three union territories, and last year raked in 
Rs 100 crore. He now plans to take his venture global, 
starting with Bhutan (See page 68). All the best, Mr. 
Pathak. Another bunch of entrepreneurs that's going to 
need lots of luck too is mushrooming in places like 
Hyderabad and Bangalore. These are people who could 

make India a hub for software “manufacturing”, just 
like Taiwan today is the centre of chip manufacturing. 
Don't miss our Assistant Editor Priya Srinivasan's early- 
bird take on IT’s next wave (See page 84). _ 
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A Valuable Lesson 

Your cover story Best Employers 
ia September 14, 2003) ) highlights 
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high salaries does not fetch 
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| ~ oyer tag. Also that overall 
job satisfaction is a key determinant of 
the best employer. This may explain 
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why Infosys, a company that has 
created many employee-millionaires, 
has lost out to Procter & Gamble. 
The story underscores the fact that 
no company can take its place under 
the sun for granted in today’s world. 


SATYAJIT MUKHERJEE, tbrough e-mail 


It was a pleasure to see National 
Thermal Power Corporation (NTPC) 
figure among the 25 best emplo- 
= yers in the BT-Hewitt study. NTPC, 
a public sector major, has shown 
|J. usthat maximising employee satis- 
faction is by no means the mono- 
poly of private sector companies. 
The study is an eye-opener for most 
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The third BT-Hewit listing of the 
5 best employers has many surprises: 
anew No. | and several dropouts 


common. Indeed, a host of fund 
managers have built up their for- 
tunes through trading on such in- 
sider information. In face of such 
widespread abuse of stockmarket 
norms, it is doubtful whether even 
SEBI could make a difference. 
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(BT, September 14, 2003) made 
for a good read. Research insti- 
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the attention they deserve largely 
owing to a failure on their part to 
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waking up to the fact that patenting 
and selling their ideas may make 
all the difference between success 
and failure. 
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In your personal finance story Tech 
Diamonds In The Dust (BT, 
September 14, 2003), our year-on- 
year (YOY) growth in net sales has 
been shown as a negative 4.17 per 
cent for the financial year 2002. 
This is incorrect. We would like to 
point out that the correct figure is a 
positive 3.25 per cent. 
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Our correspondent replies: The 
company's net sales figures came 
from the Centre For Monitoring 
Indian Economy (CMIE) and were 
culled by it from tbe audited finan- 
cial results for financial year 2002 
put out by the company itself in 
May 2002. The company later re- 
grouped some tncome and expenses 
figures in its balance sbeet for tbe 
same period thereby showing a pos- 
itive year on year growth. 


Corrigendum 

The contents page of our issue (BT, 
September 14, 2003) carried a ref- 
erence to a trends item on Moser 
Baer titled It Gets Scratchy even 
though the story did not appear in 
the magazine. We regret the error. 
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| Investors’ Summit 
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facilitating technology transfer, forming of joint ventures and inking trade agreements. 






A combined initiative of the Government of India, Government of Gujarat, INDEXTb, FICCI and 





UNIDO, the Summit will explore the business potential in the focus sectors of: 
















Port Infrastructure 





Gas & Petroleum = Tourism «Minerals & Mining 








Education 


Road Infrastructure ~ Biotechnology & Pharmaceuticals 








Apparel & Garments* = Gems & Jewellery* 


Agro and Food Processing 











dno Gujarat, you deal with a pro-active and business-friendly 









government, supported by robust infrastructure, excellent transportation 





power supply, skilled workforce and progressive labour 
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: The event will coincide with the state's world famous nine nights of non-stop dance festival - 





itinerary an enthralling experience. 








fenue: Tagore Hall and NID, Ahmedabad, India =  . Date: Sept 28-30, 2003 














United Nations Industrial 
Development Organization 
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Federation of indian Chambers of Commerce and Industry: Fax: +91-11-23721504 Email: ficci@ficc:.com Gujarat State Council: Fax: € 91-79-6400504 
Emaif: gujarat@ficci.com Website: www.ficci.com 
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N THE WORLD OF BUSINESS, IT'S A GIVEN THAT THE 
ceo must don a myriad hats to create and sustain a 
. successful corporation. He (much as we'd like to say 
. She, the fact is women CEOs are still a rarity) must 
^ be the chief strategist, envisioning new opportuni- 
‘ties for his corporation; he must be the chief sales- 
man and brand ambassador, building goodwill 
among his customers, investors, employees, and 
partners. He must also be the cheer leader, egging 
his team on and keeping its morale high. 
. But turn to the world of politics, you will find no 
Similar demands being made on the Chief Ministers. 
That's inexplicable for several reasons. For one, 
the entities that the political CEOs lead are several 
times bigger and more complex than most cor 
porations. National polity has become mix 
more fragmented and, hence, coalition mana 
gement is a must-have skill for any politic 
leader. Besides, like Indian corporations, th 
states of India have also had to “globalise” post 
liberalisation in the early 90s. For 40 years, cen- 
tral planning through licences, permits, and in- 
centives meant that the Chief Ministers 
did not have to compete to attract in- 
dustries. But today, the disparities be- 
tween the progressive and straggler states 
are increasing, and with state-led industri- 
alisation weakening, it is up to the Chief Mini- 
ster to bring investors into his or her state. 
What the changes of the past decade or so 
demand is a new kind of Chief Minister. | 
But what qualities make a perfect Chief 
Minister? Is it merely his or her ability 
to keep oneself in power by hook or crook like Laloo 
Prasad Yadav in Bihar or even a Mayawati in Uttar 
Pradesh? Or is it about running a coalition effectively 
without much internal bickering like what the CPM 
government in West Bengal has perfected over the 
years? Or is it about good governance such as being 
| attempted by Madhya Pradesh Chief Minister 
| Digvijay Singh and Delhi’s Sheila Dikshit? | 
 .. The answer is that the perfect Chief Minister 


E will need all of these qualities and much more. 
— He'll need the survival instinct to stay on top of the 
. rough and tumble of today's politics, but also CEO- 
— like qualities to be able to optimally utilise resources 


and create economic wealth. A very good example 
of the new Chief Minister is Nara Chandrababu 
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e-engineer, 







remi, 





Naidu of Andhra Pradesh. T 
minister has travelled all o 
eight years, marketing Andhr 
vestment destination. In t 
formed a sleepy, nondescript 
centre for software and phar 
























Again, in this age. of information tech- 
nology, it is important for the CM to not 
only be well-educated but also tech-savvy 
(that doesn't mean he nee 
jock; at the least he should ‘appreciate the 
power of IT in governance). Karnataka, un- 











prosperous states ofn orth India—be it Or 
Prakash Chautala's Haryana. or ir Amarinder 
Singh's Punjab—find themselves left be- 
hind despite good infrastructure and social afflu- 
ence. All because of their inability to market their 
states. And we haven't even started talking. about 
the problems that ail the less fortunate states in the 
north-east, east and central India. — — 


In other words, the Chief Minister of today 
cannot afford to be merely: populist. He has to- 


have a developmental agenda, raise funds for their 
eee and be account. iab 











things like fair slay, wally | y Man He and order: Me : 
above all other considerations. Consider Gujarat, ^ — — 
| fos example, For one pe state e had been: a p P ae 


- comes their favoured destir ation. Mov Wo 


der S.M. Krishna, and Andhra Pradesh have i "y. 
taken the lead. In: contrast, ae of die < 
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ID THEY KNOW SOMETHING THAT WE. die monsoon has arrived and dierforined. beyond n 
didn't? In hindsight, it sure looks like — pectations, and consumer demand picked up, entities 
that. First, the statistics: between April | such as the Central Statistical Organisation and the 
and June this year, promoters incr- — © | Reserve Bank of India are revising their growth 

eased their stake by more than su csimates to predict a 6 per cent-plus grow! 


1 per cent in some 120 companies. | in GDP this year. Three months back, no 
Not too long ago, everyone, including regu X 


| one was willing to do this. 
lators, would have smelt a rat when a pro- The valuations Scene "Share prices 
moter upped stake in his company. The advent . 


were very low (in this period) and pro- 
-of liberal stock buy-back and creeping-acquisi- moters obviously took advantage of this," 
- -tiom laws has changed that. 


| = Sae Kai Taraporevala, Managing 
— . After all, a buy-back is sign that a ag | Director of India Advisory Partners, 
|. promoter believes i in his company. . £ <a firm that. tracks M&A activity. 
For the record, many scrips were. Such promoters must be cele- 
trading near their all-time lows in | brating now: The Bombay 
. . the April-June quarter. Exp- ; | Stock Exchange's Sensex has 
.. ectedly, only some 60-odd . risen over 50 per cent since 
~ promoters reduced stakes in 
heir companies, mainly 


| April-end, and both it and 
NSE's Nifty were trading at 
hrough fresh issue of shares to Y 
vestors or partners. 


| their 30-montl i highs V 
alysts dismiss the phe- 


pos  Biagažine 3 wen u 
on as a natural fallout of 


economic recovery. “The 

outlook for business is positive," - 

says Navin Agarwal, Director, 

. Motilal Oswal Securities, a- 

- Mumbai-based brokerage. “It’s 

natural that promoters increase 
their stake," he adds. 

Still, promoters must be given 
their due for backing their hunch - 
^c. that 2003-04 would be a better year 
^. for the Indian economy. Now that 



















































tractive - Phat 3 it Y win ab: 
solutely necessary for. pro- 
{moters to increase stakes,” says 
T an analyst who believes that 
f there are still s veral stocks that 
i | took attractive”, 
a Promoters increase their 
] stakes through creeping acquisi- 
' tions, open offers, or stock buy- 
| backs. The Tata Group seems to 
f have mastered the art of the first, 


re 
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especially in companies in 
which it has a sub-26 per 





trends —— 





THEIR PROMOTERS WANTED MORE - 


associates acquired a 4.93 
stake in the company 



























cent stake. For instance, it COMPANY MARCH al, 3 a through the creeping ac- 
increased its stake in Voltas Me uisition route. These shares 
| angalore Refine 68.22 qr 
from 25.69 per cent to d ean 1) E ERE. were part of the 15.1 per 
28.34 per cent between Hindustan Powerplus — — 15.51 cent stake in the company 
April and June 2003. Inthe na o 62.56 held by the late Harshad 
same period, it also in- OCLinda — &$ ^ —— ^ = Mehta. Apollo Tyres ac- 
creased its stake in VSNL by Munjal Auto Inds. 64.32 | quired the remainder and, 
around 1 per cent. And Apollo T wets MC 3 4.22 ~ | wit 
over the past three years, Apollo Tyres — — — — . 
it has increased its holding Tata Finar Finance 63.42 
in Tata Steel by more than pono 3), a: 49 ` pany came d jd th 
5 per cent. Ballarpur Industries — — — 43.97 a 4. 95. per. cent acquired by. 
This may have been a Greaves 38.09 Kanwar and his associates 
case of the promoter with — y, PONE - Qo. became 9.66 per cent. 
very low holding i in a com- Kirloskar Brothers — —£ — | 96.9 o Sometimes, promoters 
pany upping its stake. It Voltas 25.69 have so much faith in their x 
could have also been a re- py. ona —  R4425 businesses, or are upset at o 
flection of the Tata Group’s Polyplex Corporation 53.32 93.32 -. low valuations, or both, that 
long-term bet on the steel Lakshmi Machine Works ... 28.8] they want it all. — 
Sector. Investors would do Jindal Steel & Power 61.42 " This. is especially true, 
well to keep an eye on pro- ————————————————————— geeta Purushottam, 
| moter-holdings, then. Indo Gulf Fertilisers — 31.16 ead (Equities), ASK 
For instance, over the VSNL 71.12 F aymond James, puts: it, of 


















<- past five months, the pro- 
.. moters of Vardhaman 
© Spinning and Mahavir 
v Spinning have increased 


^ seena turnaround. 








. fObots— 


. their stake; around the same time, the textile sector has 


"The most serendipitous case of an increase in pro- 
. moter stake has to be that of Apollo Tyres. Between 
= Mila and EUN this year, CEO Onkar S. Kanwar and his 


All figures in % are promoter holdings on the dates mentioned 


ased its stake 
cent to 91.99 


cE J Jo ONDA “FOUNDER SOICHIRO HONDA HAD A DREAM OF A BIPEDAL ROBOT. NOW, 
...4 Fyou may take walking for granted, but evolutionary biologists — . J 
consider it the greatest achievement of the human race. Consequently, — 
. since 1986, Honda scientists have spent millions of dollars and thou- : 
. Sands of man-hours to get a robot to do the same. The result was showcased _ 
. in India recently, some three years after the Advanced Step In Mobility (ASIMO) - 
—probably a play on the sci-fi writer who enumerated the three laws of 
< robotics, Isaac Asimov—made its debut. One of the 50 asivos to have been 
built thus far, this one even managed a jig to the music of a Bollywood sound- x 
- track. Contrary to what the slug suggests, AsIMO boasts no artificial intelligence - i 
arid its battery can survive a mere 30 minutes. Nope, it won't build the matrix. 








E: "foreign companies that 
want to become private". 


For instance, . Catterpilla du 


Commercial, which incre- 
in Hindustan Powerplus from 37.74 per 
per cent, will now make an open offer for 


the remaining 8.01 per cent, as a precursor to delisting 
the company. That may not be good news for in- 
vestors, but it's still a sign of ultimate faith. 






KUSHAN MI TRA. í 
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| Sape BHARDWAJ” 


^ MART ANSWER TO STUPID QUESTION: BECAUSE, THAT'S 
how often officials from Indian Oil Corporation, 
Hindustan Petroleum Corporation Limited, Bharat 
Petroleum Corporation Limited, and œP sit down with 
representatives from the Ministry of Petroleum to finalise 
the price of petrol and diesel. Or should we say fix? 
On the face of it, the recent price hike can be 
attributed to a hardening in global oil prices (Brent 
crude was being traded at $31 a barrel on September 
1, close to its Iraq-war-days-high of $34). Ever since 
the oil sector was partially deregulated on April 1, 
2002, goes the argument, domestic prices have 
moved i in tandem with international prices. 
- .. All well, only, the deregulation hasn't achieved 
| its objective of fostering competition. Today, each 
of these companies, irrespective of its cost of op- 





the formula used to determine the prices. 

.  Import-parity pricing has worked wonders for 
the profitability of the oil companies. 10C's profit af- 
ter tax increased by 112 per cent in 2002-03; BPCL’s 
by 95.2. per cent. “Obviously, oil companies haven’t 

i been passing on the benefits of import-parity to the 

= o common man,” says a senior official of the petroleum 

HE ministry. Competition—some eight distribution com- 
panies will start operations in 2004— could change 
that, reckons M.S. Ramachandran, the Chairman of 
IOC. Already, Essar, one of the eight, sells diesel for 80 
paise less than the state-owned companies at its out- 
lets in Gujarat. Meanwhile, the price hikes continue to 

: take their toll. Economist B.B. Bhattacharya esti- 

b. mates that a 10 per cent increase in fuel prices leads to 

.  .. a 1 per cent jump in inflation, and a similar increase 

. in price of industrial goods. Oops! 





ASHISH GUPTA 











- Just why do fuel prices go up every 14 days? 


Endorsements: Adidas, GWK industries 


Endorsements: A sports car (coming soon) 


erations charges the same. And no one is clear on 
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Cricketer brands, we oped ¢ on long back P 

Here is a clutch of young | (under 25). = 
anything-but-cricket types that co 
become tomorrow’s biggest India 

sporting brands. — 

Achievements: Girls Doubles Champion, All Englar 
Wimbiedon, 2003; seeded Ne 

Spends: Rs 1 crorea year on training = | 













Earnings: Rs 20 lakh a year per endorsement “ee 


ans Murza 


Endorsements: sen 
| Relat, UGA 


Achievements: Member, hockey team; Winner, ou À jis 





Earnings; Rs 20 lakh a year, a year from w M" 


Jugraj Singh 










Achievements: Has already qualified for the Olympics b ibà gingi the brome E E 
medal at the intensely competitive World Cup. uu d 
held in Munich in June, 2003 ML 


Spends: Rs 1 crore a year on training - uu 
Earnings: Rs 15 lakh a year per endorsement - 


Abhinav Bindra 





| Achievements: Placed second inthe Wo 
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lo Eye Or Not Io 


2i’s Vivek Sekhar is a born-again VC willing to play angel. 


IX d IS SO 
much a commodity 
these days that it seems a 
cliché to term Vivek Sekhar, 
a venture capitalist (VC) with 
a difference. Still, that is what 
he is. In mid-2000, Sekhar, a 
long-time finance pro—he 
cut his teeth managing 
Grindlays’ India Investment 
Fund in the early 1990s— 
launched 2i Capital. Advised 
by the likes of Bala Manian, a 
man fast gaining a name as 
the Vinod Khosla of the 
biotech world, 2i is in the 
process of raising Rs 500 
crore (over time) from Indian 
investors for a venture fund. 
In India’s blow-hot, blow- 
cold venture capital milieu, 
that’s radical. 

Sekhar has the rule book 
on his side: Investment in 
vc funds registered with 
SEBI (Securities and Exch- 
ange Board of India, India’s 
stockmarket regulator) was 
dubbed ‘priority sector in- 
vestment’ in November 
2002; and India’s central 
bank insists that banks forward at least 40 per cent of their advances 
to priority sectors. 

Then, there’s logic. “Why should people overseas invest in us, if they 
don’t see a commitment from this country?” argues Sekhar, adding that 
it is common practice all over the world for banks and insurance com- 
panies to invest part of their portfolio in venture funds in the hope that 
abnormal returns from these boost their overall returns a bit. 

2i is also raising between $100 million (Rs 460 crore) and $150 mil- 
lion (Rs 689 crore) from overseas investors for another venture 
fund. Where’s all that money going to go? “We already have deal flows 
worth Rs 300 crore,” says Sekhar. All of 2i’s funds will invest around 
35 per cent of their money in early-stage investments (now, that’s true 
venture capital!) For instance, 2i is working with a Mumbai-based sur- 
geon who has come up with what could well be a minimally invasive 
alternative to angioplasty. 

This vc is willing to tread beyond IT services and business 
process outsourcing. That’s different. 


NVATA 





VUHAW 





5 
= 


Sweat Equity?: No, 2i’s Sekhar is just a 
proponent of doing it yourself 


VIDYA VISWANATHAN 
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Captive 
Customers 


N OT TOO LONG AGO, THE ONLY 
gift shareholders 

received from companies was 
a box of sweets during Diwali 
or the annual general meet- 
ing (AGM). The shareholders 
of a certain biscuit company 
still look forward to the AGMs 
where they're given an 
assortment of foreign-made 
cookies, packed in hand woven 
cane baskets. Circa 2003, 
however, shareholder sops 
are getting real. Reliance 
Infocomm announced a spe- 
cial package for the 3.3 mil- 
lion shareholders of its par- 
ent, Reliance Industries. Free 
talk-time and other benefits 
make the scheme nearly Rs 
1,500 cheaper for the share- 
holders as compared to regu- 
lar customers. Even if 10 per. 
cent of the company's share- 
holders sign up, it makes for 
big numbers. 

Reliance's rival and the 
other Indian business house 
with a shareholder base in 
excess of 2 million, the Tata 
Group is working on bettering 
the Reliance offer. And at its 
last AGM, Tata Motors announ- 
ced discounts for shareholders 
interested in the newly-launched 
Indigo. Nifty little idea, this. 


T.R. VIVEK 
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Available at select Samsonite Travel Worlds & select dealers. 
For more details visit www.samsonite.com 


Wheeled Computer Bag 

Rich full grain leather 

Can be used as an overnighte: 

Front zip-down organizer 

Detachable padded shuttle for Laptops 

Open volume pockets for adapters and accessories 
Rear compartment featuring file-divider organization 


Smooth rolling wheels for increased mobility 


Great Bags in Genuine Leather 
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“This Is Not A Moral Crusade" 


Mervyn E. King is the Chairman 
of South Africa’s King Committee 
of Corporate Governance. A former 
judge of the Supreme Court of 
South Africa (he resigned in 1980, 
when he was 41), he has served 
on the board of several companies 
and is now chairman of invest- 
ment bank Brait. King, who was 
in Mumbai to speak at a seminar 
on corporate governance, met with 
BT’s Dipayan Baishya. Excerpts: 


Isn’t it too much to ask the mem- 
bers of the board to monitor social 
responsibility? 

A good corporate citizen can im- 
prove its image, motivate its em- 
ployees, raise capital cheap, and 
make its business more sustainable. 
What I am advocating is not a 
moral crusade, it’s good business. 
Who is more important to a com- 
pany, shareholder or stakeholder? 


Neither. When you are appointed 
as a director, your duty is to act in 
the best interest of the company. 
The company is a person aside from 
the shareholders, the employees, 
the community, and the suppliers. 
A recent report on corporate gover- 
nance in India suggested that inde- 
pendent directors of a company go 
back to school and get themselves 
accredited? Are we taking corporate 
governance too far? 

Taking it too far in my judgment. 
Don’t do it, that’s my suggestion. 
Is your life dominated by an obses- 
sion with regulation? 

Never. I believe in enterprise. I 
believe in young people with drive, 
vision, and ambition, and I enjoy 
working with them. I don't be- 
lieve in an overregulated society. 
What's your cricketing connection? 
I served on the Transvaal Cricket 
Board and also on the disciplinary 


committee of United Cricket Board 
of South Africa; I used to chair it. 
And advertising? 

I am the President of Advertising 
Standards Authority in South 
Africa. Advertising is very much 
like good governance. It involves 
accountability, transparency, hon- 
esty, decency, and trust. 

Cricket, advertising and corporate 
governance: what's the common 
thread running through them? 
Everything is about human activ- 
ity. A corporation is a collection of 
human beings after all. 





SELF WORTH 


SEBI's Tough Face 


Part cop, part missionary, that’s G.N. Bajpai. 


VEN HIS MOST DIE-HARD DETRACTORS WILL HAVE TO 

admit that Securities and Exchange Board of India 
(SEBI) Chairman G.N. Bajpai’s latest salvo on ethics 
stamps his credentials as a stockmarket reformer. Even 
as the Department of Company Affairs was consider- 
ing diluting some of the more stringent provisions of the 
Companies (Amendment) Bill, 2003, SEBI directed 
stock exchanges to amend Clause 49 in their listing 
agreements with companies to enforce, you guessed it, 
the very same provisions. Thus, in the next seven 
months, all listed companies will have to reconstitute 
their boards to induct more independent directors. 

Earlier, when SEBI unearthed a large dabba trading 
operation (See Dabba Trading 101, BT, August 17, 
2003), the regulator lost no time in barring the mas- 
termind behind it, P.K. Bansal from trading . 

In his 19 months in office, Bajpai has issued 651 or- 
ders, an average of two a day, and personally sat in on 
600-700 hearings. One reason for Bajpai’s success 
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SEBI’s G.N. Bajpai: The tough-guy image suits him 


could be his people-savvy management style. The man, 
after all, was once chief flak catcher for the Life 
Insurance Corporation of India, an organisation he 
went on to head. Soon after taking over, he practised 
tea-and-biscuits diplomacy with industry leaders, edi- 
tors, and investor grievances fora. And with the markets 
in a bull phase, he recently met up with the heads of 
some media organisations, reportedly to warn them 
about playing right into the hands of market operators. 
This magazine has always been critical of sEBI chairmen, 
and with good reason. There’s still work to be done, but 
we must admit: Mr Bajpai is off to a start. 

ROSHNI JAYAKAR 
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Sometimes even the most romantic of us crave for a little extra space. Which is why the Tata Indigo is 

designed to give you great space and comfort at a price that may surprise you. Speaking of surprises, our 14 FATA 

inch wheels are a whole inch bigger than most of our competitors. Which makes for a better ride. Then  ] n 

there's our Independent 3-link rear suspension. This won't mean much until you try it. But it meant a great | a © | © C) 
deal to Autocar India who wrote: "They've worked wonders on the suspension to make the Indigo feel t] 2 


bigger than it actually is." Why not have a test drive? It could be the beginning of a beautiful relationship. k poi f yourse Ji 
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REPORTER'S DIARY 


The Network Effect 


An online community believes. 


ERISH THE THOUGHT THAT THE GATHERING OF 
50-odd-from-Mumbai-and-environs members of 
e-group Ryze is a fallback to the not-too-long-gone era 
of dotcom excesses. Ryze is—yes, we thought so—a 
- global online community with some 30,000 members 
across the globe. But it isn’t about dotcoms. Instead, 
Ryzers, as members call themselves, believe that the 
community can help them find the one person out 
there who can help them. With what? Well, sound- 
board an idea or sell it, facilitate access to knowledge, 
capital, or customers, or, simply, provide an emo- 
tional and ideological support system to one-person 
enterprises that, so their promoters believe, boast the 
potential to become the next big thing. 

Ryzers meet offline every now and then. The 
meeting this writer attended happened in late August 
in Mumbai. There’s another scheduled for end- 
September in Mumbai. The concerns—we’ve 
enumerated some of them above—remain 
pretty much the same wherever you go in 
the world. If I had any doubts about the 
excess-thing, the venue of the meet, Hotel 
Park View, Andheri, the entry fee (Rs 100), and 
the short-eats on offer, samosas and chutney 
sandwiches, dispelled them. 

So, who did I meet? A clutch of designers running 
independent design shops (with fancy names such as 
Idizyn Studio, Visual Trance, Scrabble Media, and 
more in the same vein) that work on projects for 
overseas customers. “We easily bag jobs overseas, but 
local companies are hung up on qualifications,” rues 
one designer, Bhooshan, claiming (this, after I exch- 
ange cards with him), that the India Today Group of 
which Business Today is a part, rejected his Cv beca- 


How Io Read Cancun Coverage? 


THE PAPERS AND TELEVISION CHANNELS ARE REPLETE WITH 
coverage on Cancun. Here's an easy navigational tool with 
key phrases to boot. 


m India’s stand on agriculture vindicated: This 
means India has gained some access to the US 
and EU markets without reducing its tariffs on 
agriculture products. And it couLD mean that India 
and its allies have managed to get the US and 
the EU to reduce their export-subsidies. 
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Rajesh Khanna (L) and Krishna Unni: 6-degrees-believers 


use he has a diploma in commercial art, not a degree. 
Time to move on. 

Then there’s a former colleague from another 
world who has become a public-figure-of-sorts after a 
death-defying stunt—she drove a car off a ramp at 100 
mph—in Australia for AXN’s Who Dares Win. Sharmila 
(that’s her name) says she was recently approached by 
a local production house that wanted to do a similar 
show in India, at as little expense as possible, never mind 
the safety of participants. “I told them to stick to their 
saas-bahu stuff.” Time to move on again. 

Then, there’s a former executive from a leading 
TV channel who now runs her own Tv outfit, 
Cogito. “I had to personally sack over 100 
people where I worked earlier,” she shud- 
ders. “I’ve never experience(d) anything 
more traumatic; ‘employ’—that’s not the 
word.” This, in response to a question from me 
on how many people Cogito employs. 

Did I meet anyone who could have helped me move 
up the chain? Ryzers, after all, believe in the theory, first 
propounded by psychologist Stanley Milgram in 1967, 
that there are six intermediaries on an average between 
any two people on this planet. Krishna Unni, one of the 
Ryzers behind the event, says the secret of success lies in 
locating the six between you and the people who can 
help you, or the most powerful people in the world. Well, 
I didn’t find any such, but it was still fun. 

PRIYA SRINIVASAN 


m India’s Doha position remains intact: This means 
India manages to keep out the so-called Singapore 
issues—trade, investment, government 
procurement, even competition. 


m A major victory for India: This could imply one of 
two things. One, India makes some headway 
regarding movement of professionals. Two, it 
manages to get an extension of geographical 
indicators to products other than wines and spirits. 
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A Coffee-Chain In Hot Water 


A messy changeover, turf battles, and losses. Things just got worse for Barista. 


HE THREE-YEAR-OLD BARISTA 

Coffee Company (BCC), the flag- 
bearer of India’s café culture, is fast 
becoming a case study in Murphy’s 
Law. As reported in this magazine 
(See Storm In The Barista Cup, 
Business Today, June 22, 2003), 
Barista’s high-profile Managing 
Director Ravi Deol quit in May 
2003, ostensibly to follow his heart. 
However, BT learns that Deol’s 
contract wasn’t renewed: he app- 
arently exceeded his brief and made 
several strategic blunders. 

One senior manager—he is one 
of four comprising the heads of 
operations, finance, global business, 
and quality who quit recently; the 
other version floating around is that 
they were asked to leave—claims 
their departure, and Deol’s before 
that, is just a case of professional 
managers being caught in the cross- 
fire between shareholders. For the 
record, Turner Morrison’s Amit 
Judge has the majority stake in 
Barista and Tata Coffee holds 34.32 
per cent of the equity. 

The past 13 months have been 
bad for Bcc. In August 2002, it in- 
creased prices by 15-20 per cent, a 
decision that was reversed in April 
2003, in light of falling sales. Later 
in 2002, Barista decided to move to 
a franchising model to cut capital 
expenditure; now, this is on go- 
slow mode. “When your own stores 
are making losses, how can you 
convince franchisees to put in 
money,” argues a former employee. 
The much-talked-about expansion 
into Sri Lanka, Dubai, and Kuwait 
is, again, in a go-slow mode. “Knee- 
jerk reactions such as cutting down 
on-store repair and maintenance 
costs, top-management salaries (a 
30 per cent reduction between 
November 2002 and March 2003), 
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A Barista outlet: Central Perk minus the perk? We hope not 


and delayed payments to vendors 
have already started hurting con- 
sumer experience,” says another 
former employee. 

Yogesh Samat, the COO and the 
man in the hot seat, admits that 
the company is paying the price of 
growing too fast. “We are looking at 
closing down the grossly under- 
performing stores,” he says. “This is 
the correction phase.” Just how 
many stores fall under his definition 
of “grossly underperforming”? 
Samat wouldn’t reveal, but BT 
learns that out of the 130-some- 
thing stores, close to 40 make huge 
losses and another 10-20 barely 
break-even. Just how fast Barista 
grew is evident from the fact that it 
added 45 new stores in the 12 
months between August 2002 and 
August 2003. “Sales per month 
from operations have stagnated at 
Rs 4 crore,” claims a former senior 
executive. “Between January and 
July 2003, footfalls have increased 
45 per cent (at our stores),” counters 
Samat. “Even revenues are higher.” 

It wasn’t that the company— 
BT learns it lost Rs 12 crore on Rs 
52 crore of revenues in 2002-03— 
wasn’t aware of the extent of its 
problems. An early 2003 report 


suggested closing down 25 to 30 
stores. Ultimately, however, only 
three were shut. That’s because, 
claims a former exec, Tata Coffee 
wished to up its stake to over 50 
per cent and “Judge saw a direct 
correlation between the number 
of stores and the valuation he 
could get”. The negotiations failed 
to result in a deal. 

“The business needs Rs 20 crore 
immediately,” claims a former em- 
ployee but Samat says that “funds 
aren’t an issue; recently, the share- 
holders invested more money in the 
business”. Samat is unwilling to talk 
numbers, but what’s evident is that 
the Tata Group is, for the first time, 
involved in the operations of the 
company. Two of its appointees, 
Pratim Banerjee and K. Venkatra- 
manan, have recently taken over as 
the heads of marketing and finance. 
Samat insists that the “Tata’s interest 
is purely strategic” and says that 
Barista is “moving from a personal- 
ity-driven business to one based on 
corporate ethos; the business will 
sort itself out in three to six months". 
For the sake of the million-plus cus- 
tomers who frequent Barista’s cafes 
every month, we sure hope so. 

SHAILESH DOBHAL 
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A humorous look at 


Indian CEOs' feats and foibles 


A classic collection of cartoons depicting leading CEOs 
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0f India Inc. Covering the big deals, the worst scams, 


X d 


the stellar successes and a lot more, this special volume 


| A humorous look at 
indian CEOs' 


| feats and foibles from Business Today will be as hilarious as it will be 





timeless. Limited Edition. Rare value content. Book 
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„Ulf Nordquist of Volvo India 
launches three top-of-the-line 
heavy duty commercial 
vehicles ... 






















by Saurabh Singh 


D.S. Brar of Ranbaxy is ail set to buy a 
French generics player RPG Aventis in a 
$60-million deal—the biggest by any 
indian pharma company... 





.Bharti's Sunil Mittal, BPL’s Rajeev Chandrasekhar, and Essar's Ravi Ruia met L.K. Advani 
and Arun Shourie to counter the WLL lobby, but returned empty handed... 











... HLL's M.S. ‘Vindi’ Banga 
suffered another disappoint- 
ment as sales of brands like 








„and, Ramesh Chauhan of Bisleri Lux, Surf ahd Rin fell by 10 
will soon sell his bottled and sparkling per cent in July 
water brands in Europe. and August... 
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Quo Vadis, Dinesh Dalmia? 


Forget that, six months on, his whereabouts remain unknown. 


HE OFFICIAL LINE IS THAT DINESH DALMIA, THE MAN WHO CAME VIRTUALLY 

out of nowhere to build an empire of sorts out of Chennai, and 
one of the main accused in the Calcutta Stock Exchange scam, Circa 
2001—on August 30, the Kolkata Police, buoyed by a favourable 
order from the country's highest court, decided to approach Interpol 
to seek its help in nabbing Dalmia—is in the US on business. Dalmia 
has been accused of many things: colluding with some Kolkata brokers 
and engineering a Rs 120-crore scam; frequent and repeated insider- 
trading; cashing out of DSQ by selling its assets with scant regard to in- 
vestor-law; and dubious preferential allotments by most of the com- 
panies he controlled (None of these has been proved). 

Today, the DSQ empire's flagship, an eponymously named software 
company (it is listed!) is a pale shadow of its former self. The board, or 
most of it—this included the likes of Mohammed Ghulam Ghose, V.M. 
Sundaram, B.K. Pal, and K.M. Venkateshwaran—resigned last June. 
The entire finance department was the next to go. Official spokesperson 
S. Parthasarathy (he is designated Executive Assistant) says, “We are keep- 
ing a low profile." And Chairman S.G. Rajan, right now in Bangalore 
working out the modalities of starting a call centre (it won’t be a DSQ com- 
pany, he clarifies, but will have investments from DsQ’s promoters), 
claims that he is “only designated chairman, not a functional one”. “I can- 
not tell you anything because I do not get apprised.” 

At the Origin Agrostat and DSQ Beverages headquarters on Chennai’s ar- 
terial TTK Road, employees spend their time taking tea-breaks, surfing the net 
for jobs, attending interviews, or chatting. Salaries continue to come in, though 
six months late, and there has been no effort to replace those who leave. 

DSQ Software, says a software consultant, “will chug along offer- 
ing low-end applications at the lowest price possible, and earning 14- 
15 per cent margins”, but one former employee believes that the com- 
pany is headed nowhere. Sooner than later, Dalmia will be arrested, 
a case will drag on in some court, and his shareholders, already at the 
receiving end, will suffer some more. 

NITYA VARADARAJAN 
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THE EMPIRE 

THAT WAS 

DSQ Software 

Its workforce-strength has fallen 
from 2,000 to 60. In the 12 
months ended June 2003, the 
company registered losses of Rs 
63.9 crore on revenues of 
Rs 58.8 crore. Former PepsiCo 
India head Ramesh Vangal's 
Scandent is reported to have 
bought its best assets, projects, 
and clientele . 


Antarix e Applications 

Earlier known as DSQ 
Worldcom, this was supposed to 
be an application service 
provider. Then it became a call 
centre and, in turn, a company 
that provides remote network 
management services. 

Origin Agrostar 

The new avatar of DSQ Biotech, 
it is barely operational today. 


DSQ Beverages 

The manufacturer of extra-neu- 
tral alcohol is no longer opera- 
tional. It has had licensing prob- 
lems with the state government 
since its inception seven-eight 
years ago. 

DSQ Industries 

This company was in the cast- 
ings and forgings business and 
closed down two years ago. 


m THE RS 600-CRORE INDIAN. MUSIC INDUSTRY MAYBE PLAGUED BY PIRACY, BUT THOSE 
| Lin th music business. can take heart from the Indian Performing Rights 
ü Society's efforts. The music royalty collection agency collected Rs 8 crore 

_ from Fm stations, hotels, bars, restaurants, even ringtone vendors to distrib- 
ute among composers, lyricists, music companies, and film producers. 

i Doniine a restaurant plays an A.R. Rahman number (left), for instance, 
oser gets some royalty. “Copyright awareness in this class of mu- 

s is just catching up,” says Sanjay Tandan, Director General of the 
ember Society, who estimates collections to touch Rs 20 crore 
this. T and Rs 100 crore in five years. The Society has already filed 40- 
. cases against establishments unwilling 1 to ante up: Delhi's Appu Ghar, 

* India' S rst i ise id per is among the worst offenders. 
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The Right Stuff "m 


What you didn't hear about the iPolicy-IIT Kanpur deal. 


HE NEWS, YOU MUST HAVE READ. SECURITY MAJOR IPOLICY NETWORKS' 

Chairman Prabhu Goel donated a million dollars (Rs 4.6 crore) to the 
Indian Institute of Technology (T), Kanpur, his alma mater, to help 
create a centre for computer and internet security. This centre is to work 
on cryptography, new tools for security, and educate the Indian govern- 
ment on matters related to security. 

Here's what the dailies didn't tell you: rrr Kanpur Director, 
Sanjay Dhande has been raising money from various sources to help 
the cause of research-related activities at the school. Thanks to such 
efforts, IIT-K has been able to attract and retain math whiz Manindra 
Agrawal. Agrawal and two of his students recently won interna- 
tional acclaim for finding a quick way to check whether a given 
number is prime (divisible perfectly only by 1 and itself) or not. 
That's just the sort of talent you need for cryptography. 

That emphasis on research goes down well with Goel. Although he left 
India in 1970, he has retained ties with the country. He founded Gateway 
Design, a company that wrote chip-design software in 1982, set up a dev- 
elopment centre in Noida, and sold out to Cadence for $80 million (Rs 
129.6 crore at the then exchange rate) in 1989. Today, he wants to 
manufacture his iPolicy boxes, thingamajigs that make high-speed optical | 
networks more secure, out of India. Now you know. Prabhu Goel (left) and Sanjay 

VIDYA VISWANATHAN _ Dhande: Tech-twins 
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The Boom In Entry-level Phones 


T'S A REFRAIN BEING MOUTHED BY EVERY HANDSET MANUFACTURER China 
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in the world: “India is the second most happening mobile India 
market in the world, and low-end phones will increase 
cellphone penetration in the country." That could explain why 
Bird—the $845-million (Rs 3,887.84 crore) Chinese 
company recently upstaged Motorola to become the No. 1 Brazil 


Russia 
Thailand 











seller of mobile phones in China—which unveiled a Pakistan yere 
four-phone bouquet in the Rs 5,000-14,000 range is rue, — f d ! CELLULAR 
talking about a sub-Rs 4,000 phone that it will launch donans a | SUBSCRIBER 


by October. Market leader Nokia, too, showcased two 

entry-level phones (their prices are to be announced : 

later) and a stripped-down version of its network in- Philippines 4 

frastructure (this is expected to shave 50 per cent off Figures are cellular base in millions — 

operating expenses) late in August. “This solution will Se NO MONIS et PA 

help operators generate reasonable profit at an average revenue of less than $5 (Rs 230) a * 
user," says Sari Baldauf, President, Nokia. Alcatel's latest offering, bundled with a connection, 
comes for below Rs 3,000. And Motorola has promised to announce its entry-level 

warriors in the next few months. The fun, as they say in the movies, begins now. 

VANDANA GOMBAR 
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It's time to go digital — or be left behind. 7 P 
Go with someone you can trust. 

RICOH pioneered digital copiers. We're 
the No. 1 supplier to the world's most 
competitive markets.* 

Just as exceptional as our technology is — — sume 3 





our commitment to your needs. — 
Let's meet. E] 
=- E 


*B&W digital office copiers, in the U.S., Europe and Japan. RICOH Aficio 1018D 


How well do you share? 


GOH 


Image Communication 





RICOH INDIA LIMITED 

e-mail: ridhomkt@vsni.com, URL: www.ricohindia.com 

Ahmedabad: 6575661/63/64, 6577763 Bangalore: 2256181, 2254386, 2252587 
Chandigarh: 741462,742723, 743054 Chennai: 28232457/58, 28271421 

Delhi: 26181976/77/78, 26104851 Hyderabad: 23305968/70 Jaipur: 2709756, 
2707028, 2707744 Kolkata: 24743814, 4852056/57/58 Lucknow: 2239189/76 
Mumbai: 26465570 - 74, 22881953 - 55 Pune: 6133740, 6136492, 6111947 
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salvage Artists 


GW Capital eyes gems in the dust. 
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GW's Vishal Nevatia: Bottomtrawling 


[: SEEMS SOMEWHAT APT THAT 
the Gary Wendt-promoted 
(remember, he was former CEO 
of GE Capital) Gw Capital launch 
a company that is willing to buy 
non-performing assets (NPAs) from 
Indian banks and financial insti- 
tutions (FIs). After all, GE Capital, 
under Wendt, made some 300 
acquisitions of which a mere two 
were considered failures. So, yes, 
now that a law is in place giving 
banks and Fis the authority to att- 
ach the assets of defaulters, Gw 
Capital's Indian arm will con- 
sider buying them, but not just 
yet. “We will begin once there's 
political acceptance for banks and 
Fis selling NPAs at the right price,” 
says Vishal Nevatia, who runs 
the fund in India. “If they have an 
NPA of Rs 1,000 crore, they 
should be willing to write off Rs 
800 crore, and take Rs 200 
crore.” Nevatia, an Arthur 
Andersen vet whose name was 
suggested by HDFC Chief Deepak 


Parekh—his company is an in- 
vestor in GW Capital, believes 
the momentum will build up in 
the next two-to-three years in 


what is a 15-year opportunity. 


Already, Nevatia is in the 
process of identifying turn- 
around specialists across sec- 
tors. “We ourselves have iden- 
tified a man who turned around 
two plastic packaging compa- 
nies,” says Nevatia. Profits? 
Well, Gw Capital will, when it 
enters the business, target re- 
turns of 25 per cent to 30 per 
cent a year. That’s a bit. 

VIDYA VISWANATHAN 


DASH BOARD 


To U.K. Bose, Air Sahara’s 
Chief Executive Officer, 
whose company, by anno- 
uncing 24 more flights on 
a single day, continues 

to threaten Indian 

Airlines’ and Jet 

Airway’s domi- 

nance of the 

market. For a 

one-time lag- 

gard, that’s an 

achievement. 


To National Dairy 
Development Board 


Chairman Amrita Patel 
and Gujarat Co-opera- 
tive Milk Marketing 
Federation Chairman 

Verghese Kurien for turning a perso- 

nal battle of egos into 

a nationwide milk 

shortage. Won't 

someone step in 

and help them 

grow up? 
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MALLING 


Going Shopping? 
H ERE IS SOMETHING MORE FOR 
mall rats. The India Today 
Group (it publishes Business 
Today) has partnered with 
Ansal Plaza Mall Management. 
to bring out a 32-page 
quarterly magazine, Mall 


Times. The first-of-its-kind, 


Mall Times is specifically 
tailored to provide shoppers a 
complete guide to the Ansal 
Plaza Malls, two of which are 
already present in the National 
Capital Region (two more are 
coming up, one in Noida, 

and another, a little farther 
away, in Ludhiana). 

The magazine highlights 
new stores and products and 
keeps consumers informed 
on mall-news related to pro- 
motions, cultural extravagan- 
zas, and the rest. It also fea- 
tures articles by leading de- 
signers such as Malini 
Ramani and Raseel Gujral, on 
the latest fashion trends and 
picks of the season. "With 
this (magazine), we are also 
trying to break the consumer 
myth of malls being expensive 
places to shop, "explains Munish 
Baldev, Head (Operations), 
Ansal Plaza. Sold largely 
through subscription (the only 
place you'll find this in the 
stalls is in the mall itself), the 
Rs 20 magazine already sells 
15,000 copies an issue. Take 
our word, it packs a punch. 


Standard Chartered cz 
Mutual Fund & 


Worried about falling Fixed 
Deposit rates? Want to 
i te more returns in the 
More returns in 9 months? ee 
6 month-1 year term with low risk 
to your investment? 


M e d iu m Te r m Dp i a n | Presenting the Medium Term 


Grindlays Super Saver Income Fund. ram in undae Shera 
Income Fund. A fund that 
generates more returns for a 
medium term investment of 
around 9 months, with low risk 


to your investment. 


100% EQUITY FREE | 


The fund invests 100% of its 





















portfolio in highly rated debt 
instruments like securities 
issued by the government and 
bonds issued by Blue Chip 
companies. This focus on safe 
investments with no exposure 
to the share market ensures 
that your invested amount is 
protected to a greater extent 
while giving you the stability 
i of returns. 
You can invest in this plan by 
contacting your broker or 
visiting the nearest branch 


of any private sector bank. 


| 
i Call Free: 1-600-226622 


Risk factor: Mutual Funds and securities investments are subject to market risks, reinvestment risk, changes in political, economic environment and government policy and 
there is no assurance or guarantee that the objectives of the Scheme will be achieved. The NAV of the Scheme can go up or down depending on factors and forces affecting 
Securities Market including fluctuation in interest rates, trading volumes, liquidity of underlying instruments. Past performance of the Sponsor/AMC/Mutual Fund is not 
necessarily indicative of the future performance of the Scheme. Grindlays Super Saver Income Fund-Medium Term (GSSIF-MT) is the name of the Scheme/Plan and does not 
in any manner indicate either the quality of the Scheme/Plan, its future prospects or returns. The Sponsor or any of its associates is not responsible or liable for any loss resulting 
from the operation of the Scheme beyond the corpus of the Trust of Rs. 20,000. 

Please read the Offer Document & Addendum carefully before investing. 

Statutory Details: Standard Chartered Mutual Fund has been set up as a trust by Standard Chartered Bank (liability restricted to corpus of Trust of Rs. 20,000) with Standard 
Chartered Trustee Company Private Limited (Company with limited liability) as the Trustee and Standard Chartered Asset Management Company Private Limited (Company 
with limited liability) as the Investment Manager. 

Investment Objective: GSSIF-MT is an open-ended income scheme/Plan, seeking to generate stable returns with a low-risk strategy by creating a portfolio that is invested in 
good quality fixed income and money market securities. 

Terms of Issue & Load Structure: The AMC will calculate and publish NAVs and offers for sale and redemption of units of the Scheme/Plan on all Business Days. There is 
no entry load on GSSIF-MT. A 0.25% exit load will be levied on investors who effect purchase/switch transactions upto Rs. 5 lacs and seek to redeem such units within 90 
days from the date of effecting such purchase/switch transaction. 
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“OUR COMPANY TS 
DYING...BUT NOT 
BECAUSE OF BAD 





THAT WAS A LITTLE 
THING I CALL 
PARTICIPATION; 
YOU SHOULD TRY 


FEEL BETTER KNOWING 
WE HAVE CORRECTLY 
IDENTIFIED THE 





NOW LET'S BREAK 
INTO FOUR SMALL 
WORKING GROUPS... 


AND DEVELOP SKITS 
BASED ON OUR NEW 
FOCUS OF CUSTOMER 
CENTRICITY. 





"UM... THERE AR 
|. ONLY FOUR OF US. 





TLL CALL MY SKI 

“THE ELECTRICITY 
OF CUSTOMER 
CENTRICITY." 








BT PHARMA 


190 


VO igo 
350 Jan. 1, 2002 


130 
110 








170.75 
Sep. 8, 2003 





[eager nA Ne he stan cin dann 





34 BUSINESS TODAY SEPTEMBER 28 2003 








130 - 








100 


120.00 — Jan. 2002 





E WERE GOING TO FILL THIS 

space with buzz about 
National Stock Exchange’s Nifty 
going free float, the in-thing 
may we add, ever since this in- 
dex, the first free float one in the country was 
launched a few months back. If you’ve been 
a follower of BT 50, you know why free-float 
is better. If not, let us just say that a free-float 
index is more responsive to the pulse of 
the market than any other type of index. 
What made us change our mind was the 
performance of the markets on September 8, 
the day we closed this issue. In one short 
word, the market was booming. That's evi- 
dent in the BT 50, which has soared some 
46 per cent since it first made an appear- 
ance, and 65 per cent since January 2002, 
its reference date. But with treacherous 
waters ahead—a major resistance band, 
4462-4539, is in sight —we'll hold our bets. 
NARENDRA NATHAN 
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Increasing M&A headlines may actually be 
signalling the end of the current bull run. 
A; THE STOCKMARKET’S BENCHMARK INDEX HURTLES HEADLONG 


Linto the 4,500 terrain, it's not just the peripatetic punters who're. 
rubbing their hands with alee. ite licking. x their chops are investment 


bankers, most of whom lay dormant in the extended winter on 
_ Dalal Street pre-May. After all, a bull run is exactly what's required 


to kickstart some hectic merger aud acquisition (M&A) activity. By the 
looks of some newspaper headlines, dealmakers could soon be rid- 


ing the gravy train. Rahul Bajaj has indicated that he's keen to spin 
off his investments into a separate company, which could possibly be 
a prelude to bringing i in Japanese two-wheeler major Kawasaki asan — 

. equity partner in the two-wheeler business. Elsewhere, Mahindra & — 

<- Mahindra is reported to have made a Rs 1,722-crore bid for a 

- . Finnish tractor maker. And darling-turned-pariah Himachal Futuristic 
. Communications Ltd. is considering a demerger of its telecom serv- 

.. kces activities from its equipment 


manufacturing business. 

That's just a sample of the 
M&A activity that's going to play 
out as the stock indices keep ris- 
ing. À good thing no doubt, 
given that much of Indian in- 
dustry is ripe for consolidation, which will help in increasing ef- 
ficiency. That's the nice part. The not-so-pleasant element of a 
bull-run-driven M&A spree is that many promoters and raring-to- 





. £0 CEOs view the euphoria on The Street as an opportunity to fur- 


ther boost valuations via M&A (or at least via an announcement of 
a deal). If there is a dramatic increase from now on of headlines 
indicating mergers and demergers, acquisitions and divestments, 
that could well be because stock prices are headed into the over- 
valued zone. Liquidity—courtesy foreign institutional investors— 
may not a problem, but there may be a strong argument that much 
of the stocks that matter are now more than fairly valued. That's 
when canny promoters, realising that fundamentals no longer sup- 


porta further uptrend in their stock, resort to M&A to increase 


"shareholder value". 

Globally, such examples of breakneck M&as during bull runs 
abound—with many of them happening at the fag end of the boom. 
One of the biggest-ever mergers, of Daimler-Benz with Chrysler, hap- 
pened during such euphoric times, and a number of tech companies, 
like AT&T, Nortel, and Lucent, went on an acquisition binge during 
the tech boom three years ago. They're now feeling the pain. 

Two lessons here: One, as over two-thirds of M&as fail, think 
really long-term before being convinced by your friendly-neigh- 
bourhood investment banker. Two, if the M&A headlines keep in- 
creasing, maybe it's time to offload your portfolio—the bull 


run may just be ending. 


BRIAN CARVALHO 
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The Importance Of Being Vijay Mallya 


The Man > The Company... 











125% 
100% 
80% 
60% Personality news 
is Vijay Mallya- 
40% specific 
20% 
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.. And Politics > Business. 








100% | 
80% 

Politics scores 

60% over business 
in 2003 | Daerah KNOWS VIJAY MALLYA IS BUSY 
40% campaigning in Karnataka (where he hopes 
209 to be the next chief minister, an aspiration he 
denies). Most people are also aware of the 
096 providential escape he had when the chopper in 


Image Score 


hich h as travelling crashed. What's sur- 
E Politics W Business Period: Jan-June 2003 which he was travelling crashed i 


prising, however, is that in the blaze of public- 
ity surrounding Mallya’s political peregrina- 


And He Just Got More High-Profile. tions and his Croesus-like lifestyle, corporate 


coverage of the UB Group, which he chairs, 


o, 
DANS seems to have suffered. 
80% Put simply: the bulk of UB’s image score 
57.1 comes from Mallya; most coverage of Mallya 
60% Q-on-Q rise has to do with politics, not business; and the 
in scores man’s image score has increased since January 


40% ; 
(that means more column space is being devo- 


ted to him now, than before). Still, given the 
state of UB’s financials—the less said about 
Jan-Mar Apr-June them, the better—we aren't surprised at this ob- 


E Image Score Period: Jan-June 2003 session with the individual. 


20% 











0% 


KULDEEP BHARDWAJ 


1.Visibility scores and image scores measure all news items. 3. Quality of Exposure (QoE) determines the relationship 
Visibility scores are a factor of the size of the article _ between the visibility and image scores. 
multiplied by the readership of the given newspaper A positive story well-covered merits compliments buta — 
or magazine where the article has appeared. negative story covered extensively is not good for a company. 
2. Image scores are the tonality of a given news item. Normally, all media reports for a given company area — 
The visibility scores are multiplied by one, two or minus one combination of positive, neutral or negative. articles. QoE i 5. 
depending on whether the articles are neutral, positive and negative. always expressed as a percentage. a 


Cirrus is a Delhi-based image monitoring agency. Feedback to bt-cirrus@icirrus.com 
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Give your family enterprise the competitive advantage in the global marketplace. The ‘ISB-Kellogg | 


Perpetuating Your Family Enterprise Programme’ harnesses the best thinking and strategic inputs to address 
your critical business challenges. Incorporating international as well as Indian case studies, the well researched 
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PRADESH WEST BENGAL GOA KERALA DELH! UTTAR PRADESH ORISSA MEGHALAYA, UTTARA 


. VER SINCE BUSINESS TODAY KICKED OFF ITS STATES SURVEY IN 1996, TWO 
states—-as if driven by some immutable, albeit mischievous, law— 
have tenaciously clung on to their positions. Maharashtra at the very 
top and Bihar at the very bottom. Otherwise the survey, which is into 
its fourth year, has faithfully reflected the changing fortunes of all 
the Union’s constituents, who numbered 27 when we started, but now stand 
- at 32 (Andaman & Nicobar, though, i is not considered for ihe survey). It has, 
_ for instance, captured the rise of two aggressive southern states, Andhra 
; Pradesh and Karnataka, lamented on the consistent neglect of north-eastern 
+ States, wondered at the laboured march of some of the biggest and most pop- 
3 . ulous states in central India, and marvelled at the dogged entrepreneurship of 
= western states such as Maharashtra and Gujarat. In doing that it has also tried 
to spot trends and question why some states do well and most others don't. But 
— it'ssingle-biggest preoccupation has been to answer just one question: What 
~€ are the hottest states for business and why? 
T Before we dive into the findings of the survey and tell you what they reveal 
A about the vastly dissimilar performance of the members of the Union, a 
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THE OVERALL RANKINGS 


Overall Rank — State Perceptual Factual Overall 
2003 Rank. Rank — Rank 1999 


1 (1) 


l 
2 
3 
; 
9 
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11 (13) 


13 (10) 


19 (18) 
23 (15) 





Chhattisgarh 16 na. -(-) 

Tripura 21 ns. 24 (24) 
Arunachal Pradesh 19 n.s. 22 (23) 
Mizoram” 23 ns. 16 (21) 
Jharkhand” 22 na. -() 

Nagaland” 26 ns. 25 (25) 
Jammu & Kashmir 3 30 U , y (19) 


Bha — — 31 13 27) 


Numbers in brackets. indicate 1997 rank 
n.a.: Data points not available 


ri.s.: Data points not sufficient for ranking; however, 
points included while computing final ranks 
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caveat is in order. This year’s survey, 
once again conducted in partner- 
ship with research agency Gallup, 
includes for the first time a factual 
dimension to the overall rankings of 
the states. It takes into account fac- 
tors such as the quality of infra- 
- structure, labour, and banking and 
credit. However, since data for most 
north-eastern states and some union 
territories are hard to come by, the 
survey maintains its bias to percep- 
tual scores of the states (for more 
details see The Methodology, page 
67). Also for that reason, as the sta- 
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The survey polled CEOs and policymakers 


tistically inclined among you may 
point out, the previous years' ranks, 
which were based purely on re- 
spondent perceptions, are not 
strictly comparable, although as a 
barometer of investor sentiment 
they are impeccable. 

So, what does this year's survey 
reveal? First off, plenty of move- 
ment within the top states. Nine 
of the top 15 states have moved at 
least one notch up in the rankings; 
the rest, except Tamil Nadu and 
Maharashtra, have dipped. Then, 
there seems to be a tremendous 


Tank which is based on the Tae rof ir 
2 e only to Maharashtra. So why does its per 
^ e overall score to stagnate al No. 5^ 


4 seem to have any clear economic vision. Stil, and fortunat 
on Tamil Nadu because of its large pool of educated a 
-Not surprisingly, then, all the top 10 ir companies 
-.. for.some technology companies such as Scope, Xans 
_ biggest operations; and for some others such as Hew 
um -homei to their most promising growth centre in in 
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maturing of the investor. While 


some aspects of infrastructure such — 


as cost and quality of ower and 
labour continue to be crucially im- 





portant in decision-making, other | 


"soft" qualities like a government's 
ability to woo investors, carry thro- 
ugh its promises and be flexible in 
policy-making seem to exert a make 


or break influence on the choice. At 


the same time, hard incentives such 


as tax reliefs and subsidies continue - 


to be important considerations. That 


probably explains why middle-of- — ^ 
the-list states ne Madhya Fr Pradesh ae 
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Himachal Pradesh, and Rajasthan 
are among the biggest gainers in 
this year's survey. 

The rankings—especially when 
broken up into perceptual and fac- 
tual—offer significant insights into 
the mind of the investor. Take the 
top two states, for example. Num- 
ero Uno Maharashtra has a clear 
edge on all infrastructural metrics 
such as power and proximity to 
markets, but it is Andhra Pradesh 
that is perceived to be more indus- 
try-friendly in terms of policy-mak- 
ing, implementation, and quality 
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The survey polled CEOs and policymakers 


of administration. A similar per- 
ception has propelled another state 
that boasts of a CEo-Chief Minister 
(CM), Karnataka, from number six in 
the previous year's survey tó num- 
ber three. The parameters where 
Karnataka scores high are labour 
availability, infrastructure like 
telecommunications, and advanced 
banking facilities. 

< While on most counts the inves- 
tor perception is bang on, there are 
glaring examples of disconnect, too. 
Himachal and Haryana, which fig- 
ure among the top 10 states, enjoy 


a i mE ET Dad CEO of Polaris Software: “Look atthe (Rs 200 crore) ¢ expansion of 
| . the international airport or the development of the ir corridor. It has happened. 
almost unnoticed. (The state) delivers. more than (it) promises." - 


a ki Mi The state i is relatively comfortable on the power front, but roads and wa- 


| , i Bis continue to be major issues. But. late August this year, a World Bank loan 


of | ts 2,118 crore was sanctioned for building and repairing roads in the 





state, which should improve things over the next five years. As for water, 
:  Jeyalalithaa has personally started an ambitious drive for rainwater har- 
y T . vesting. Therefore, , the water situation should also improve. 


. Not all's well with the state's manufacturing sector, though. Many i in- 
dustrial estates are ailing. Even in the Madras Export Processing Zone only 
a third of the units are functioning. “Things will improve when there is a- 


m ie greater transparency at the government. level," says A.K. Padmanabhan, 


. National Secretary, citu. Others like Lakshmi Narayanan, coo, Cognizant 


s Hr a Technologies, feel that the state, and in particular Chennai, can emerge as 


a hub for engineering services, given: the abundance of quality graduates. 
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better perceptions than factual data 
should allow. In stark contrast, West 
Bengal and Kerala come low down 
on investor perception, although 
in terms of factual rank, they are 
among the top 10: Even in the case 
of Bihar, the quality of infrastructure 
(factual rank 13) demands a better 
perception, but the fact is investors 
are simply unwilling to change their 
mind about the state—not entirely 
a folly, to be sure. 


E of the state's aggressive IT focus - 


The big p promise: Chennaí's Tidel. Park i is | 
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KULDEEP BHARDWAJ 


HP, MP, RAJASTHAN: 
GAINING GROUND 


Investor-friendly policies are luring 
investors, but the three have a long 
wary to go in terms of infrastructure. 


ranks, and neither do investors harbour any un- 

realistic expectations of them. Yet, the states 
of Himachal Pradesh, Madhya Pradesh and 
Rajasthan—incidentally all ruled by Congress gov- 
ernments—emerge as big gainers in this year's sur- 
vey. MP has jumped seven places to No. 8, HP's 
moved up from 14 to 10, and Rajasthan from 11 to 
9. What's notable is that their gains have been 
consistent. In the 1997 survey, for example, MP 
came in at 16 and Rajasthan, 13. 

Obviously, the states are revving up. Consider 
Himachal Pradesh. Its new industrial policy, unveiled early 
this year, is a big hit with investors. The state gov- 
ernment has offered a 10-year excise exemption and 
five-year income tax exemption to select industries, in- 
cluding pharma and floriculture, among others. That's 


[e DON’T TOP THE CHARTS IN TERMS OF FACTUAL 


Vote For Governance 





A \\b 
Catching up fast: (From left) A Gyandoot centre in MP, 


got investors queuing up. Dr. Reddy's Labs and Alembic 
are scouting for land to set up manufacturing units. 
Even Colgate-Palmolive is looking at an investment in 
Baddi. Says Ranjit Kohli, Director (Finance) for 
Global Manufacturing at Ranbaxy: “Himachal Pradesh 
offers cheaper power than most other states and 
since ours is a power-intensive unit, we stand to gain.” 

MP is also getting its act together. It has the 
highest number of projects under implementation 
as a percentage of total investment—80 per cent of 
all proposed investment—and it also opened the 
country's first special economic zone (SEz) at Indore last 
year. Spread over 1,000 acres, the sez—eight of 
the proposed 14 will be in MP—will be developed at 
a cost of Rs 1,050 crore and completed in another six 
years. A big setback for the state, however, has 
been the loss of Chhattisgarh. With it went not just 





From that stems a crucial point for 
the CMs of the Union. While it is im- 
portant to offer good infrastruc- 
ture, it is even more important to be 
seen as willing to help industry; to 
tell the investor that you, as the 
CM, are not just willing to wait for 


her at the airport, but also happy to 
turn the government machinery 
around to serve her interests. (Doubt- 
ful CMs can call up a certain gentle- 
man in Hyderabad to check whe- 
ther such a strategy works.) Naidu, 
for example, has repeatedly beaten 
rival states at the investment game 


WHAT CONCERNS THEM THE MOST 


CEOs 


Policymakers 


by wooing companies such as 
Microsoft and McKinsey (for the 
Indian School of Business) into Hyd- 
erabad, and putting his bureaucracy 
online. Any surprise, then, that 
Andhra Pradesh has leap-frogged 
from 22 in 1996 to two this year? 

If a state does not have a 
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FLEXIBILITY OF STATE GOVT ON POLICIES 
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CONNECTIVITY TO INTERNATIONAL CITIES 62% 
POLICY IMPLEMENTATION = 37% 
QUALITY OF LOCAL ADMINISTRATION 53% 

STATE GOVT'S SUPPORT—TAX RELIEFS/ SUBSIDIES 45% 

FLEXIBILITY OF STATE GOVT ON POLICIES — 4296 

QUALITY OF POWER = 42% 
EpucaTionaLraciimies = 41% 

BANKING SECTOR—ADVANCED FACILITIES 3376 
TELECOMMUNICATIONS FACILITIES 31% 
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a textile firm in Kota, Rajasthan, and an auto ancillary unit in Himachal Pradesh 


1.35 lakh sq km of land, but a lot of mineral resources (particularly di- 
. amonds), water, and tourist destinations. MP is still licking its wounds. 


Rajasthan, best known for its tourist destinations, is attracting unlikely 


industries. GE, for example, set up a 200-seat BPo centre in Jaipur after 
considering some 20 different cities. Says Ashok Tyagi, Business Leader, 
 GECIS: "Jaipur has a large pool of well-educated English-speaking gradu- 
ates (50,000 of them graduate every year), and easy access to Delhi. All 
these are critical to the success of an ITeS business." 

That's not to say everything is hunky-dory with the trio. In Rajasthan, 


|. companies like Gillette have to put up with rampant power cuts and poor 


communication links; in Madhya Pradesh, Kinetic Motors' Chairman Arun 
Firodia makes similar complaints, while others like S.S. Lamba of 
Lupin fret over labour problems, saying "it's not forward looking". 
Apparently, the availability of skilled workers is a problem in Himachal, 
- too. However, what the three states have going for them is their desire 
to improve. In the Union of India, that's saying a lot. 

| | MOINAK MITRA 





super-charged CM, then it's next 
best option—as the survey reveals— 
is to have superlative infrastructure 
and workforce. Example: 
Maharashtra. CMs don't get any more 
low key than Sushil Kumar Shinde. 
Yet, his state draws the most in- 
vestment, both from within India 
and outside. Maharashtra has got ef- 
ficient ports, good road connectiv- 
ity, probably the best power situa- 
tion, the biggest financial centre, 
but most of all people who are both 
industrious and enterprising (See 
No. 1, But For How Long?, page 
44). And intangible as the last qual- 
ity may seem, it undoubtedly is at 
the centre of everything else. 

In fact, if the hoary tradition of 
development planning through the 
Five Year Plans has not led to a 
balanced growth in the country, it’s 
because of poor governance at the 
state level. The future for Indian 
states is going to be difficult still 


because the past 10 years have 
raised the bar on the very concept of 
governance. While in the pre-90s it 
only entailed efficient management 
of resources and implementation 
of policies, today its scope extends 
to courting investors and creating a 
positive environment for business. 

Good governance, however, 
needs a strong financial founda- 
tion. At present, most Indian states 
are broke. The only way they can 
improve their lot is by increasing 
their revenue collections. That in 
turn is dependent on their ability to 
attract investment. They would be 
playing a losing game if, like in 
the past, they doled out financial 
sops to attract investors. A better 
alternative would be to ensure 
more effective utilisation of public 
spend on infrastructure, education 
and health, and to create a gov- 
ernmental machinery that instead 
of setting up barriers to enterprise, 
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State . 


Maharashtra 
Andhra Pradesh 
Karnataka 


Gujarat 
Punjab 
Tamil Nadu 
Goa 
B Haryana 

|. Delhi 
Madhya Pradesh 





actually helps it flourish. 

Doing so would require greater 
decentralisation of power from the 
Centre, transparency in its usage 
and, indeed, a “corporate mindset". 
Greater accountability and faster 
turnaround at the local level will 
remove many of the problems that 
investors today have to deal with. 
Like Naidu says elsewhere in the 
issue, “Good politics is good busi- 
ness." It's high time the states of 
the Union realised it. 
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Maharashtra is the best state for business, thanks to superior 
infrastructure and a vast pool of skilled labour. Still, the infrastructure 
could be better, and security concerns remain. BY SWATI PRASAD 


















d Good. evening ladies and gentlemen, 
<x It is indeed a privilege to be with you ‘here bun in 


| go on.... The Mumbaikar has my admiration. 


- blanket of fear and terror, and to ignore the 








: diché. But this hackneyed 
ism of “life must go 
* will always be a 
relied on simply be- 


`- cause the city keeps doing CBOPULATION: | cent past prove. In the past, politi- 
.. exactly that, one terrorist 5 96. 7 million | cians have displayed little will to 
i : i ' attack after the other. | ut as dos “STATE DOMESTIC PRODUCT: : market Maharashtra; that resulted 
^. Kleisterlee alluded at his: presen-- |). o Rs 2, 41 ,877 crore |. in several high- -profile investors ig- 
tation (on the. Digital Divide) to - PER CAPITA INCOME: , noring the state for greener pas- 
captains of Mumbai industry last Rs 24,736 | tures, In the mid-nineties, for in- 
ROADS: : | 

because business has to go on. Or- F? 22,600 kms ting up a plant in Maharashtra, but 

if you're just a cog in Mumbais | . POWER (TOTAL GENERATION): finally decided on Tamil Nadu. 

< wheel of commerce, you'd prefer | ^ 15,148 MW | 
to believe that business. p on | MAJOR INDUSTRIES: Shinde Bounces Back 


because you go on. > 5 
That's why a day after the rou- 
tine kneejerk bout of fear and ru- 
. mour in the wake of the two bomb 


Po 
fortnight, life goes on in Mumbai © D. a | 

E 
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could have been forgiven for wondering whether 





E WHY MAHARASHTRA TOPS THE CHART 
A clear#1 i in attracting investment... | 
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-for sm eg: 1991 to March 2003 A d 
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Aumbai. Ten days ago, this city experienced, again, very, 
very unfortunate attacks by unknown persons, and. 
. bomb blasts. Indeed, the first were about a 100 metres 

away from where we are now, But I decided to come, to. 

be here, because business has to go on, just as life has to 


innocuous appendage for map makers of Maharastra 
but it’s the lynchpin around which most of the — 
'state's—and indeed the country's—business revo- .—— 
-lves. All roads literally 
plains why Maharashtra tops the charts on the 
frastructure front. It also explains why raw materi 
-. and skilled labour are available in plenty in this stat 
“What Mumbai does for this state compensates of: 
what politicians don't," quips Arun Firodia, C hairman. 


Gerard Kleisterlee, President e CEO, | 
. Royal Philips Electronics | 
i September f, 4, ae E 


mq HE CAPACITY OF MUMBAI TO SHRUG OFF SES 


putrid stench of blood and gore, as if they 
were routine metropolitan irritants, has: 
taken the form of an almost worn-out 


: 3 308, .000 s sq km. 


Infotech, engineering, 
chemicals and fertilisers, pharma, . 
automobiles, electricals and Fictum. 


(———————— M —Ó 


blasts at the Gateway of India and the bustling Zaveri 


Market in Mumbai's innards on August 25, you ^ flects the confidence the people have in our eight- 


~ the terror acts were just a bad dream. The local. 


iH also aii a rising Share ds total sili 





S | me Al india exports & Maharashtra’ s exports 
ET Source: MVIRDC World Trade Centre, Mumbai 























trains were once again bursting at the seams, rush-hour 
traffic was at its snarling best, and anything money 
could buy—including body and soul—was once again 
available on every city street and its corner. 

Now, as far as size goes, Mumbai may be just an 





lead to Mumbai. That ex- i | 


of the Pune-based Kinetic group. 
Of course, sometimes it's what politicians do that. 
takes the sheen off the strides made by the state, asthe _ 
: infamous Enron saga (a project th 
ias goldplated to keep the pe 
that be happy), and similar dubious — 
business-political liaisons of ther re- 





















stance, Ford Motor toyed with put- 


automobiles, ^ Bur as BT’s survey reveals, Maha- 
rashtra has done well to bounce 
back to top dog status. Chief Min- 
ister Sushil Kumar Shinde is over the 
moon, and he can't hide it. “The No. 1 position only re- 


month-old government," says the CM, in typical politi- 
cal-speak (See “Maharashtra Will Soon Be 60 Per Cent | 


„and remained a key. 
-destination for FOI : 





B162738.- 





167,039. 


ami ETEMI 





For oid me 1981 to Marci TE 


SEPTEMBER 28 2001 BUSINESS TODAY $$ 


INTERVIEW /SUSHIL KUMAR SHINDE 


"MAHARASHTRA WILL SOON BE 60?5 URBANISED" 


Fẹ: THE PAST SIX MONTHS 
Sushil Kumar Shinde, Chief 
Minister of Maharashtra, has had his 
hands full, sorting out the fiscal 
mess. His other priority is to beef up 
the state’s infrastructure. Can he 
do all that? Excerpts from an 
exclusve interview with BT. 


Mr. Shinde, what is your reaction to 
Maharashtra being ranked No. 1 
by BT? 

This only reflects the confidence 
that people have had in our six- 
month old government. We have 
assured the Centre that we will 
adhere to fiscal discipline. Besides, 
we have undertaken reforms. 


But Andhra Pradesh and Karnataka 
are fast catching up... 
We have also given concessions to 


information technology and IT- 
enabled industries. We are devel- 
oping Mumbai-Pune-Nashik as the 
golden triangle for rr. We are also 
marketing ourselves aggressively. 
A nodal agency has been put in 
place in MIDC and a high-ranking 
official has been nominated to liai- 
se between investors and the gov- 
ernment. When our team recently 
went to America to attract FDI, we 
hired a nodal agency to liaise (with 
investors). This time, we involved 
embassies. Recently, Azim Premji, 
Chairman of Wipro, sent me a let- 
ter appreciating the promptness 
shown by my industry secretary. 


What about law and order and 
security? 

What I can tell you with confi- 
dence is that extortion and gang 


wars have reduced substantially. 
Bomb blasts are due to terrorism 
and terrorism can’t be dealt with by 
a state alone. The Centre, state 
and people have to fight it out to- 
gether. We have succeeded in inves- 
tigating and solving the August 25, 
2003, bomb blasts. 


Maharashtra’s finances are in a mess... 
The World Bank has appreciated 
our efforts, especially our reforms 
process. We have already achieved 
20 per cent savings on salary-rel- 
ated accounts through a ban on 
recruitments, redeployment of 
surplus staff and voluntary re- 
tirement schemes. 

We have laid restrictions on 
expenditure. But despite a cut in 
expenditure, development activi- 
ties and plans have not stopped. 









“WHAT MUMBAI DOES 
FOR THIS STATE MORE 
THAN COMPENSATES 
FOR WHAT POLITICIANS 
DON'T" 


ARUN FIRODIA, CHAIRMAN, 
KINETIC GROUP 





Urbanised”). Slightly more helpful than that soundbyte 
is the sheet the CM hands over, which places Maharashtra 
at the top in terms of total investments, foreign direct 
investment (FDI) and the rate of implementation. 
There's also a mention in the sheet of the World 
Bank and the Confederation of Indian Industry's 
Competitiveness of Indian Manufacturing (2000-01), 















which ranks Maharashtra the best. Then, there's a sur- 
vey by the Federation of Indian Chambers of 
Commerce and Industry on FDI, which ranks the 
state—if you haven't guessed by now— No 1. 

To be sure, right from the time economic reforms be- 
gan in 1991, Maharashtra has been hot property, att- 
racting close to 20 per cent of all investment into the 
country since then. It's also generated almost a fifth of 
all jobs. And there's little sign of any let-up. According 
to government-provided information, 14 major projects 
have been proposed, including a Rs 750-crore pas- 
senger car unit by Skoda Auto, a 1.5 million capacity 
consumer durables plant by LG Electronics, a Rs 500- 
crore expansion by Indo Rama, a biotech park, 14 
private IT parks in and around Mumbai and Pune, 
and, for good measure, a wine institute. 


PREFERRED DESTINATION 


Lee ___ Some big-ticket projects coming up in Maharashtra. 


COMPANY LOCATION APPROX. PRODUCTS 
INVESTMENT 
INDO RAMA MIDC, Rs 500 Textiles 
(3.05 IU NE te] tag Butibori, Nagpur crore 
b SKODA AUTO Shendre, Rs 750 Passenger cars. Skoda has recently purchased 
Aurangabad crore land in MIDC, Shendre and has entered into 
an MoU with MIDC for developing the land. 
LG ELECTRONICS MIDC, Rs 500 Microwave ovens, refrigerators, 
Ranjangaon, crore air conditioners, television sets, washing- 


Pune 
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machines etc. Capacity: 1.5 million units a year 
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Maharashtra CM Sushil Kumar Shinde: Infrastructure is his #1 priority 


What's the next stop for 
Maharashtra? 

We are encouraging public- 
private partnership in infra- 
structure. The government has 
outlined its policy for private 
sector partnership in infra- 
structure. We would be putting 
a law in place shortly. It's called 
the Maharashtra Infrastructure 
Development Support Act or 
MIDAS. It looks at the policy 


framework and seeks to 
support private sector invest- 
ment. Through this law, we 
would create a single-window 
clearance for infrastructure 
projects. We may also priva- 
tise the Mumbai-Pune exp- 
ressway. Townships may be 
owned privately. Maharashtra 
is already 48 per cent 
urbanised. Soon, we want to 
take this to 60 per cent. 


The reason why companies are hot-footing it to Maharashtra is 
straightforward. ^Everybody wants to be near the market," says 
Firodia. Proximity to vendors, coupled with a large market translates 
into cost savings for manufacturers on the logistics front. Huge volumes 
mean fatter margins. LG Electronics found the market size, business env- 
ironment and infrastructure conducive for business and that's why it 
zeroed in on Maharashtra (See Why LG Chose Maharashtra). 


Not Just Mumbai 

Pune, the next big market after Mumbai, has transformed into an in- E ss 

fotech city. That there are 26 engineering colleges in and around Pune E A bes D ate a fc gh to conve 

and an estimated 1 lakh engineers helps. What also helps is the state 2 M So tate your DVO Move 
` government's new IT and IT Enabled Services policy, which puts Station nomo ed ga die QW 


down the roadmap for the industry. That's been enough incentive for 
Infosys to buy up 100 acres of land in Pune. It now has 125 acres of 
land in the city, home to its infotech park. Now the company plans to 
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LG DVD Movie Station range consists of FFH-DV55A (2400W PMPC 
FFH-DV 25A (800W PMPO) and DA-3530A (2000W PMPO) 
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LG DVD Home Cinema Systems 


For the ‘ultimate r movie experience 





LG Electronics India Pvt. Ltd., pepee Office: Piot No 
Udyog Vihar, Surajpur-Kasna Road, 
Tel: 95120-2560900/940. Fax: 95120-2569957 


A veritable powerhouse: Tatas Motors' Indica plant in Pune and the booming 
wine trade in Nashik are just two indicators of the state's rising prosperity 


Greater Noida 


YY. } sf 23359 M 


www.lgezbuy.com 
pr online shopping and more 
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WHY LG CHOSE - 
MAHARASHTRA 


On most criteria, the state scored first. 





b. THE MARKET, STUPID. IT'S AS SIMPLE AS THAT. WITH 
almost every state government bending over back- 
wards to woo investors, there's little to differentiate 
in terms of sops being doled out by Maharashtra to 
LG Electronics. After shortlisting four states for its sec- 
ond plant—being set up at a cost of Rs 500 crore to 
make 1.5 million microwave ovens, air conditioners, 
refrigerators and TV sets—ic chose Maharashtra 
(Ranjangaon, just outside Pune) over Andhra Pradesh, 
Tamil Nadu and Karnataka. On various criteria, 
Maharashtra topped the charts, including business en- 
vironment, proximity to ports and logistics savings. But 
the clincher was market penetration, which is highest 
in Maharashtra for LG products. Over 14 per cent of 
LG'S sales come from this state. | 
Proximity to the coast will ensure tremendous 
savings, too. LG currently exports out of its Greater 


invest Rs 250 crore in this facility, which would house 
5,000 software professionals. The Pune centre em- 
ploys 2,200 people and generated a revenue of Rs 
380 crore last year. "Thirty per cent of the software pro- 
fessionals in India are from Mumbai and Pune,” says 
Satish M. Josh, Senior Vice President, Patni Computers. 
In a bid to ease the pressure on Mumbai, Shinde talks 
about developing a triangle between Mumbai, Pune and 
Nashik. The idea is to move most manufacturing out of 
Mumbai to Navi Mumbai, Thane and beyond and 
reserve the city for services such as banking, enter- 
tainment and information technology. 


Growing Discontent 
Talk is one thing; concrete action, quite another. 


Boom town: Mumbai’s Hiranandani housing complex (left) at Powai and 
the new NSE headquarters at Bandra-Kurla 
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LG's Greater Noida plant: The upcoming Ranjangaon plant 
will save the company Rs 100 crore on logistics alone 
Noida plant in UP. Once the Maharashtra plant gets 
going—by November 2004— it will save Rs 100 
crore annually on logistics alone. “The cost saving it- 
self would payback the Rs 500 crore investment," 
says S.N. Rai, aM, Corporate Logistics, Le India. 

LG considered political instability too before mak- 
ing a decision. There would have been many states 
that scored high on this parameter—at least higher 
than UP, where Le has been doing business so far. 
But then if you have the right product in the right 
market, governments won't make a difference, despite 
their sincerest efforts. 


THE STATE’S IT AND ITES 
POLICY HAS SUCCEEDED 
IN ATTRACTING A HOST 
OF TECH BIGGIES SUCH 
AS INFOSYS 


S. GOPALAKRISHNAN, COO & DEPUTY MD, 
INFOSYS TECHNOLOGIES 


Industrialists in this neck of the woods have their 
gripes, security being one of the major ones in the wake 
of the recent bomb blasts. Last fortnight, heavyweights 
like Anand Mahindra, Rahul Bajaj and Deepak Parekh 
met Shinde and expressed their concern. There is 
also a feeling that the government is not doing enough 
to better the infrastructure. “Earlier, 
agencies like Maharashtra Industrial 
Development Corp (MIDC) and State 
Industrial Corporation of Maharashtra 
were more focused,” says Kewal 
Handa, Executive Director (Finance), 
Pfizer. Handa, who was also part of the 
team that met the CM on August 26, 
says that the government has made no 
effort to remove the Urban Land 
Ceiling Act. “There is no agency to 
focus on creating more jobs,” he adds. 
MIDC Chairman Vidyadhar Kanade ob- 
viously disagrees. “I think Maharashtra 
is marketing itself well and continues to 
have a tremendous headway over other 
states.” The billion-dollar question, of 
course, is for how long? 
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SBI Housing loans: SBI Car loans: | 


* Lowest interest rates (upto 3 years - 10.25% & 
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* Group Life Cover at concessional rates 
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* Maximum Loan amount - 60 times your * Easy and long repayment period - 7 years for 
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* Interest Rates: 896 upto 5 years, 8.75% upto 
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bt column 


ByHameshianwalaa -  -—  . 








AMSONITE FIRST CAME TO INDIA 


six years ago with the objective 

of emerging as a leading sup- 
plier of hardside luggage to its $740 
million (Rs 3,404 crore) markets 
in the US and Europe, besides India. 
When it came to setting up a manu- 
facturing unit, our major concerns 
centred around finding a location 
that provided good infrastructure 
(easy availability of land and water, 
transportation network), effective 
communications network, fewer 
regulatory hassles, better industrial 
incentives, and skilled labour. It 
was also necessary to locate the 
plant near a functional and contai- 
nerised port since we had big plans 
to export to Europe and Asia. We 
roped in Tata Consultancy Services 
as advisors, and also sought help 
from SICOM, a premier financial 
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aharashtra 
J— Means Business 


institution responsible for catalysing 
industrial development and also 
foreign direct investment into Maha- 
rashtra. After extensive feasibility 
studies and strategic planning, we 
decided to set up the unit at Nashik. 

The feedback received from other 
industrial investors at that time was 
that Maharashtra was leading the 
country's industrial development 
scenario and attracted the largest 
quantum of investments, both dom- 
estic and foreign. The state offered 
good infrastructure, excellent edu- 
cational facilities, trained manpower, 
professional work ethics, and a con- 
ducive business environment. In 
terms of physical infrastructure such 
as supply and quality of power, pro- 
ximity to ports, presence of indus- 
trial zones and belts, support to ind- 
ustrial development and policy imple- 
mentation, Maharashtra stood first. 

The state scored favourably in 
terms of government stability, 
labour productivity, literacy, and 
work culture. More importantly, 
the cooperation and support demon- 
strated by the state’s officials and 
the favourable industrial environ- 
ment served as the key deciding fac- 
tors. The state also offered a variety 
of incentives for promoting indus- 
trial development. Industries set up 
in the functional areas earmarked by 
the Maharashtra Industrial 
Development Corporation recei- 
ved special relief and financial bene- 
fits in terms of sales tax concess- 
ions, electricity, and stamp duty 
exemption. All these were significant 


attractions for Samsonite, which 
was setting up a greenfield plant. 

It’s been six years since we set 
up the plant, and it has been a 
smooth going all the way. We have 
faced tough negotiations with 
unions, but then we have always 
found them to be very supportive in 
terms of achieving global standards 
in quality and productivity. 

The Nashik plant is Samsonite’s 
second-largest in the world. More 
than 80 per cent of our plant’s 
production is exported all over 
the world, including to very dis- 
cerning markets like Europe, the 
US, Canada, Latin America, 
Australia, Korea, and China. Last 
year, Samsonite decided to relo- 
cate its Global ABs Design & 
Development Center from Belgium 
to Nashik, another recognition of 
the abundant availability of a talent 
pool in and around Nashik. 

Our future plans include increa- 
sing the production capacity at Nas- 
hik to meet the growing demand for 
Samsonite ABS luggage globally. 
Simultaneously, we are expanding 
our design and development capa- 
city to meet the market demand. 
We are at the threshold of starting a 
major design and development proj- 
ect for the Japanese market. All 
this, and probably more, is possible 
with the continued support of the 
local administration at Nashik and 
the state government. 


Ramesh Tainwala is Chief Operating Officer, 
Samsonite India. 
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SSST!" SAID A NET-HEAD IN A 

conspiratorial whisper 

once, “It’s the coffee." All 

explained, then? Most cer- 

tainly not, and in any case, 
the beverage—long consumed tra- 
ditionally in South India—differs 
from Andhra Pradesh, the No. 2 
state, to its neighbour Karnataka, 
No. 3. Besides, the caffeine has taken 
quite a while coming into effect. 
Back in 1996, for example, AP was 
ranked an obscure No. 22; by 1999, 
it had leapt to No. 3. Karnataka has 
risen more modestly, from No. 4, 
but has had to work itself into a 
near frenzy just to do that. 

What's up? A concerted, dedi- 
cated, top-led effort to soar through 
the ranks—and position the 
state in the investor’s mind 
as a tech tiger in the mak- 
ing, ready to roar. 
Marketing talk sounds 
nice in books, but here, 
the two states have actually 
made it happen. 


Pitching For Smart Money 

- “I don’t think that AP’s climb from 
No. 22 to No. 2 in eight years is a 
mere coincidence,” says Utpal Sen 
Gupta, President, Agro Tech Foods 
Ltd., the Rs 900-crore local part 
of the $28-billion food major 
ConAgra. “It is because of the sys- 
tematic way that this state’s gov- 
ernment has gone about attracting 
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AREA: 
2,76,754 sq km 


POPULATION: 
75.7 million 


STATE DOMESTIC PRODUCT: 
Rs 1,21,703 crore 


PER CAPITA INCOME: 
Rs 14,700 


ROADS: 
1,98,600 kms 


POWER (TOTAL GENERATION): 
10,359 MW 


MAJOR INDUSTRIES: 
Information technology, biotechnology, 
pharma, fertilisers, cement, chemicals, 
glass, aeronautical parts and 
electronic equipment. 
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. DIGI-TWINS | 


With their CMs acting as CEOs, these two states complement each 
other as top investment-worthy states. BY VENKATESHA BABU 


Going, going, gone!: Even as 
construction was on, companies 
vied to get a foothold at Hitech 
City Phase Il near Hyderabad 


investments." The state's Chief 
Minister (CM), Chandrababu Naidu, 
is not just a “marketing whiz par 
excellence”, he adds, “he has 
walked the talk.” 

Karnataka’s CM, S.M. Krishna, 
doesn’t attract quite the same gush- 
ing admiration, but the spring he 
has put in the state’s stride is und- 
eniable. And if money speaks louder 
than words, he can rest his case 
even before making it: The state, in 





fine fiscal health, is a big recipient 
of foreign direct investment (FDI). 
Besides, its capital Bangalore is 
Bangalore, always logged on, reg- 
ardless of whether ICRA rates its 
municipal authority's bonds LAA+ 
or not (it does!). 

That the two CMs take investor- 
friendliness as a personal mission, 
of course, helps. Specially when it 
comes to wooing the world's smart 
money. Naidu is justifiably proud of 
Hyderabad playing host to the 
International School Of Business 
(ISB), Microsoft's alternate devel- 
opment centre, and now, possibly 
a Volkswagen plant—for the signals 
it sends. A TCS software develop- 
ment center is to open soon. 

For a palpable take on all the 
action, visit Madhapur, on 
Hyderabad's outskirts, the Hitech 
City. ^Even before we have started 
construction, we already have cus- 
tomers. This is an indication of the 
growth in Andhra," says S. Rama- 
nathan, Managing Director, Vanen- 
burg, a Dutch company that has 
invested Rs 100 crore in its private 
IT park here, and is putting in 
Rs 35 crore more. “We were 
blown away with the kind 
of reception we received 
here," says Ayush Mahesh- 
wari, Director (Technical 
Services and Operations), 
Automatic Data Processing Inc., a 
$7-billion company. He is clearly 
mesmerised by the way Naidu’s 
men pursued his company till it fi- 
nally decided on Hyderabad for its 
Indian operations. 

Committed civil officers play 
their role, too. Once made, the in- 
vestments are to be nurtured, says R. 
Venugopal Reddy, Additional 
Director (Department of Industries), 
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The forgotten hinterland: Karnataka’s problem could be in selling cities other 
than Bangalore, such as Mysore (above), as an investment destination 


Maharashtra and Gujarat. 


AP. Little wonder that between 
August 1991 and April 2003, AP 
received investment proposals worth 
Rs 1,35,709 crore (FDI forming a 
tenth of it)—the third highest after 


Bay Cells And Grey Cells 

If the coffee in Bangalore tastes a lit- 
tle closer to what you’d expect of 
Starbucks, there’s a reason for it. 
“Given its unique cosmopolitan 
nature, Bangalore has an edge over 
other cities,” says Anand Sudarshan, 


AREA: 
1,91,000 sq km CEO, Netkraft, a technology services 


52.7 million | company. This is, in brief, a city 

: | people like relocating to, even from 

"Ns 1 47 B08 crore. | California. Ask Venkat Panchapake- 

det | san, 37, a 15-year Silicon Valley 

"EARS 16 300 a | veteran why he picked Bangalore 

id Bae. _ for Yahoo" local software node, he 

1,48,589 kms | points to the state's hospitality. 

POWER (TOTAL GENERATION): “The speed of response and hand- 
6,297 MW holding was amazing,” he exults. 

MAJOR INDUSTRIES: Like with the original Valley, 

Information technology, biotechnology, | Bangalore’s tech cluster is work- 


automobiles, apparel, agri processing, 
machine tools, precision engineering, 
electricals and electronics. 


ing on a self-reinforcing cycle. The 
more the Brownian motion— 
| techies shifting jobs—the more 
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unbeatable the cluster. More 
the jobs, more the motion. 
Every week, one new IT multi- 
national sets itself up in 
Karnataka, boasts Vivek 
Kulkarni, IT and biotech sec- 
retary to the Government of 
Karnataka. “For instance,” he 
says, “116 IT companies were 
registered last year. Total in- 
vestment by IT companies in 
2002-03 was Rs 1,708 crore, 
compared to Rs 1,383 crore 
during the previous year.” 

Biotech is the other emerging 
cluster. Any wonder that Cas- 
tello, an Italian wine-maker, pic- 
ked Karnataka? “We consid- 
ered all alternatives,” says 
Prabhu Yalagi, Managing 
Director, Castello Farm 
Products. “Frankly, the incen- 
tives offered by a couple of 
other states were much more 
attractive. But what clinched the 
issue was the aggressive hard- 
sell the state government did, 
and the fact that Bangalore is 
the most cosmopolitan market.” 

Information and biotechnol- 
ogy, points out R.V. Deshpande, 
Minister for Large and Medium 
Scale Industries, Karnataka, are 
only part of the story. This state, 
after all, is the third biggest FDI 
recipient, having got Rs 11,800 
crore over the last three years, 
more than twice it got in the 
previous three. 

Compare that with AP’s Rs 
13,300-crore FDI figure over 
more than a decade. Karnataka, 
quite clearly, is way ahead of 
AP in attracting investment dol- 
lars. Yet, they both share a com- 
mon problem of being one-city 
wonders, with little to show for 
the hinterlands, making them 
vulnerable to the classic allega- 
tion of showpiece development. 
Turning truly tigerish will inv- 
olve more effort. 

WITH INPUTS FROM 
E. KUMAR SHARMA 
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"GOOD GOVERNANCE 


IS GOOD POLITICS" 


The Chief Minister of Andhra 
Pradesh likes to describe himself as 
the Chief Empowerment Officer 
(CEO) of the state. And his room is 
equipped with a large projection 
screen, a laptop and a PDA. Here’s 
the man who has marketed a near- 
lost case as one of India’s hippest 
investment destinations, Excerpts: 


From No. 22 to No. 2. How has this 
been possible? 

Actually, I am surprised we are 
not No. 1 (smiles). We will use the 
feedback and metrics of this survey 
to plug any drawbacks we might 
have. Having said that, we have to 
go back to 1991, when the econ- 
omy was freed. When I took over, 
I realised that things had changed. 
The old way of doing things 
would not work. All ‘isms’ and 
all ideologies were irrelevant. Only 
development mattered. Even 
Communist countries like China 
and Vietnam were opening up 
and doing a better job than us. 

If Malaysia, with a quarter 
population of Andhra, could att- 
ract more foreign investment than 
all of India, obviously we were 
doing something wrong. Was 
something wrong with Indians 
themselves? No, I did not think so. 
The highest per capita income in 
the US was of Indians. So the sys- 
tems and policies of the govern- 
ment in India were wrong. 

India had a single-party stable 
government till 1992. Yet, most 
of the growth has come only after 
this period, under coalition gov- 
ernments. So it’s not consistency in 
government that is required by 
business; it is consistency in poli- 
cies. We are interested in creating 
the right policy framework and 
investment climate. 





Naidu: “Consistency in government 
policies is what is needed by business” 


You have almost perfected the art of 
personalised style of wooing inve- 
stors... 

I do not have any ego. When Bill 
Gates came here, I received him 
personally at the airport. My off- 
icials told me about protocol. I 
told them he is my friend. 
Recently, senior officials of 
Volkswagen were here. I met them 
and requested them to set up their 
plant in Andhra Pradesh. I am 
also going to Europe to pitch for 
Hyderabad becoming a venue for 
Formula 1 racing. I have been the 
only Chief Minister who has been 
going to Davos continuously for 
the past six years. 


Q: Will the coming elections cause 
reforms to suffer? 

Good governance is good poli- 
tics. Reforms is (about) introduc- 
ing efficiency. I have asked the 
central government to allow us 
to initiate reforms in the labour 
sector. Today, if it costs me Re 1 
to get something done (through) 
the private sector, it costs me Rs 8 
to get the same done in govern- 
ment. We need reforms. 


Epson Dot Matrix Printers. Performance that never lets you down. 
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Dot Matrix Printer is built to deliver. So if reliability matters, simply turn to an Epson - the world No.1 in Dot Matrix Printers. ...Epson Dot Matrix Printers.... 
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4 GUJARAT 


CONFIDENCE DIP 


The enterprising state slips from its No. 2 position of the previous 
three surveys to No. 4. Culprit: Its communal unrest. BY ROSHNI JAYAKAR 






dE X4 SHEET 


AREA: 
1,96,024 sq km 
POPULATION: 
50.5 million 


STATE DOMESTIC PRODUCT: 
Rs 1,24,906 crore 


PER CAPITA INCOME: 
Rs 21,275 


ROADS: 
72,900 kms 






COASTLINE: 
1,600 km dotted with 41 ports 


POWER (TOTAL GENERATION): 
8,582 


MAJOR INDUSTRIES: 
Textiles, dyes, pharma, chemicals, 
petrochemicals, agro-based and 

| food processing items 











AST JULY, NARENDRA 

Modi bombarded inves- 

tors in India and elsewhere 

with emails. Some 6.7 

million of them. These 
were virtual invitations to attend a 
mega investment jamboree, called 
Vibrant Gujarat, that the state Chief 
Minister is putting together between 
September 28 and 30, 2003. Four 
teams, comprising members of the 
state's Industrial Extension Bureau 
(INDEXTb) and officials from the 
Federation of Indian Chambers of 
Commerce and Industry (FICCI), a 
partner in Vibrant Gujarat, are even 
criss-crossing the globe, wooing 
investors in countries like the US, 
Canada, France, Germany, China, 
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The new E-factor: Slowly, the state is beginning to attract IT services firms 
due to its relatively low real estate prices and supply of graduates 


and Australia. Happily for Modi, 
the response has been overwhel- 
ming. On an average, some 30,000 
emails are pouring into his inbox 
every day. "There's a growing feel- 
ing that one needs to create an ind- 
ustry-friendly environment instead 
of doling out incentives to inves- 
tors," says Modi (See "I Want To 
Convert Red Tape To Red Carpet"). 

Until recently, Modi could have 
afforded not to exert himself so. 
After all, according to the past three 
BT-Gallup surveys, Gujarat was the 
second-best state to invest in after 
Maharashtra. But investors today, it 
seems, can't be taken for granted. 


The state has slipped from No. 2 to 
No. 4 in this year's survey. The 
gainers: Andhra Pradesh and Kar- 
nataka. Another concern that, des- 
pite Modi’s protestations to the 
contrary, weighs on the minds of 
investors is the state's recent com- 
munal unrest. Says Cyrus Guzder, 
CEO, AFL: “Following the riots, 
employers are wary about a resur- 
gence of the problem because there 
has been little success in appreh- 
ending the (culprits).” 

Nobody’s denying that the 
mood in Gujarat is restive, but that 
doesn’t mean investors have gone 
cold turkey. In fact, within three 


“> 


months of the riots, Shell signed a 
deal with Gujarat Maritime Board 
to set up a 5-million-tonne per 
annum LNG terminal and develop 
the Hazira port. Of the $600 mil- 
lion (Rs 2,760 crore) projected cost, 
$240 million (Rs 1,104 crore) has 
already been invested. Explains 
Nitin Shukla, CEO of Shell Hazira: 
“One consideration was the port, 
but the other more important one 
was Gujarat’s potential.” The state 
has received Rs 1,98,096 crore in 
private investment over the last 12 
years—next only to Maharashtra. 

Historically, Gujarat has boasted 
of some of the biggest names in 
business, including Reliance, Essar, 
ABB, British Gas, and General 
Motors. The state produces a quar- 
ter of the country’s petrochemi- 
cals, polishes almost three-fourths of 
its diamonds, and has three lakh 
small and medium enterprises cater- 
ing to global markets. However, 
as Vishnu Varshney, CEO, Gujarat 
Venture Finance, says, “The state 
missed the new economy boat.” 

That may well change. A recent 
study by Nasscom cites Ahmedabad 
as the fifth-best location for call 
centres. That’s unlikely to surprise 
people like Kaushal Mehta, who 
set up one (Motif Infotech) in 
Ahmedabad a little over three years 
ago, and today employs 300 people. 
Says Mehta: “Ahmedabad has low 
real estate costs, negligible power 
outages, 50,000 graduates passing 
out every year, and a well-net- 
worked communications infrastruc- 
ture, besides low attrition rates.” 
Global Response Corporation, one 
of the top 30 call centre companies 
in the US, has also opened a facility 
in Gandhinagar’s Infocity. 

Come September 28, global 
investors will have a chance to 
experience Modi’s Vibrant Gujarat 
first hand. On his part, the aggres- 
sive Chief Minister will find out if 
coughing up millions of dollars in 
investment is as easy as replying to 
email invitations. & 


INTERVIEW/NARENDRA MODI 


“| WANT TO CONVERT 
RED TAPE TO RED — 


Chief Minister Narendra Modi 
spoke to BT's Roshni Jayakar at 
his Gandhinagar office. 


What is the objective of the Vibrant 
Gujarat event? 

There is a growing feeling that 
one needs to create an industry- 
friendly environment, instead of 
doling out incentives to investors. 
Since investors often complain 
about red-tapism, my motto is 
“Convert red tape to red carpet”. 
I will not restrict it to the state- 
level, but extend it to the districts. 
All the district level officers will 
have to compete to attract enter- 
prises. This will create a machin- 
ery that works positively. 


Are there any specific focus areas 
for attracting investments? 

The Planning Commission has 
conceded that to achieve (an all- 
India) growth rate of 8 per cent 
during the 10th Plan, Gujarat must 
grow at 10.2 per cent. How do we 
achieve that? First, agriculture will 
be a thrust area for investment. 
Second is industrial infrastructure. 
Gujarat has privatised ports, and 
now we want to privatise special 
economic zones (SEZs). I have iden- 
tified five SEZs for that. Finally, I 
want to create centres of excel- 
lence to build human capital. If 
Europe requires 10,000 teachers, 
I will be able to provide them, if 
the US requires one lakh nurses, 
we will provide them. 


How do you plan to attract IT-related 
investments? 

The health of a state does not 
depend on how many drug-mak- 
ing units are located there. 





Modi: Vibrancy is the new mantra 


Similarly, rr does not mean how 
many software producers are loca- 
ted in your state. To me, e-gover- 
nance is not simply electronic 
governance, it’s effective gover- 
nance and easy governance. So I 
say IT+IT=!IT. Or information 
technology plus Indian talent is 
equal to India tomorrow. IT 
maybe business for some people, 
for me it is simply a backbone 
for business and development. 


Businessmen are concerned about 
possible resurgence of riots. How 
are you going to allay their fears? 

I have sent a record number of 
emails—67 lakh emails—in con- 
nection with Vibrant Gujarat. | 
receive on an average 30,000 res- 
ponses per day. However, no one 
has asked me this question. This 
issue is limited to a few journalists, 
who are not investing but just 
investigating. When the Financial 
Times (London) journalist asked 
me this question, I told him, 
“After 9/11, did anyone ask Presi- 
dent Bush if America’s develop- 
ment will be affected?” 
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Oh Kolkata?: Bengal's Communist lineage scares investors, and Kolkata’s a mess; but the state has stepped up its marketing 


VICTIMS OF 





Mere availability of relatively good infrastructure isn't enough to 
industry-friendly, too. Precisely the problem with Kerala, Uttar 


N JUNE THIS YEAR, A GROUP 


years, UP has had as many ministries, 


of NRIs and other potential j AREA: | 


projecting the image of a state in cons- 


investors packed a room at 89,000 sq km tant turmoil, and hampering private 
the Marriott Financial ; BENGAL’ POPULATION: investment. “UP politicians have 
Centre in the heart of New  "*oume 80.2 million 


j ' : : i: JLA 
York city. Their object of attention, ^ ^ ’’ 
however, wasn't either Chandra 
Babu Naidu, Chief Minister of 


' STATE DOMESTIC PRODUCT: 
Rs 1,43,411 crore 


PER CAPITA INCOME: 


failed to project a good image of the 
state,” notes Sudhakar Tiwari, a Luck- 
now-based former senior executive 
of Indo-Gulf Fertilisers and currently 


Andhra Pradesh, or S.M. Krishna, Rs 18,021 a consultant to the company. 
his counterpart from the neigh- 57 600 kms And image, as the survey 


bouring state of Karnataka. Rather, 
it was a plump woman with short 
hair—Uttar Pradesh Chief Minister 
Mayawati. Unusually, the 47-year- 
old cM was leading a high-level team 
from her administration to Europe L | 
and the US to attract investment into the; state. After a 
forceful powerpoint presentation titled “Maya’s Vision", 
Mayawati painstakingly assured her audience that her gov- 
ernment was stable and that there were no threats to its 
survival. She spoke too soon. Barely three months later, 
in August end, not only did her 18-month-old government 
fall after coalition partner Bharatiya Janata Party (BJP) with- 
drew support, but Mayawati also quit the state assembly. 

But that’s UP at its political best. In the past 10 





RANK 





POWER: | 
6,877 MW (installed capacity) 


MAJOR INDUSTRIES: 
Engineering, automobiles, chemicals | 
and fertilisers, jute, tea, IT, electrical | 

and electronics | 


unequivocally reveals, is perhaps 
more important than the actual 
availability of infrastructure, since a 
poor perception directly affects a 
state's chances of making it on an 
investor's shortlist. There are two 
more states, besides UP, that exemplify this statement: 
Kerala and West Bengal. In terms of their factual 
ranks, which are based on hard metrics of infrastructure 
availability, the three states are among the top 10. West 
Bengal is at a surprisingly high of six, Kerala at nine, and 
UP at 10. Excepting Kerala, the states have even moved 
up in overall rankings—UP from 19 to 15 and West Ben- 
gal from 13 to 11. But look at how poor the investor 
perception is: Kerala comes in at 24, West Bengal just be- 








RANK 


WEST BENGAL S KERALA 





Let down by politicos: UP's the biggest of them all, and the most fragile; its Greater Noida, though, is a big draw 





PERCEPTION 


attract investments; governments need to come across as 
Pradesh, and West Bengal. BY SAHAD P.V. & ABIR PAL 


low it, and UP barely two notches 
above the survey’s consistently 
bottom-most state, Bihar. 





AREA: 
2,94,000 sq km 


ment worth mentioning (inte- 
restingly, Kerala State Industrial 
Development Corporation and the 





The poor perceptual ranks POPULATION: industries ministry do not have 
are not without reason, though. 166 million | any figures readily available), 
STATE DOMESTIC PRODUCT: | 





Kerala and West Bengal are 
probably the last two bastions of 
Communist governments and are 
notorious for their militant trade 
unions, although the reality is that 
few strikes have taken place in these 
states in the last several years. As for 
UP, businesses hate the lack of con- 
tinuity in political leadership. Worse, 
every time a new CM takes over, he 
or she feels obligated to overhaul 


Rs 1,64,630 crore 


PER CAPITA INCOME: 
Rs 9 


ROADS: 
1,84,000 kms 
POWER: 
6,159 MW (installed capacity) 


MAJOR INDUSTRIES: 
Sugar production, handloom, cotton & 
woollen textiles, leather & footwear, 
distilleries, and breweries 


while West Bengal has done surpri- 
singly better with Rs 12,260 crore. 
Laments Somnath Chatterjee, 
Chairman of West Bengal Industrial 
Development Corporation: 
"There's such a lot of good work 
being done here, but only the nega- 
tives get highlighted." 


Needed: A Makeover 


Chatterjee has a point. It's not 





the bureaucracy, too. For businesses chasing approvals and 
seeking a common face to the government, that's a 
nightmare. *When the new officers come in, they 
hardly follow up on the plans of their predecessors. They 
tend to start afresh," admits a top bureaucrat in UP. 
The result: halting investment. In the last three 
years, UP has received just Rs 6,529 crore in private 
and foreign direct investment—one of the lowest in the 
country. Kerala has not managed any private invest- 





that the three states are caught in a time warp. UP, for 
instance, is stepping up on its infrastructure invest- 
ment. Recently, the state received a $488-million (Rs 
2,238 crore) World Bank loan, which it will use to 
widen and improve some 2,800 kilometres of roads. 
It is also adding 1,420 Mw to the existing capacity in 
the public sector. Says Vijay Sharma, Principal 
Secretary (Power): *Industry need not worry about 
the availability of power." Partly based on that 
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promise, Samsung Electronics 
India chose to open early this 





rala has set up technology parks like this one in Thiruvananthapuram, its pace is unhurried 





—— or 


Yet, how genuinely and effec- 
tively the states court investors 


AREA: 
month a $25-million (Rs 114.6 38,863 sq km | will determine their future growth. 
crore) refrigerator manufacturing POPULATION: | In UP, for instance, Rajive Kumar, 





facility in Noida and not Delhi’s 
other bustling suburb of Gurgaon. 
Says the company’s Director, | 


31.8 million 


STATE DOMESTIC PRODUCT: 
Rs 69,602 crore 


an IAS officer and an alumnus of 
Harvard’s Kennedy School of 
Government, has been given the 





Ravinder Zutshi: “Noida offers | (2001-02 at current prices) | task of spreading industrialisation 
better power and infrastructure FER CAPIEA INCOME: |. evenly through the state. On his 
facilities than Gurgaon." ead alt part, he’s doing the job dilipently. 

The two communist-ruled states 1 37.678 kms Kumar's nondescript office near 


are also quietly wooing industry, 
and if they aren't any more aggres- 
sive it's because they have their po- 
litical planks to protect. They can't 
be seen as overtly industry- | 





Mayawati’s residence in Mall 


POWER: | | 
2,600 MW (installed capacity) Avenue has no security guards 


MAJOR INDUSTRIES: fs 
Tourism, IT, rubber, healthcare, can walk right through to his 
mineral-based industries 


and no front office, and visitors 





room. But just how long Kumar, 





friendly—a reason why West Bengal 
CM Buddhadeb Bhattacharya is calling the state's disin- 
vestment programme “joint venture transformation”. Says 
the Industries and Commerce Minister, Nirupam Sen, 
referring to West Bengal's gain in overall ranking: 
“It’s only in 1994 that we embarked on our new 
industrial policy and it is already bearing fruit." The new 
priority, according to Sen, is image management and 
greater marketing push—more roadshows, more busi- 
ness delegations, and more media briefings. 
Meanwhile, Kerala CM A.K. Antony is taking his first 
steps towards wooing investors. Early this year, the state 
held a Global Investor Meet in Kochi. It is said to 
have attracted investment intentions worth 
Rs 26,000 crore. Memoranda of understanting (MoUs) 
for 96 projects worth Rs 11,160 crore were signed 
immediately after the conference, and those included 
a private airport at Kannur from the Leela Group, an 
amusement park and ropeway at Thiruvananthapuram, 
an information technology (IT) city in Kochi, and 
proposals from several rr companies such as Microsoft, 
Infosys, and Tata Consultancy Services. Says C.J. 
George, Managing Director, Geojit Securities, a leading 
stock-broking firm based in Kochi: “Even the Marxists 
(in Kerala) have become investor-friendly." 
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who was the MD of upsipc before 
taking over as Secretary (Industrial Development), 
stays on in the job is anybody's guess. 

In other states like West Bengal, the problem maybe 
of pace. While some industry captains like Harshvardhan 
Neotia of Ambuja Cement feel that serious investors 
would look at fundamentals and not perception, others 
like RPG Enterprises’ Vice Chairman Sanjiv Goenka 
agree that perception is important. “Kolkata as the 
state capital has to be showcased as a thriving metropo- 
lis; the city should be illuminated, roads improved, 
and hawkers and other squatters removed,” says Goenka, 
who otherwise is a die-hard Kolkatan. 

Similarly, while Kerala has defanged its infamous 
“headload” workers (read manual coolies) through a 
legislation six months ago, there’s very little local entre- 
preneurship. Says Nissim Mannathukkaren, a researcher 
on Kerala at Canada’s Queen's University: “The blame 
does not lie on labourers alone. There are also not 
enough risk-taking entrepreneurs.” Agrees Rajeev 
Chandrasekhar, whose BPL is one of the rare success- 
ful Malayalee-founded groups: “Local entrepre- 
neurship never really took off.” 

Maybe for that reason alone Kerala—and the oth- 
ers—should learn to market their states harder. 
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States: Some Issues 





NY ASSESSMENT OF STATES AS 


investment destinations 

involves consideration of sev- 

eral factors: Government attitudes 

and policy support, proximity to 

markets and/or supplies, and phys- 
ical and social infrastructure. 

Most industrial investments in 


- India take time to come on stream. 


This arises from investor-unfriendly 
laws and non-transparent procedu- 


res; the barriers vary significantly 


across states. Although various gov- 
ernments have announced ‘single 
window clearance’ procedures and 
‘investor assistance cells’, these are 
rarely effective. That’s because the 
problem lies not in inadequate coor- 
dination, but in fragmented and of- 
ten arbitrary exercise of the various 
powers of government. This is com- 
pounded by the fact that the rules 
and regulations governing entry 
and operation are neither transpar- 
ent nor justiciable. Rationalisation of 


these various rules, notifying them 
in a transparent manner, assign- 
ing accountability and providing 
administrative and legal recourse 
are the touchstones to assess the 
commitment of a State. 

Entry is only the first step. Hur- 
dles can also come up in the course 
of business. Corruption, in the sense 
of payment for an illegal act or as 
‘speed money’, is one thing, but 
extortion by government function- 
aries from perfectly legitimate busi- 
nesses is altogether more perni- 
cious. Fortunately, this is justiciable, 
although many may find the alter- 
native cheaper. Nevertheless, the 
number of cases of this type may be 
a fair indicator of the level of 
harassment in a state. 

Another method would be to 
examine the relative growth rates of 
different sectors in the State Dom- 
estic Product (SDP). One reason why 
the services sector has performed 
better than the industrial one is that 
governance-related impediments 
are fewer. Thus, if the share of the 
services sector in the non-agricul- 
tural SDP of a state is increasing 
faster than the national average, it 
would be cause for worry. 

The canny entrepreneur should 
not only take into account the ease 
of birth and growth, but also death 
while assessing business climate. 
Different states have different atti- 
tudes towards closure of units, and 
not just related to labour laws. 

Tax reliefs and subsidies are 
frequently important determinants 


of investment decision. However, 
there are two things worth noting. 
First, these are good for new ent- 
rants but terrible for incumbents 
and all entrants become incum- 
bents. Therefore, unless the pay- 
back period is significantly shorter 
than the concession period, watch 
out. Second, states have agreed 
to do away with such reliefs. 
The creation of a common eco- 
nomic space within the country dep- 
ends on states recognising common 
interests. This need has gained urgen- 
cy as external barriers to trade and 
commerce have come down. Unfor- 
tunately, a number of states have 
been increasing barriers to internal 
trade. This may seem a good idea ini- 
tially, since. it protects the internal 
market, but then the wise entrepre- 
neur should stick to investing only in 
seaboard States. A day may come 
when it is cheaper to export than 
to sell to another State. Fortunately, 
the proposed value-added tax (VAT) 
could correct part of this problem. 
Finally, law and order and the 
delivery of justice are probably the 
most important determinants of 
investment climate. There may seem 
to be little to choose between states 
on this count, but appearances can 
be deceptive. Aggregate crime or 
judicial records do not reflect this. A 
survey of practicing lawyers should 
be part of every corporate’s deci- 
sion-making toolkits. 


Dr Pronab Sen is Advisor, Perspective Planning, 
Planning Commission 
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ELHI 


CAPITAL DECLINE 


Exorbitant real estate prices, patchy infrastructure, and the lack of 
real powers are taking their toll on the city-state. BY ASHISH GUPTA 









FACT SHEET 
AREA: | 
1,483 sq km 


POPULATION: 
14.1 million 


STATE DOMESTIC PRODUCT: 
Rs 56,253 crore 


PER CAPITA INCOME: 
Rs 38,864 


ROADS: 
28,508 km 


POWER: 
800 MW | 


MAJOR INDUSTRIES: 
Plastic and PVC goods, chemicals, 
soft drinks, machine tools 








MONG THE 32 STATES OF 

the Union of India, 

Delhi stands out like a 

sore thumb. With an 

area of 1,483 sq km, it 
is smaller than cities such as Kolkata, 
but its population of 14 million is 
bigger than Goa's. Its state domes- 
tic product of Rs 56,253 crore 
(2002-03) is only the eleventh-big- 
gest, but per capita income at Rs 
39,620 is the highest. The oddities 
don't end there. Technically Delhi 
Is a state, but in practice it is still an 
overgrown city, and until the con- 
troversial Delhi Statehood Bill, 
2002, is passed by Parliament (the 
central Cabinet cleared it recently, 
but the local government, which is 
controlled by the Congress party, 
opposed the Bill because it gives 
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Flying high: Despite investment in infrastructure, Delhi has been unable to 
attract big services companies primarily due to high real estate prices 


overriding powers to the Governor) 
it will remain so. Laments Delhi’s 
Chief Minister Sheila Dikshit: “It is 
a government that is working with 
its hands tied behind its back.” 
The city-state’s biggest problem 
is that it only has limited powers 
and resources. For instance, there is 
an array of agencies—the Municipal 
Corporation of Delhi (McD), the 
New Delhi Municipal Corporation 
(NDMC), the Delhi Development 
Authority (DDA), the Cantonment 
Board, the Union Government and 
National Capital Territory’s (Delhi) 
legislative assembly—all with disti- 





nct powers and authorities. The 
DDA, for example, has all powers 
relating to the sale, transfer, and 
development of land in the Capital, 
with the state government having 
virtually no say in the matter. Simi- 
larly, the MCD and the NDMC are 
outside the purview of the local 
government. So much so that the 
state cannot even open a new bus 
stop without the DDA’s permission. 

The multiplicity of authorities 
has meant constant bickering bet- 
ween the state government and the 
Lieutenant Governor, who is the 
Centre’s representative. Delhi’s 


Master Plan hangs fire because of 
differences between the two govern- 
ments, and overlapping of powers 
among agencies has stymied initia- 
tive and added to red tape. Getting 
the six different approvals needed 
for setting up something as simple as 
a shopping mall can take between 
six and 18 months. Says H.S. Kohli, 
Director (Operations), Ebony Retail 
Holdings: *A single-window clear- 
ance is not yet a reality." 

DDA's complete monopoly and 
constraints of space have kept retail 


EE e 


Snazzy Suburbia: Delhi's loss is Gurgaon's gain. World-class malls and modern 


thanks to distribution losses. The 
recent privatisation of power distri- 
bution, however, should improve 
the situation in a few years from 
now. Similarly, water continues to 
be an issue because the supply of 
665 million gallons per day (MGD) is 
vastly short of the 800 MGD dem- 
and. That too should change once 
the 140-MGD water treatment plant 
in north-east Delhi comes into ope- 
ration by the end of this year. 

But it was the Supreme Court 
directive of December 2000, push- 





apartment complexes have transformed the once-sleepy agricultural town 


prices in Delhi prohibitively high, 
making it the single-biggest obstacle 
in attracting greater investment into 
the state. For example, prices of A- 
category commercial real estate in 
Delhi are five times Gurgaon and 
Greater Noida's average of Rs 10,000 
per sq ft. “So why shouldn't develo- 
pers move to Gurgaon (or Noida) 
when they can get equally good cus- 
tomers there?" asks Shravan Gupta, 
Executive Director, MGF Developers. 

To make things worse, half-a- 
million immigrants pour into the 
city every year. Delhi has surplus 
power, but outages are routine, 


ing some 39,000 polluting units 
out of Delhi and laying waste a 
number of industrial clusters in 
Naraina, Mayapuri, and Wazirabad, 
that put a question mark on fur- 
ther industrialisation of the state. 
^Expensive land and stringent pol- 
lution norms make Delhi unsuit- 
able for any industrial activity," 
points out Ravi Sinha, former CEO, 
SRF and former head of the Con- 
federation of Indian Industry's Delhi 
unit. No wonder, the capital recei- 
ved just Rs 300 crore in private 
investment over the last three years. 
A poor reflection of its potential. 
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Services Spin 

So what is the way out? Delhi's 
salvation may not be in manufac- 
turing industries at all. Rather, servi- 
ces could be its new growth engine. 
People like Sinha believe that Delhi 
must reinvent itself as a services 
hub if it is to stay in the reckoning 
of Gurgaon and Noida. That means 
it should become the centre of 
healthcare, retail, tourism, and edu- 
cation for the surrounding areas, 
as well as the nucleus of trade, bank- 
ing insurance, and commerce. There 
could be industries too, but these 
would be high-tech and knowledge- 
based such as IT and biotech. 

As far as healthcare is concerned, 
Delhi has some of the finest medical 
teaching and training institutes such 
as the All India Institute of Medical 
Sciences (AIIMS), top-notch hospi- 
tals, and accredited laboratories. 
Besides, its international air con- 
nectivity and strong hospitality ind- 
ustry make the city an attractive 
medical destination for patients 
from neighbouring countries. 

But then turning Delhi into a 
high-tech hub has its own set of 
problems. Because of its popula- 
tion pressure and the high cost of 
land, such development has to be 
combined with a pragmatic reloca- 
tion policy, outside Delhi and into 
the National Capital Region (NCR) 
with connectivity and infrastruc- 
ture assured. “The NCR region needs 
to develop as a counter-magnet 
through specific policies that imp- 
rove connectivity and infrastruc- 
ture," says Dikshit. 

Once again, though, her plans 
hinge on support from the central 
government. The development of 
30,242 sq km of NCR would need 
chunks of land from Haryana, UP, 
and Rajasthan. That's something 
only the Central government can 
help Delhi acquire. The irony, how- 
ever, is that a successful NCR (and its 
satellite townships) may actually 
end up eclipsing the city-state—at 
least in terms of business. 
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“HE OBJECTIVE OF THE BT-GALLUP SURVEY IS TO 
. identify the hottest states for business, based 
(o oV. on both perceptual and factual information. 
p. Unlike. our previous two surveys (the first in 1997 
-and the second in 1999), this year's ranks are based on 
vo components: A perceptual score obtained from the 
opinion polls and a factual score compiled from vari- 
-. ous data sources. As this is the first time that a factual 
^ dimension has been added to the rankings, we have 
given an ad-hoc 70:30 weightage to perceptual and fac- 
- tal scores to arrive at the final rankings. - 

The perceptual scores were derived through a four- 
oe process. One, from the list of states, the respondents 
itioned the states they were very or somewhat fami- 
ith. Two, they were then 
xposed to a battery of param- 
€ which they were to 















THE RESPONDENT UNIVERSE 








Collectors i in the secretariat were interviewed. 4. 
Thes Survey Was » conducted i in 13 cities « across th A 





tionnaire sedi in the sm dun was dic starting poi b 
but it was fine-tuned and some questions were added or P 
deleted. based on their relevance. | 


The Analysis 
Once the important parameters (as provided by the 
respondents) had been identified, a nett score for 
every state under each of the parameters was derived. 
The nett score was computed as follows: 

Nett score = [percentage 
saying a parameter is impor- 
tant] x [(number of best state 














select eis zht thar they thought PE iid n mentions x 2+ bond of sec- 
= n giis parameters had to be zd . Af nde at. worst state men- 
E UD in order of their impor- 13.40 tions x -2 + number of sec- 
- tance. The most important para- 45. 49 ond worst state mentions x -1)]. - 
mns was given the first rank, 15 32 The nett scores foreach. | 
2M the second most important the 14 15 29 __ State on all parameters. were | E 
= second rank, and so on. Fin- 1 10 44 added to arrive at an interim 
ally, for each of the eight para- 5 40 4s score for that state. This was- 
meters selected, the respondent ^ crc S done for each category of res- 
ad to mention the best state/ 10.....20 pondents separately. The inte- 
other good states, and worst -430....20 tim scores were used to rank 
.. state/other bad states. . EEEE l 9....10. the states within each re- 


















To arrive at the factual 
score, a large number of met- 
rics were drawn up along four : 
nsions: Government sup- 
sical infrastructure, 
infrastructure, and labour. Each of the four 

isions were further broken up into parameters, all 
o which were accorded equal weights. 
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Respondents 

` The target respondents were two: CEOs and policy- 
makers. The CEOs or industrialists were identified from 
-BT 500 and, as in the past, the questionnaires were 
- . mailed or faxed to them. While selecting the respon- 
dents, care was taken to ensure representation across 
industries. Policymakers were a new category of res- 
© pondents introduced in the survey this year, and they 
included senior bureaucrats involved in urban planning 
activities. Only officials in the ranks of Principal 
Secretary, Joint Secretary, Deputy Secretary, or 
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12... 23. spondent category. The in- 
10. 20 terim scores from the CEO 
1459. 293 segment and the policymaker 
s segment were combined to 
derive a. composite score for 
each state on an overall basis. A 60:40 weightage was. 
assigned to CEOs and policymakers, respectively. : 
Based on the total composite scores, we arrived at fi 
nal ranks for each state at an overall level. 

To calculate the factual score for each state, 
data was classified into three categories: High, mod- 
erate, and low, with scores of three, two, and one, re- 
spectively. All the parameters were assigned equal 
weightage. À composite score was calculated for 
each state by summing the scores across all the fac- 
tual parameters. States were ranked based on the 
composite scores. A weight of 70:30 was assigned to 
perceptual and factual data respectively. These 
weights were applied to the respective composite - 
scores and the final ranks were determined. B 
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ds. ‘QUITE LIKELY THAT YOU 
don’t know Bindeshwar 
< Pathak, a 60-year-old do- 
:  gooder (yup, that he is) des- 


MM. man has received. 
m Tris equally likely that you—if 
you happen to run into him, that 
s—put him down as a politico; he 
given to sporting the narrowing- 
E -they-go-down pajamas, longish 
starched tunic, and smart and short 
Sleeveless waistcoat that India’s more 
: ` sartorially minded politicians wear. 
© Pathak isn't one, although, given 
. his profile, there isn't a party in the 
| country that woüldn't have him. 
< Pathak's NGO (non governmen- 
tal organisation) Sulabh Inter- 
- national faces no such identity is- 
. sues. Its visible manifestation, 
— spanking clean Sulabh Sauchalayas 
-= (Easy Loos in another lingo), some 
- 6,000 of them, are present in 26 
Indian states and three Union 
Territories. The largest one is at 


Then, there are the rudimentary 
m two-pit toilets-—dig two; use one 
T. tll. it fills up; seal it, wait for the 
. — waste to turn to fertiliser and use the 
second; open the first, dispose the 
fertilisers repeat process—the or- 

ganisation has built, over a million of 

em. All told, Sulabh International 
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pite the many awards the 


irdi, a pilgrim-hotspot, and boasts < 
50 toilets, 150 bathrooms and. 


28 2003. 





Bindeshwar Pathak, born in 1943 
in Vaishali District, Bihar 


AnA aat AAE A EAA AAA ASANA E VAA EA A A Aa aae aa aan OMEN AN aain aaaea aaa MMAR HE EON 


EDUCATION 
B.A. (Sociology), B.N. College, 
Patna, in 1964. M.A. Saco 
Patna University, M.A. (English) 
Patna University, Ph. D, D. Litt 
WORK EXPERIENCE 
Worked as a schoolteacher, 
vigilance officer, seller of Ayurvedic 
medicines, translator, Bub icity-in- 
charge; founded Sulabh 
International i in 1370 
AWARDS 
Padma Bhushan; St. Francis Prize 
for Environment conferred by Pope 
John Paul Il; Dubai International 
Award; National Citizen s Award 


NOW WORKING ON 

Next big idea (water treatment); 
Sulabh Institute of Sanitation; 
autobiography Uourney of a Toilet) 

CONCESSION TO HUBRIS 
The Sulabh International Museum 
of Toilets, a museum chronicling 
the history of the toilet at Sulabh 

International's HQ in Delhi 


wanted them. to, Pathal ,D órn B NE 















































an empire built around, e er, , waste. 


From Teaching To Toilets : un d p E 


Had things turned out 






a reasonably well-off Brahmin fam- 
ily in rural Bihar in the 1940s, - 
would have ended up a professor of | 
sociology. Let down by his poor | 
showing in his graduate examina- Pam 
tions, however, Pathak turned toin —-— 
chronological order, teachi ng ele- | 
mentary school, serving as a vigi- 
lance officer in an industrial unit, 
and helping out his father i in his d 
Ayurvedic medicine business. ^— ^^ 
Frustrated by his renee fron ae 
this series of low- -paying jobs, - 
Pathak, who was by now married, 
made another aborted attempt to 
breach the ranks of academia. And 
so, 1968 found him serving as a 
translator (“without a salary”, grins 
Pathak) on the Bihar Gandhi 
Centenary Celebration Committee. 
Four months thence, he managed to — 
parlay this into a salaried tenureas 
the ae 8 — charge: NM 
ks fin rst tasks - 


T 




















and Dignity ò nae Of Tinh 
this in perspec 


India didn't (in « me c cases, «they 








still don't) just sort out garbage; they 
also cleaned out stand-alone toilets 
that weren't connected to a sewerage 
network. Most scavengers were born 
into the profession, fallout of India's 
notorious caste system. 

The Indian Constitution had 
banned scavenging, but the lack of 
effective sewer systems meant that 


" WHAT STARTED OUT AS 


HAS ENDED UP CHANGING MY 
LIFE FOR THE BETTER" 


BINDESHWAR PATHAK/Founder/Sulabh International 


SEPTEMBER 28 2003 BUS 





69 





othe rade: continued to thrive. 
E Pathak : spent three months living in 
^. a scavenger colony outside Patna, a 
milieu that must have been alien to 
him given that he is a Brahmin by 
birth (“an inconsequential thing", 
he shrugs). Scrounging around for 
ideas that could improve the lot 
|. of the scavengers, he stumbled 
across a decade-old World Health 
Organisation (WHO) publication, 
Disposal, of. H Mond Excreta. The 
























Iorüs “Byt this t time, Gandhi's centenary 
-< was well and truly over and Pathak 
. found himself without a job yet 
- again. However, he was determined 
-. to take his idea far. He applied for a 
. grant from the Bihar government, 
, andr much to his surprise, managed 
.to get one after waiting for a few 
! taonths = minor miracle E the pre- 





i eg i bieak came 













a chance. encounter with of- 
from the Reserve Bank of 
s Patna office. The RBI build- 
EE state capital was located 
a opposite the Gandhi Maidan, an 
. open area that had rapidly degen- 
: . erated i into an open-air toilet. The 
... bank really stank. Unable to con- 
|... Vince the state government to do 


g anything, bank. executives ap- 
proached Pathak. Before they knew 
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it, he had cleaned up the place; a 
few months later, he opened a pub- 
lic toilet, the first Sulabh Saucha- 
laya—Sulabh International, Pathak’s 
NGO was founded in 1970, a few 
years before his meeting with the 
RBI—and one funded by the central 
bank. Its unique selling proposi- 
tion was a bathing facility—not too 
many public toilets still offer this. At 
10 paise a pop, using the toilet 
wasn't exactly cheap but on the 
first day of its operation, over 500 
people lined up to use it. 

Buoyed by the response, Pathak 
moved to other towns in Bihar, then 
Kolkata, and then the rest of India. 
Predictably, when WHO and UNICEF 
hosted a sanitation seminar in India 
in 1978, it was Pathak whom they 
held up as the poster boy of India’s 
sanitation revolution. 

The man continues to enjoy an 
iconic status with organisations such 
as these to this day. United Nations 
Development Programme’s Human 
Development Report for 2003 raises 
Sulabh to a near iconic status. A 
sampling: “Pioneering work by 
Sulabh International... has shown 
that human waste can be disposed of 
affordably and in a socially accept- 
able way". And “The Sulabb latrine 
can promote environmental sanita- 


tion in most densely populated urban 


SULABH HAS MANAGED TO GENER 
RETURNS OF 15-20 PER CEN: 
-. ANNUAL TURNOVER OF RS 100 CRt 


areas". (UNDP Human Development 
Report 2003, Oxford University 
Press, New York, 2003, Rs 495) 


A Profit-centric Model 


Sulabh International’s profit-cen- 
tric business model—a strange one 
for an NGO—stems from Pathak’s 
experience in obtaining a grant, his 
first, from the Bihar government. 
You won’t get far on grants, he rec- 


ollects a bureaucrat telling him. 
Here’s how the model goes, and 
it is one Pathak hasn’t tampered 
with: Municipal corporations, some- 
times, even private companies, give 
Sulabh land and some money to 
build a toilet. In most cases (not 
all), the municipal corporation chips 
in 10-15 per cent of operating ex- 
penses besides providing free water 
and power. The corporation saves 
by not having to add more people 


to its rolls—a perfect example of op- 


erational outsourcing, one of mod- 
ern business’ most evocative 
mantras. When not connected to 
the sewerage network, the public 
toilet generates biogas used to power 
streetlights. “We normally do not 
charge money for that,” says. Pathak. 
Do Indians really not have a 
problem paying to take à dump? 
Pathak believes so. The only people 
who have a problem paying, he 
says, are "new lawyers, policemen, 
and the occasional troublemaker”. 


“Even beggars pay to use the toilet; PE 
you can see this at our toilet n near 






Chowpatty in Mumbai.” eon es 
Most public toilets break. 
but those located near highly 


gested areas return massive. prof- 


its, which in turn “cross-subsidise 
some loss-making 1 toilets”, according 


to him. All told, the business r re 
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turns constant margins of 15 to 20 
per cent on average annual turnover 
of around Rs 100 crore. Not bad 
when you consider that the money 
stems from, well, you know what! 


Encouraged by Sulabh's success, 
and by the fact that a mid-sized 
public toilet breaks-even in around . 


eight to nine months (you can't say 
the same for most. businesses), a 
host of other sanitation entrepre- 
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neurs has entered the business. 

A Mumbai-based construction 
company , for instance, has built 
public toilets in parts of North India 
including Delhi and Chandigarh. 
The company has chosen to follow 
the Sulabh model in all aspects save 
one: The bulk of its revenues come 
from glitzy backlit hoardings af- 
fixed to the sides of the building. 
Pathak is all for such sanitation-en- 
trepreneurship. “One has to make 
money to live,” he says. “In every 
part of the country, if we can inspire 
just five people to build two-pit toi- 
lets, it will not just create employ- 
ment, but also improve the living 
conditions of people.” However, 
he does think some of the new 
players are not in it for the social- 
service aspect. “They just want to 
make money. They only build toi- 
lets near major markets, not in 
slums or where people really need 
access to such services.” 


Trappings Of Success 
It is a measure of Sulabh's success 
that Pathak has to move around 
with bodyguards. The money the 
NGO earns goes into building more 
toilets, but Pathak admits that he 
lives well. “I feel I have earned it,” 
he confesses. *I have a nice house 
(in Delhi's posh Panchsheel Park 
area), and a nice car (a Mercedes, no 
less), and I could not have dreamed 
of this when I was Rs 50,000 in 
debt (he was, when he sold his 
wife's jewellery); what started out as 
a mission to help scavengers has 
changed my life for the better." 
Pathak's detractors have accused 
him of everything, from money 
laundering to land grabbing. Many 
of his toilets are built on prime 
land. There's one abutting Nehru 
Park in Delhi's tony Chanakyapuri 
borough; another next to Varanasi's 
Assi Ghat. Pathak fields these accu- 
sations with practised ease. “If one 
is doing well, people always find 
things to pull you down," he says. 
“Unlike others who run pay-and-use 


toilets, I do not rent out ad space,” 
he adds, “and public toilets have 
to be on prime land; what's the use 
of hiding them in back alleys where 
no one will use them." 

No one, not even his worst 
critic, however, can really question 
the relevance of Pathak's work. 
Almost 120 million Indian houses 
do not have toilets. Of the 5,000 
cities and towns in India, a mere 
232 have something resembling a 
sewerage network. Indeed, only 
eight boast full-fledged sewerage 
systems. Sulabh also claims to have 
rehabilitated over 50,000 scav- 
engers; it runs a (English-medium) 
public school in Delhi for their chil- 
dren, and a technical institute that 
imparts vocational skills to the less 
well off in Patna and Delhi. 

Next step? There are several. 
For starters, Sulabh is living up to 
the ‘international’ in its name by go- 
ing global: It has built a public toi- 
let at Thimpu, and is in the process 


SULABH'S COMPLEX NEAR AIIMS. 
WHILE MOST OF ITS TOILETS EARN 
MONEY, ONES IN CONGESTED 
AREAS RETURN MASSIVE PROFITS 


~- m — — — — —— . 





of constructing one at Kathmandu. 
India's Ministry of External Affairs 
has enlisted Pathak to build toilets 
in Afghanistan, part of the country's 
aid package. Now, says Pathak, it is 
up to other NGOs to do their bit. “I 
cannot cover all of India, leave 
alone another country; and the 
Sulabh model can be replicated 
anywhere in the world." 

Then, there is Pathak's next baby, 
wastewater treatment. Water from 
public toilets, the man believes, can 
be treated and used for aquaculture. 

And finally, there's the Sulabh 
[Institute of Sanitation, a 40-acre 
facility near Gurgaon that will teach, 
what else, sanitation. “There is a 
major industry in sanitation, and 
there is money. I want to tell the 
youth of India that they can both 
make money and do national serv- 
ice in this business," says Pathak. If 
he succeeds, public toilets, not call 
centres or nanotech labs, could be 
the next big thing in India. @ 
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Koeleman's Nair sees a long-term advantage for India in an export 
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Farm Fresh 





crop like gherkin that involves a 30-day sow-to-harvest operation 
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A Rs 10,000-crore export opportunity beckons growers of exotic fauna. 
BY SAHAD P.V. 


NKUSH AGGARWAL IS LOOKING TO CHARTER 
an aircraft for a twice-a-week flight to 
London from Delhi. On board will be a 
cargo of baby corn, broccoli, snow peas, 
onion, chillies, okra, and yam from Punjab. 
Final destination: the fast-moving shelves of UK retailers 
such as Tesco and Sainsbury’s. The quest may seem 
ambitious, but the 30-year-old chemical engineer is dead 
serious. Aggarwal has already shipped several con- 
signments to Europe and is busy watching his Rs 20- 
crore dream, Punjab Agri Food Parks Ltd., come to life 
at Fateh Singh Garh, a nondescript village located 60 
km away from Chandigarh. Also living this dream are 
farmers from remote villages in the Patiala district of the 
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state: Kuljit Singh of Rai Manjira and Gurjit Singh of 
Chambala are two such. A large landholder with 52 
acres, Gurjit has already committed nearly 10 acres to 
Aggarwal's food parks; he will grow baby corn, chillies, 
cabbages and tomatoes on this land. And Kuljit has ded- 
icated 12 acres to the project. An year from now, 
Aggarwal hopes to export 40 tonnes of vegetables a day. 

A success story is slowly emerging in some of the 
country's 48 agri export zones (AEZs), a Rs 1,325- 
crore government initiative aimed at boosting exp- 
orts. Ín AEZs across Uttaranchal, Punjab, Maharashtra, 
Karnataka, Andhra Pradesh, and Tamil Nadu, around 
4,000-and-rising farmer-exporters have already started 
shipping their produce to international markets; others 


$ 
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Uttaranchal-based Singh's visits to Delhi's flower markets are likely to get less 
frequent as he shifts to growing oriental lilliums and carnations for exports 


1ah Gar 


are drafting plans to export their next harvest; and 
some 32,000 farmers are currently being trained by the 
Agricultural and Processed Food Products Export 
Development Authority (APEDA). “There’s now talk of tak- 
ing us abroad to understand the nature of crop pat- 
tern," gushes Kuljit Singh. *That will be a valuable input." 

The AEZs, founded in late 2001, have already expor- 
ted agricultural produce—this includes gherkins, mangoes, 
vegetables and litchis—worth Rs 450 crore. That isn't 
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Hosur-based Growmore Bio-Tech 

has carved out a niche for itself by 
exporting tissue-cultured plants to 
Japan and Australia 
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such a big number. What is, is APEDA's projection that 
the AEZs will export over Rs 10,300 crore of agricultural 
produce by 2007. “You cannot judge the success of AEZs 
from the current export performance of these reg- 
ions," says Ranjan Kedia, Managing Director, Radha 
Krishna Impex Private Ltd. “It’s all about starting an 
export movement." Kedia moved to litchis from soya- 
bean five years ago and boasts an export turnover of Rs 
3 crore. He believes he has merely scratched the surface 
of a $100-billion (Rs 4,60,000 crore) international 
opportunity and has drawn up plans to diversify into 
other lucrative crops like exotic vegetables and mangoes. 

That belief is echoed by Himmat Singh, Chairman, 
Punjab Agri Export Corporation Ltd., the nodal 
agency for AEZs in Punjab. *We have just made a 
start," he says. *Let the cold chain and quality facilities 
come in and you will see a major impetus." Adds 
K.S. Money, Chairman, APEDA, **What we bring in is 
export focus and coordination that have been lacking 
in states so far." And so, the government has focused 
on creating an environment conducive to exports 
and changing the mindsets of farmers who have tra- 
ditionally grown rice, wheat, and the occasional maize, 
barley, and mustard. The results are beginning to 
show. “Until now, there has been limited output 
available for exports and there are too many players. 
However, with the infrastructure facilities being set up 
in interior villages as part of the AEZ project, the out- 
put is bound to increase," says Piyush Shah, an aspir- 
ing fruit exporter based in Mumbai. Starting this 
month, Shah will export 150-180 tonnes of grapes 
every season to West Asia and Europe. Next summer, 
he plans to diversify into mangoes. Fruits are alright, 
but it is a vegetable rarely used in Indian cuisine that 
is the biggest export success story of them all. 


The Coming Of The Gherkin 


Satya Priya Mazumdar is a 53-year-old former Unilever 
pro who swears by gherkins. In 1992, an Italian friend 
of his was trying to source gherkins from a reliable 
source; he was looking for an alternative to his primary 
source, civil-war ravaged Sri Lanka. The gherkin—a 
mini-version of a cucumber—is not used in Indian 
cuisine; and it was never a part of Indian agricultural 
landscape. Mazumdar discovered that Karnataka's 
largely temperate climate suited the crop. Today, his 
Ken Agritech exports gherkins worth Rs 17 crore a year 
to the US, Europe, and Australia. 


Kedia's Radha Krishna Impex 

moved to litchis from soyabean five | 
yoan ago and today 
urnover of Rs 3 crore — 
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Circa 2003, some 30,000 farmers and 15,000 
acres are involved in gherkin cultivation, all for export 
markets. “This is a 30-day sow-to-harvest kind of 
crop and is mainly grown by contract farmers,” says 
Pradeep Nair, President of the Rs 10-crore Koeleman 
India Pvt. Ltd. “Given the agricultural labour costs and 
the small land holdings in India, we have a long-term 
advantage in gherkins.” In 1999-2000, before an AEZ 
dedicated to the vegetable came up in Karnataka, 
32,000 tonnes of gherkins worth Rs 23 crore were 
exported. By 2002-03, the figures had shot up to 
60,000 tonnes and Rs 130 crore. 

Karnataka is also scripting a success story in rose 
onion, a variety that lacks pungency and is popular in 
South-East Asia. Around 5,000 farmers in 10,000 
acres grow this crop; in 2002-03, the Karnataka AEZ 
exported 26,000 tonnes of rose onion (value: Rs 50.9 
crore) to Malaysia, Singapore, Indonesia, and Brunei. 
And to think no one had even heard of rose onion in 
Karnataka till 1993! 


Agriculture To Floriculture 

Ramnagar, at the foothills of the Kumaon range, is just 
a few minutes drive from the Corbett National Park. 
The town wears a busy look from November to June 
when the park is open for tourists who come hoping 
for a sighting of its most famous inhabitant, the tiger. 
But for two weeks in mid-June, Ramnagar is host to ac- 
tivity of a very different nature. Almost every able soul 
in Ramnagar spends these two weeks harvesting litchis, 
and then sorting, grading, and packing them off to 
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Aggarwal's Punjab Agri Food Parks 
has shipped several consignments to 
| Europe. An year from now, it hopes to 
| 


export 40 tonnes of vegetables a day 





wholesale markets in Delhi. Growers like Ravinder 
Singh Randhawa and Deepak Puri may do less of 
that now. Randhawa, who owns a 50-acre farm in 
Ramnagar, is yet to set foot outside the country, but has 
already exported around five tonnes of litchis to food 
retailers in Dubai, Bahrain, and the UK. “APEDA helped 
us gain a market entry,” says Randhawa, “but to grow 
from here, we need to do our own marketing." And so, 
Randhawa, who has already set up a packing and 
processing facility at Ramnagar, will soon be making 
his first visit outside India. 

Floriculture is another segment that may benefit 
from the AEZ movement. Currently, India exports flow- 
ers worth $40 million (Rs 184 crore), which is just 0.1 per 
cent of the $40-billion (Rs 1,84,000 crore) global flori- 
culture market. However, with traditional agriculturists 
moving into the cultivation of export-oriented flow- 
ers, this figure is expected to grow five-fold by 2010. 
Sudhir Chadha, 47, owns 55 acres in Nainital district, and 
he would rather be in the business of floriculture than 
grow traditional crops or get into the tourist resort 
business. Chadha has already exported 20,000 sticks of 
oriental lillium, an exotic flower, to Dubai and. Holland; 
these fetch him Rs 50 a piece compared to Rs 35 in the 
domestic market. Chadha has his sight set on flowers like 
gerbera (its oil is used in perfumes 
and costs Rs 4,000 a kg) and carna- 
tions. In southern India, the Hosur- 
Dharmapuri belt on the Tamil Nadu- 
Karnataka border is already riding the 
floriculture export wave. “We have 
the benefits of climate, the low cost of 
labour, and (the latest) technology,” 
says a large flower exporter based 
in this area. Roses are the flower- 
of-choice in this region, and they go 
by exotic names such as Movie Star, 
Noblesse, and First Red. Exporters 
here are optimistic about their chance 
to strike it big. “Floriculture exports 
from India could grow to anything 
between Rs 10,000 crore and Rs 











Mazumdar discovered that Karnataka’s 
. climate was suited to growing gherkins. His Ken 
Agritech now exports gherkins worth Rs 17 crore 
a year to the US, Europe, and Australia 





20,000 crore in the next 10 years," says one exporter. 
The largest player in this AEZ is CCL Flowers Ltd., 
which covers almost 40 per cent of the zone and pro- 
duces 17 varieties of roses from 35 greenhouses. 
Indian roses are popular in West Asia, Japan, and 
Europe, but *the entry of China into the market this 
year" may be a cause for concern, according to T. 
Ranga Rao, Managing Director, 
= Sachin Floritech, one of the com- 
> panies located in the AEZ. 
c In just around 18 months, the 
= AEZs have shown that the concept of 
- dedicated agricultural export zones 
can work. Still, work needs to be 
B done on creating support infras- 
"UM tructure—the focus thus far has been 
I on convincing farmers about the 
| existence of a market—and marke- 
4 ting. For instance, although APEDA is 
the coordinating agency, it has to 
work with several Central and state 
government departments on gett- 
ing AEZs to fly. Maybe the govern- 
b: ment will step in and do its bit by the 
ES. time Aggarwal finds a charter. 
ADDITIONAL REPORTING 
BY DEBOJYOTI CHATTERJEE, 
DIPAYAN BAISHYA, 
NITYA VARADARAJAN, AND 
VENKATESHA BABI 
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INTERVIEW WITH DINESH C. PALIWAL 


Executive Vice President, ABB 


“It's About 
Made By AB 


Not India 











Or China" 


OR A CORPORATION LONG TOUTED 

as the model for European business, 

ABB's past few years have been 

humbling. In a bitter public battle 

last year, its founder-chairman Percy 
Barnevik was forced to return more than $60 
million (Rs 266 crore) of his $80 million 
(Rs 368 crore) pension benefits (he stepped 
down in 2001), the company reported losses 
for a series of quarters and nearly went bank- 
rupt, and early this year it took a $1.4-billion 
(Rs 6,440 crore) hit in asbestos charges relating 
to its US subsidiary Combustion Engineering. 
One man who’s survived—indeed, thrived— 
through it all is Dinesh Paliwal, global head of 
ABB's automation technologies and member of 
the group executive committee, which oversees 
the recent round of restructuring at the engi- 
neering giant. An IIT engineer, the 45-year-old 
Paliwal is seen by many as the heir apparent 
to CEO Jurgen Dormann. Paliwal, also on 
the board of ABB India, was recently in Mum- 
bai to meet with customers, and took time off 
to speak to BT's Roshni Jayakar. Excerpts 
from an exclusive interview: 
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Early this year, Swiss industrial daily Dagens 
Industri reported that you were in line for the top 
job at ABB. Are you? 

That was good to read in the papers 
(laughs). I got several phone calls and 
my reaction was, “I also read about it.” I 
have never planned what I would be in 
ABB next year or two years later. Not 
that I am not a strategic thinker. I do 
strategic thinking in my work, but not 
about my next position. 


How is the reorganisation of ABB last year pan- 
ning out? Are you beginning to see results? 

It is working out better than we planned. 1 
did expect that we would move forward. 
But we have seen amazing enthusiasm and 
motivation worldwide. We are way ahead of 
the plan, which means we are better than on 
track. We wanted to take $800 million 
(Rs 3,680 crore) cost out worldwide, not just 
by taking people out but by changing the 
way we operate, the way we do supply 
management and so on. We track our sAP 
system (business system) on a daily basis 
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against the plan (action we have decided). 
That is the task of the executive committee of 
which | am a part. Every month we have a 
global teleconference with the top 19 countries 
to review if there are any stumbling blocks 
and how we can help. To be honest, for the 
first time in many years, the organisation is 
seeing something very decisive that is putting 
it on a stronger, more solid footing. 


As the head of automation technologies at ABB, 
how do you see industrial ir changing manu- 
facturing in the future? 

If you look at manufacturing worldwide, 
we have had tremendous shop-floor process 
automation, and then we’ve had business 
systems like saps of the world. These are 
two worlds that are not connected. Simply 
put, industrial IT is the enabler connecting the 
manufacturing world to the business world 
in real time. Once you have connected the 
two worlds, you have accurate information 
as it happens in real time. And decision- 
making by CEOs and CFOs is that much better. 
Besides, it means millions of dollars of savings 
for customers. That’s a big leap forward 
and to my excitement, industrial rr has not 
only been validated by our own customers, 
but giants like Microsoft, Intel, and 
Accenture. These three companies and ABB 
have come together to embrace the idea of 
industrial rr and take it forward. The alliance 
enables shop floor to top floor connectivity 
across a global network of plants to enhance 
business visibility, decision-making, and 
financial performance. 


ABB was the pioneer in industrial ir, but now 
competitors like GE and Siemens are catching up. 
How do you plan to stay ahead of the pack? 
Our R&D pipeline is rich. I sit on the steering 
committee of corporate R&D and we like to 
see ideas for 2005, 2006, 2007, and 2008. 
For example, Caterpillar is designing engines 
for 2008, 2009, and 2010. ABB is working 
with them on that design. This is how we 
work in our major industries—marine, paper, 
metals, chemicals, and petroleum. We work 
with trendsetters in our automation lab. 
Incidentally, the first automation lab out- 
side of Europe and America is being opened 
in Asia and that's in Bangalore. Our leading 
customers are encouraged to join the think 
tank. On this trip, | am visiting some key 
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customers who are visio- 
naries and challengers 
and asking them, *Why 
don't you join in, look at 
what we are doing and 
actually force us in areas 
where you want to be 
five years from now, so 
that we continue to give 
you the competitive 
edge?” Why are we doi- 
ng that? Because our cus- 
tomers' customers are 
thinking perhaps ahead 
of our customers and we 
would like to bring that 
input into our product structure. I 
will give you an example; the mov- 
ies Mummy and Tomb Raider exclu- 
sively used ABB machines and motors. 
We worked with these film pro- 
ducers to find out what is most im- 
portant for them to make these 
thrillers. They said noise reduction. 
So, we work with our client base 
to understand their customers' 
requirements. We capture the unique 
requirements of these end-customers 
in our think tank. That is the fu- 
ture of our industrial IT. 


What kind of emerging opportunities do 
you see in your business? 

From the industrial revolution point 
of view, there's biotechnology. 
Then, there is the next generation of 
standard manufacturing automo- 
tive industry. As we speak, in the 
United Kingdom, we are working 
with some development companies 
to test an electric car that can do 
240 km an hour using ABB driver 
motors. In the automotive indus- 
try, if you order a custom car, it 
takes four to six months. Nearly 75 
per cent of that time is in informa- 
tion connectivity. Again, we have 
done a pilot, whereby we can cut 
that time from four months to four 
weeks. Another trend in the manu- 
facturing industry, which is capital 
intensive, is not to go for brand new 
capacities. Companies are challeng- 
ing us to look at the asset base and 
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"Companies are 
challenging us 
to look at the 
asset base and 
give additional 
productivity gains" 


give additional 5 to 10 to 15 per 
cent productivity gains, over and 
above what they are doing. Which 
means optimisation of asset base, 
or what I call lifecycle trend. 


How do you see industrial ir impacting 
the shift of global manufacturing to 
countries like China and India? 

I am all for manufacturing moving 
to China and India. We have aggres- 
sively moved our manufacturing 
base to countries where we find 
the highest productivity. Remember, 
I don't call them lower-cost coun- 
tries. Industrial rr will allow people 
to make decisions based on even 
more intelligence rather than just 
labour cost. During this trip, we 
have announced two focused fac- 
tories in India. These will be the 
only factories in the world, mass- 
producing for the world. One is a 
high-voltage machine factory in 
India at Vadodara and another is for 
wind turbines. I have one clear 
philosophy, I don't believe any- 
more in *Made in Finland", *Made 


in China”, “Made in 
India”, or “Made in 
Germany" tags. To me, if 
you have the same indus- 
trial IT or ABB technol- 
ogy and the same quality 
structure in place, then 
it's *Made by ABB". That, 
to me, is the biggest sig- 
nificance of this. 

Our customers love 
it. Now they are start- 
ing to see the value of 
virtual factories or global 
factories. Five years ago, 
it was very difficult to 
convince Indian customers or Chi- 
nese customers to buy products 
made in their own country. They 
used to say, “Can we have im- 
ported motors, machines and con- 
trol systems?" Today, they are con- 
vinced that our philosophy of 
global focused factories works. The 
second philosophy for me is to 
never move second-rate technol- 
ogy to high-productivity countries. 
Whenever we set up a focused fac- 
tory, in China or India, we take 
the best technology we have. 


Coming back to you, what were the 
right moves you made that got you 
this far? 

To me, delivery is the key. If you 
don't deliver, you don't have a fut- 
ure. But delivery to me goes beyond 
numbers to developing people— 
coaching your peers or your subor- 
dinates. I spend time on the per- 
sonality side of our people. It has 
been a healthy journey both for ABB 
and me in terms of challenges given 
to me. I have exceeded them. Like 
my father used to say, I believe in 
karm. I don't worry about fal (rew- 
ard). If you do your work, the rew- 
ard will come automatically. 


How does the head of ABB's automation 
technologies unwind? 

I spend time in the garden, (I am a 
gardener), or just (laughs) play 
antakshari with Indian friends. 
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Will India become the software products factory 
for the world? py PRIYA SRINIVASAN 


OME NOVEMBER, MUMBAI AND BANGALORE 

will have visitors who’ll come all the 

way from Menlo Park. The Silicon 

Valley Bank is organising a package tour 

for big name venture capitalists (vcs). It 
is a hush-hush affair. Those in the know say there’s 
a “gag” on this one. But the buzz is that Kleiner 
Perkins (KP), NEA, Sequoia Capital, and other biggies, 
some 20 in all, are going to be here. 

The vcs won’t be here on holiday; they are going 
to be scouting for investments. That, by itself, makes 
for a 28-point size headline. What is more interesting 
is that they are going to be looking for opportunities 
for the companies in which they have invested to 
move their engineering work offshore to India, some- 
thing they have already started to insist upon. 

Should we make a big deal out of more software 
work moving offshore? Actually, yes. India, if it plays 
its cards right, could well become Taiwan’s equivalent 


Ganapathy Subramanian 
Partner/Jumpstartup 
The VC believes companies can 
cut two-thirds of engineering 
costs by working out of India 
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in software. Just like all chip 
manufacturing moved to Taiwan, 
all software ‘manufacturing’ 
could move to India. Products, 
which are conceived anywhere in 
the world, could be designed, 
built, tested, maintained, sup- 
ported and upgraded out of 
India. This could well be the 
next wave in the Indian Ir story. And it is breaking now. 

Just in case you think this is another one of those 
heart-warming Indian-rT-moves-up-the-value-chain 
piece, some quick numbers: between them, the 20 vc 
firms in question would have invested in about 1,000 
companies. If 50 per cent of them were to move 
work here, that is 500 new initiatives in the foreseeable 
future. If that sounds like an exaggeration, get on to the 
web. The website of Karnataka's Software Technology 
Parks of India claims that 79 MNCs have set up Indian 
operations in the past year in the state. Industry insiders 
reckon that 50 per cent of these are for product deve- 
lopment. That is about 40 software product companies 
setting up shop in Karnataka alone in the past year. 
And the wave is just breaking. 

At the vanguard of this trend is, typically, a vc- 
funded US-based start-up with annual sales of $20-30 
million (Rs 92-138 crore). Such companies either 
set up their own development centre in India or 
work with an Indian partner. And they have a 20-30 
member engineering team. *We have interacted with 


CEO/NetDevices 


More than 60 per cent of 
his $15-million funded 
start-up's functions will 
be based in India 
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several large vCs and compa- 
nies they have funded. At least 
50 per cent of these companies 
either have a presence in India 
or plan to have one soon,” says 
Seenu Banda of NetDevices. He 
himself has just closed $15 mil- 
lion of funding. His company, 
which will build (remote) access 
equipment for large service providers, will have two- 
thirds of its business functions here. 

Russ Planitzer, CEO of Lazard Technology Partners, 
a New York-based $300-million (Rs 1,380 crore) 
fund says, “Splitting development between the US 
and India can halve the costs.” Other vcs echo this. 
Listen to Amit Shah, a partner at the California-based 
Artiman Ventures. “After the tech meltdown, VCs are 
looking for more efficient business plans. An India pres- 
ence becomes necessary,” he says. Even as he speaks, 
Opsource, a company in which Artiman has invested, 
is looking to acquire a company in India as a precur- 
sor to setting up a development centre. 

[t isn't just the smaller VCs; even venerable names 
are hustling their companies to move here. Trawl for 
Jobs on the KP website. Portfolio company Centrata is 
hiring in Bangalore. Another, SEEC, an enterprise soft- 
ware company—kP partner Vinod Khosla is on its 
board—is in Hyderabad. Even kp’s hot-hot optical 
networking start-up Infinera—it has raised a whopping 
$130 million (Rs 703.8 crore) even after the bust—has 
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L VPN categories 


semiconductor companies 


al flow management software 
f terprises 


yare contract manufacturing 
ugistics, Broadvision, and Merant 


forking products 


zal networking equipment 


a team in Bangalore. NEA-funded companies Neoteris, 
fe Atheros, Magma Automation and Ensim are in India 
. too. As is na s Netscaler. 


Eastward Ho, But Why? 
slipping valuations and the resultant need to stretch the 
“dollar is the answer. “Recent deals like McData's 
- . acquisition of Nishan Systems and the Veritas acquisi- 
Ys tion (of Jareva Technologies) have earned VCs just 
. about what they invested or two-to-three times the i in- 
 vestment. We expect five-to-six times the investment,” 
ints out Ganapathy Subramanian of Jumpstartup, a 
ingalore-based vc firm. McData paid $83 million (Rs 
ore) i cash and $2 million ue 9.2 oo in 











GU tá J ine to india? he says. “Oh, it’s an 
. absolute fad out here; VCs are practically compelling 
| their « companies to go to India,” says Krishna Kolluri 
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From New Path Ventures, : an 


$8 million from Westbridge, PME 
Neocarta 


$37. 5 million from the Barksdale Group: 
NEA and Battery Ventures 


vC details not available 





$1 million from Intel - un 
Capital and strategic investor 


$16 mn from: Westbridge capital among others. | 









Funded by JP Morgan and Valcon Ventures— | 
about $80 million 


Part of the Symphony Wei py Group 
founded by Romesh Wadhwani 





$15 million SUE A o 
Comventures, Artiman Ventures and 
Columbia Capital — | 


Self-funded - 


$130 million from Kleiner Perkins, | 
Mobius Venture Capital, Benchmark Cia EMT 
and Aba Pvt Equity among oet: icc 





of Neoteris. He has just ied up $35 milia Rsh 161 
crore) from vcs. His three-odd-year-old firm Neoteris 
has had India on its business plan from. day one. 
Already, a team of 30 is based in the country, work- 
ing on core product development. 


A New Ecosystem 
All this is creating a new ecosystem in x india Banik 
based Erasmic Consulting, along with CareerNet, offers 
to “build, operationalise and hand over a (development) 
centre in 120 days”. Erasmic was a set up by a couple 
of 23-year-old i-i graduates. “These companies 
need high-end talent, typically of the IIT or REC (regional 
engineering college) variety," says Gururaj Potnis, one 
of the co-founders. Potnis claims that one new MNCis —. 
setting up shop in Bangalore every four days and that: 
he himself is talking to 10 potential c clients. | | 770 
Then there are consultants, investment bankers, — 
and others who only deal with small IT compa- - 
nies, all specialised, and all in the midst of fre- 
netic activity. Overseas companies want to buy ; 
Indian companies; and Indian. companies are 2 
looking for product companies overseas. . P 
Also part of the ecosystem are US-India corridor vcs 
like West Bridge that only invest in US-based start-ups 
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that have their entire engineering team based in India. 
And HR consultants are on an overdrive. All these vcs 
need help setting up development centres here. 
Ranjan Chak, the man who set up Oracle's devel- 
opment centre in Hyderabad, has been made a partner 
at Oak ventures, a firm with $4.2 billion (Rs 19,320 
crore) in committed capital. *My role will be to work 
with the US parent as well as the Indian subsidiary or 
third party," says Chak. Oak investees that want to 
come to India range from very small companies to 
those with several tens of millions of dollars in revenue. 
Around 10 Oak companies already have some presence 
in India. The most recent entrant is Aventail, a company 
that specialised in security for virtual private networks. 


Software Contract Manufacturing 

By far, the most interesting members of this emerg- 
ing ecosystem are a new breed of IT services com- 
panies that are, in effect, software product factories 
on hire. These are willing 
to work with any prod- 
uct company in areas of 
their expertise. Bangal- 
ore-based Symphony 
Services is one such. It 
was founded by Romesh 
Wadhwani, who sold his 
in-bound supply chain 
company Aspect to 12 in a $9.3-billion (Rs 42,780 
crore) mega deal in tech's go-go days. Wadhwani also 
runs a fund that buys large stakes in product com- 
panies overseas and offshore development, mainte- 
nance, and support back to Bangalore. 

Bob Evans, CEO, Symphony Services, justifies this 
business model. “Commercial software companies 
spend 40-50 per cent of their revenues on product de- 
velopment, professional services, customer support 
and selected general and administrative functions. 
We've been able to reduce our client's costs in these are- 
as by 40 per cent. Their operating margins have gone 
up 16-20 percentage points," he says. 

Symphony is not alone. The Hyderabad-based 
development centre of Portal Player—market players 
say it developed the software for Apple's cool iPod, but 
the company won't confirm it—has entered this 
game. “We recognised the demand for product 
development, changed our equity structure, and re- 
named ourselves Pinexe. We will work with anyone 
wanting to develop consumer electronics software," 
says J.A. Chowdary, CEO, Pinexe, and former head of 
stp! Hyderabad. Shyam Senthar of Avendus Advisors 
estimates that there are 15 companies in the country 
in this game. He rattles off names—Apar Infotech, 
Aspire Systems, Core Objects, EQ Technologies, Mom- 


J.A. Chowdary 
CEO/Pinexe 


Pinexe will build software 
products for consumer electronics. 
Its market: the world 





emtum Technologies, 
Rave Technologies, and 
Cybage—all, with rev- 
enues in the $4-5 million 
(Rs 18.4-23 crore) range. 
Pune-based Sudha Kumar, 
an ex-Infoscian who now 
runs Prayag Consulting, 
does one better: she estimates that there would be 15 
such companies in Bangalore alone! 

Cranes Software follows a variation of this model. 
It buys out scientific software products, giving the 
original author a stake and a development team in 
Bangalore. It has bought out Systat, a statistical 
package from spss, and put together a team that 
includes the Indian Statistical Institute's T. Kri- 
shnan to develop a new version. 


Where Is The Manpower? 

The hitch is that product development requires a dif- 
ferent kind of skill. Where will that expertise going to 
come from? “Biggies like IBM, Microsoft, Intel, Oracle, 
and Sun too are moving a lot of their product devel- 
opment offshore. They will train people and create the 
base," says Prayag's Kumar. 

The next wave is certain to attract criticism. A lot 
of ink will be wasted on how India does grunt work 
for brands and intellectual property that belongs 
somewhere else. But picture this. A whole new gen- 
eration here will not only have been on the roller- 
coaster ride of a product company, but will know the 
pulse of the market. It would have learnt to see the op- 
portunities. Now in classic marketing, isn't that how 
you come up with a new product? @ 
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Making fine distinctions: (From left) Deepak Ghaisas, CEO, i-flex Solutions, with moderator Neel Chatterjee, Regional 
Head (Corporate Affairs), Standard Chartered Bank, and Ravi Ramu, CFO, Mphasis BFL 
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'Have we sold software skills as a commodity, not as a product or brand?' 
Deepak Ghaisas spoke for the motion, and Ravi Ramu against. 


P7371 HE BT CROSSFIRE IN 
^ WM Bangalore, held at the 
Taj West End, had the 
audience all ears. This, 
after all, was India's 
software capital, and a city with a 
reputation of talking zeros and ones 
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even on the phone. The Crossfire 
debate, though, was in the plain 
lingua franca of business: English. 
And the issue was a blunt, ‘Have we 
sold Indian software skills as a 
commodity, not as a product or 
brand?’ Ranged against each other 


were not a couple of supergeeks, but 
two of India’s best known finan- 
cial-wizards-turned-software-hon- 
chos: Ravi Ramu, CFO of the serv- 
ices outfit Mphasis BFL Ltd, and 
Deepak Ghaisas, CEO and CFO of 
i-flex Solutions, marketer of 


FlexCube banking packages. 

Egging them on to go for each 
other's throats was moderator Neel 
Chatterjee of Standard Chartered, 
despite everyone's hunch that the 
biggest throatshare that evening 
would go to Royal Challenge, the 
debate's sponsor. 

Anyhow, Chatterjee threw open 
the debate with the observation that 
both the speakers' first names 
broadly mean ‘light’, but while 
Deepak (‘lamp’) is packaged light, 
Ravi (‘sun’) is generic. 

Ghaisas pointed out that Neel 
means ‘blue’, and hoped that equa- 
nimity would prevail, before making 
his case: That the Indian software 
sector had commoditised itself by 
operating on the mantra of ‘low, 
lower and lowest cost’. While PC- 
making Taiwan and toy-making 
China have more than a fourth of 
the world market in their target are- 
as, he said, India had just 3 per cent 
of the world market for IT services 
and products—for all the chest- 
thumping. “India is known more as 
a sweatshop,” he said, popping many 
an illusion, *a bodyshop to get good 
quality work done, but at cheap 
rates." This, despite hosting 40 of the 
60 companies worldwide with ‘SEI 
CMM Level 5' certification, a con- 
sistency tag with which exporters 
have impressed themselves, but 
which begets no premium. They, 
like Raj-time raw material exporters, 
add very little consumer-end value. 

The real game, argued Ghaisas, is 
intellectual property. Brands. And 
this sort of asset creation is the act- 
ual challenge. “This failure to create 
brands is why they have to work at 
$17-22 per hour. Whereas it might 
have cost $1.3 billion for Microsoft 
to create the first copy of Windows, 
all subsequent copies cost it a mere 
$3. This is the way to go.” Alas, 
it’s an age-old failing, he sighed. 
Had India patented the zero, he 
elaborated, it could have earned 
royalty for the entire binary sys- 
tem—and computer age. 





“India is Known as a 
bodyshop to get good 
quality work done, but at 


cheap rates” 


DEEPAK GHAISAS 
CEO, i-flex Solutions 





“MNCs rushing in to take 
advantage of our abilities 
is a vindication of our 


Served From India brand” 


RAVI RAMU 
CFO, Mphasis BFL 


IT Is It, IT Is It 

In response, Ramu contended that if 
there’s anything which India has 
successfully branded and been 
branded for, “IT is it, IT is it.” The 
very quality of Indian services has 
created an image—a mark of trust 
and promise of consistency, which, 
in itself, is branding, package or no 
package. Ramu proclaimed the days 
of “techno coolies” over, with the 
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‘slave’ becoming ‘sultan’, reminiscent 
of a Delhi dynasty. And he swelled 
his chest in honour of the indus- 
try’s pride in its “Triple B bonanza’ 
of brains, bandwidth and bottom- 
line. “We might have started off 
with maintenance work, graduated 
through the Y2K opportunity and 
taken advantage of the internet rev- 
olution. But the very fact that MNCs 
are rushing here to take advantage 
of our abilities is a vindication of our 
Served From India brand.” Besides, 
he added, the services business is 
less risky than the brand business. 

Quoting the NRI entrepreneur 
Kanwal Rekhi, Ramu asserted that 
things have changed so much that 
any knowledge sector industry has 
to perforce integrate itself with 
India, or perish. All thanks to the 
Indian software services sector’s 
power in the world. 

The result: it's not just Ja; Jawan 
and Jai Kisan, but Jai 'Software 
Engineer' as well. This, he pro- 
posed, ought to be made part of 
the Indian national consciousness. 


Coexistence And Competence 

So, should India stick with serv- 
ices? An IBM software engineer in 
the audience wanted to know. Not 
at all, replied Ghaisas, there's space 
for both service and product com- 
panies, but successful product com- 
panies could make better margins. 
Ramu agreed on the coexistence 
part, but reiterated that India's real 
competence lay in services. 

Another member of the audi- 
ence wanted to know the way ahead 
for the Indian IT sector. 

The current industry trajec- 
tory’s fine, said Ramu, expecting 
exporters to concentrate on the 
added breadth of services in the 
years ahead. Ghaisas, on the other 
hand, urged value-addition—sum- 
moning the courage and making a 
leap for the high-stakes game of 
marketing shrink-wrapped prod- 
ucts. Mere facility with the zeros 
and ones is not good enough. Ef 
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The BT-Standard Chartered Acumen 2003, the search for the sharpest B-school minds, 





kicked off in Delhi, in association with TCS, with a quiz and debate fest. 










wit-matching standards the Northern — =" 
region's B-schools set for the 7 
Business Today-Standard Chartered 


|: WAS JUST AN APPETISER. BUT GOING BY THE 


Acumen 2003: The National B-school Challenge, Nyy 2 
in association with Tata Consultancy Services — 


(TCS), it's going to be one heck of a final. The kick-off 
round of the all-India quiz-cum-debate contest attrac- 
ted 34 B-schools, lured by glory and the grand prize of 
a two-week summer course at Middlesex University, 
London, apart from laptops from H-P and assorted 
prizes from Park Avenue and Fast Track. 

Day One, held at the Amity Business School, Noida, 
an institution keen on an interface with today's realm 
of business, had B-schools sparring with one another to 


FMS all the way: (Top, from left) Winners Abhilin Mukherjee, 
Anindya Sen, Sidharth Kshatriya and Gaurav Mishra; 
(Bottom) Quiz master Joy Bhattacharya plays to an 
enthusiastic gallery at Amity B-school 
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. quality for the next day’s contests. The home 
. team, Amity, got knocked out at this 
stage, despite some feisty perform- 
e ances and roaring crowd support— 
* roused by moderator Rathin Bose's wit. 
: Cut to Day Two, at Amity's basement audi- 
torium. The first debate qualifier was marked by all the 
din and babble of a full-house. The topic: *Manu- 
facturing is the key for the growth of an economy’. 
Delhi's Jagan Institute of Management Studies (JIMS) 
spoke for, and Delhi University’s Faculty of Manage- 
ment Studies (FMS) against the motion. FMS came 
through, as the JIMS duo failed to adapt their argument 
to the Indian context. The next debate: ‘Management 
means control’. Institute of Management Technology 
(IMT), Ghaziabad spoke for, the Indian Institute of 
Management, Lucknow (IIM-L) against, with the latter 
struggling for conviction under the onslaught of posers 
from the judges and even the audience (suitably rew- 
arded with instant prizes from the sponsors). 

The North zone's debate final saw Abhilin Muk- 
herjee and Sidharth Kshatriya from FMS up against 
IMT's Vidhi Agarwal and Nitin Kumar. The topic: 
‘Differentiation does not matter any more’. Both 
teams struggled with this rather fuzzy topic, but that 
didn't deter them from firing salvos at each other. 
‘Differentiating your product is futile in a world 
of imitators. What matters is speed," argued IMT. 
“One size doesn't fit all. Respect the diverse needs of 
your customers,” said FMS. The latter prevailed. 

The quiz, conducted by cricket show host Joy 
Bhattacharya, had some interesting trivia. Taut nerves 
and stage-fright claimed their victims. Anustup Dutta of 
Quizicians who formulated the questions, winced 
every time a sitter was missed. The luck of the draw was 
against Delhi’s Indian Institute of Foreign Trade (IFT), 

= which got some real tough nuts. But at the end, it 
* was Anindya Sen and Gaurav Mishra from FMS who 
claimed unambiguous victory. So there: a clean sweep 
for Delhi's best known B-school in the North qualifiers. 
* Will FMs win the finals? Watch this space. 
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-=> the interest rate movement has imme 


technical assistance and loan c 


<- HDFC, ever since its inception, has always strived 
to provide the best of options to its customers. 
It is the first bank to offer variable rate loans in 
July 1999, as a result, there has been a continuous 
. drop of interest rates from the levels of 15% to 
the current levels of 10%. Its expertise 


its customers. 


With a large network of over 130 off 
80 locations, a customer can apply 
anywhere. The loan can be servic 
HDFC offices. It also provides 

approving the loan even though th 
purchased may not have been selec 
The value added services like in-h 


= helped empower the customers de 
. The process being so seamless that th 
-. does not even realize that there was some legal 
and technical process he/she had gone through. 
What more, one can have more than one loan 
- simultaneously from HDFC. 


CENTRAL BANK OF INDIA ——— 


Central Bank of India, established in 1911 with 
only one motive in mind 'to upgrade the lives and 
living standard of its customers' has really come 


up a long way. Serving the people with pioneering: _ 
. services and innovative and unique banking 
. activities, it has more than proved its. mettle. y 
— Its philosophy - you lay the foundation: 


dream home, we provide the me 


— dt - has shaped up the dreams of: fm nee its 


customers into concrete reality. 


The ever ready, obliging and Hendy team aw 
Central Bank of India has increased the customer’ qe 
confidence with its wide-ranging Home Loan 
Policies for the individual salaried employees . 
From loans for construction/acquiring of new 


or existing home to loans for extension/alteration 
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HDFC's continuously launched innovative 
products like the Home Improvement Loans, 
Home Extension Loans, Home Conversion Loans, 
Top-Loans...with special concessions under the 
loyalty programme has been received with 
indous response and appreciation. Moreover, 
ent facilities like customized loan 
p up repayment, flexible loan 
n, balloon payment, accelerated 
th other highlights of HDFC Home 


dest range of flexible home loan 
nce transfer facility, options to 
schemes, counseling and advisory 
quiring property, etc. has attracted 
fe of home buyers, immensely. 


ork of branches all over India and 
with over 25 years of zi 
has Wade HDFC a name to reckon with. 


For Total Housing Solutions rely upon HDFC. 
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in existing flat or house to loans for 


repairs/renovations etc. everything is available. 
The quantum of loan is infinite but certain 
guideline has to be followed. Rules for repayment 
8 are ‘simple as well as easy on pockets. 
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TDS. Income of spouse can also be included. The expected 
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Housing loans will also be granted for purchase of old houses 
which are not more than 15 years old. - 








| HO JSING LOANS 


Trost Us To'Understand Your Needs. Always ! Repayment by. way of Equated Monthly installments (EMI). - 
-—7" For applicants upto 45 years of age: 240 months. js E 
For applicants above 45 years ot tage: 180 months: s i ul 











| STATE BANK OF HYDERABAD 


Gar wer uz. anm - in the forefront of Service * Please visit us at www. cuiii come SBH eipline 1 1600-3340554 

































nS CEA Ue versity Ahmedabad, Bangalore, Bhilai, 


Bhubaneswar, Chandigarh, ' | ! | 4 S 1 À 
Chennai, Dehradun, Gurgaon, | E. 
Hyderabad, Indore, Jaipur, Kochi, 2004 | o6 TT 
BUSINESS SCHOOL| Folks Mumbai, Pune & Ranchi EE ehe aches ot 
| Highlights 


4 Two year Full-time Campus-based Program +è Management Research Project in the 6" Temi. — 
+ Concurrent Programs: CFA, CPA, CBM, CHA & C-RIM € Extensive Co-curricular activities 
-$ Emphasis on Case-based Learning 






; <+ Competent and Committed Faculty € 100% placements with Blue-Chip organizations 
- Fully equipped computer labs & libraries € Growing alumni network with over 3600 members 
. * Unique 16-week Summer Internship Program + Global affiliations, including AACSB 














ICFAI Business School Ranked among Top B-Schools Elective Streams Ki 





= Ist Rank among Private B-Schools > Marketing p Accounting mE 
m Ist Rank in Faculty Strength b Finance rr 
€ Ist Rank in Student Strength Peanking 
: : b HRM e E, 
€ 6th Rank in Intellectual Capital d b insurance 
= 7th Rank among the Non-lIM B-Schools Dacicus Eien 
™ 8th Rank in Academic Environs FIT & Systems D 
= 9th Rank in Industry Interface > International Business P Entrepreneurship 


| | Source: Various B-Schoo! Surveys. TURNIER E NEUEN MER Fo) Oe ERS NEES eee oe ECT RR RES i P 
| Eligibility: e Graduates (Any discipline, English Medium) with 50% Selection : Based on IBS Admission Test (IBSAT) and Interviews |. 
| and above. e Final year students of Engineering/Degree Courses. — (GMAT scores are also accepted). | 
| Financial Aid 

.u Merit scholarships up to Rs.2,00,000 = Educational Loans from SBI & other banks œ Stipen 


| IBS Admission Test (IBSAT) 2003: December 21, 2003 (Sunday) ! 
At 60 Test Centers all over India 











dary Assignments / Assistantships | 






Visit us at: WWW.icfai.org/ibsa 


For Prospectus & Application at Special Price of Rs.900, please submit the Savings Coupon given below at any of the following places : 


= State Bank of India Branches: (By Cash only) : Hyderabad (Koti, Hyd. University, Begumpet, Kukatpally}, Tirupati: Vijayawada (BRP Road) Vis 

(Main); Bangalore (Main, Frazer Town, Malleswaram, Sheshadripurm, Jayanagar); Mangalore (Port Road); Mysore (New Sayyaji Road). Calicut i 

Cochin (MG Road); Kottayam (KK Road}. Trivandrum (MG Road); Chennai (Anna Salai, Adayar, Anna Nagar, Tambaram). Coimbatore (Slate Bank Road): Madur | 

Street); Pondicherry (Rue Suffren); Goa (Panaji Main); Ahmedabad (Lal Darwaja), Vadodara (Mandvi! Mumbai (Main, Shivaji Park, Ghatkopar, Borivii, Andheri Dar 

Kalyan), Nagpur (Sardar Vallavbhai Patel Rd.); Navi Mumbai (Konkan Bhawan). Pune (Ambedkar Road): Thane (Main, NS Bose Road): Bhilai (Sector-TY Du 

Raipur (Jaistambh Chowk), Bhopal (Main, TT Nagar}; Gwalior (Baada, Lashkar). Indore (Near GPO): Jabalpur (Main, Civil Lines}; Jaipur {Kanwar Nagar). Jodhpur 

(Main, High Court Campus). Kota (Main, LIC Building), Udaipur (Main, Hospital Road); Chandigarh (Punjab University. Sector-17); Mohali (SAS Nagar), New Delhi (University 

Campus, Nehru Place, Shahadra, Rohini, Bhikaji Kama Place, Mukherjee Nagar), Gurgaon {DLF Qutub Enclave). Amritsar {Batala Road), Jalandhar (Civil Lines): 

Ludhiana (Civil Lines), Agra (Main, Chipitola); Aligarh (Main), Allahabad (Allahabad University Campus), Kanpur (Main, The Mail): Lucknow (Moti Mahal, Gomli Nagar}: 

Meerut (Begum Bridge); Noida (Commercial Branch, Dharam Place Complex); Varanasi (Main, Kutchehry), Dehradun (Rajpur Road). Guwahati (Pan Bazar), Gaya (AÁnugrahpan $^ 

Colony); Patna (West Gandhi Maidan); Jamshedpur, Ranchi (Court Compound). Berhampur, Bhubaneswar (Near Capital Police Station): Cuttack (Collectorate Compound: E 

Durgapur (Durgapur Steel Project}; Kolkata (Main, Strand Road, Rasbihari Avenue): Siliguri (Commercial Building, Skystar Building). P oc 

‘™ Syndicate Bank Branches (By Cash only): Hyderabad (KPHB Colony, Chaitanyapuri X Rds); Vijayawada (Siddartha Nagar}: Visakhapatnam | 
(Daba Gardens), Bangalore (Fraser Town, Bull Temple Rd., DVG Road); Mangalore {Kulur Ferry Ra): Mysore (KH Circle), Calicut (Cherooty Fid.j; Cochin (Muthoot Towers; 1o 
Kottayam (Baker Junction), Trivandrum (Opp. SL Theatres); Chennai (Annanagar, Egmore, Mount Rd., Thyagaraya Nagar}, Coimbatore (Sri Kumaran Mills Compound: Madurai q3- 

(Palace Rd), Ahmedabad (Ashram Rd.), Vadodara (Alkapurij; Mumbai (Chembur, Dadar. Ville Parle). Nagpur (Gandhibagh), Pune {Laxmi Ad} Sholapur (Hotgi Ad.) Bhilai | 

| (GE. Road), Bhopal (Berasia Road); Gwalior (Jayndraganj, Lashkar}, Indore (Rajwada Chowk}; Jaipur (M ! Road), Jodhpur (Devender Shinghvi Marg). Udaipur {Bapu Bazar; 1 

| Chandigarh (Bank Square), New Delhi (Daula Kuan, Nehru Place} Ludhiana (Nr. Clock Tower); Agra (Sanjay Place), Kanpui (Hanjinder Nagary Lucknow (Aminabad) Varanasi. 1 

. (Chetganj), Dehradun {Rajpur Rd.); Patna (Fraser Rid.); Jamshedpur (Monument Rd.J; Ranchi (Laji Rid. Durgapur (Benachity: Kolkata (Esplanade, Jadavpur). 

a ICFAI University Study Centers (By Cash/DD): Agra: 2527035; Ahmedabad: 6562458; Aimer: 2622707; Allahabad: 2420255; Anantapur 240334; Aurangabad: | 

|  9624774/75; Bangalore-infantry Road: 2899-363/262; Jayanagar. 6991202; Bhopal: 5277253, 2576975; Bhubaneswar: 2505203/04; Chandigarh: 381128, 749504; 

.. Chennai - Adayar. 24405944/55; Nungambakkam: 28235633/88; Coimbatore: 2541190; Dehradun: 2654002/03; Faridabad: 5070464; Goa: 2437050; Gorur 2238958; 
Gurgaon: 222-3595/5556; Gwalior: 2322273; Hubli: 2371738; Hyderabad-CPAD : 2343531922: Vidyanagar. 27630356; Indore: 206-9003/8247; Jabalpur: 5066BBG; Jaipu 
23-63695, 73689; Jalandhar. 5074769; Jamshedpur, 2434957; Kakinada: 2387772; Kanpur. 23309121145; Kochi: 23-69763, 82294: Kolhapur: 2055142; Kolkata: Baffvgum 
Circular Road : 228-73161/17802; Laketown. 25341172; Kurnool: 249811; Lucknow: 2204-205/559; Ludhiana: 2772593; Madurai: 2342169. Mangalore: 2432050; Meer 
3107512; Mumbai - Nariman Point. 22040888,22823173; Andheri (West): 2671-6563/8410; Mysore: 2543803. Nagpur: 2564314, 2547124; Nasik: 2570413, Nellore: 
2301222; New Delhi: 23739157/169; Noida: 2592410, 2516024: Patna: 2237942; Pondicherry : 2911211, Pune: 4026975/76; Rajkot: 2482684: Raipur 3061361; 

Rajahmundry: 2448813; Ranchi: 2306922; Siliguri: 2524079; Surat: 2650485; Thane: 253-82659/75836; Tirupati: 5561058; Trivandrum. 2320883; Udaipur 5102254: 

Vadodara: 2341780, 5540299; Varanasi:222-6320/6439; Vijayawada: 2473620, 5563620; Visakhapatnam: 2752653; Warangal: 2552610. 


avail Saving offer for IBS Prospectus please cut & submit this coupon at any of the places given above or send to CPAD, Hyderabad. 
PE geo Rent ane E ) ra CTS VEDO curd atio EE MEANE NIE ae puts ette russe cri et sac et ta p ota t MEE hor ! dg sis 



















ET 


or 








VER WONDERED WHY INVESTORS 
prefer software plays over hard- 
ware stocks? Several hardware 
firms—among them HCL Infosys- 
tems and Moser Baer—are growing faster 
than some of the fancied software firms that 
everyone who can spell ‘returns’ forever 
seems to be running after. Yet, the PE ratios of 
these poor hardware stocks remain abysmal. Ever 
wondered why? Well, the answer, or at least a large part 
of it, lies on a single page in the annual report: the cash 
flow statement (crs). While the balance sheet and 
profit/loss account are supposed to offer a snapshot fin- 
ancial summary of any business, the CFS enjoys a special 
status as a much thumbed-to page. 

If you haven’t bothered about it so far, it’s about time 
you did. It explains a lot of the action on the markets. 
Run through the crss of Infosys, Wipro and other 
such stars, and you'll see ample cash surpluses even af- 
ter the allocation of funds for expansions. Infosys, for 
example, recorded cash from operations of over Rs 645 
crore last year, that too, after an outflow of over 
Rs 162 crore towards expan- 
sion. Hardware 


RAJAT BARAN 


Cash flows are a 
neat way to 
determine a 

business’ health 


Watching Cash 


company Moser Baer, in contrast, is cash- 
strapped. It does not have sufficient int- 
ernal accruals to fund its expansion, and 
has been raising large amounts of debt to 
engineer growth for itself. 
Look at a wider set of data and you 
may well conclude that the ‘cost of stay- 
ing in business’, in Peter Drucker’s memo- 
rable phrase, is higher for hardware firms— 
which need to keep ploughing cash into equipment 
and the like to beat obsolescence. Software firms, in 
contrast, often have more cash than they know 
what to do with. They are what CEOs everywhere 
want their companies to be: cash-rich. 


Cash First, Tango Later 
Free cash flow is literally what it sounds like. It is 
nothing but the money that a company has taken in 
over a given period, and has on its books after accoun- 
ting for the expenses that involve a monetary 
outflow. This last part requires some clarifi- 
cation. Raw materials, office rents, staff 
salaries, media expenses, interest and so 
on are payments that must be made. 
Depreciation, however, is à notional 
charge (set aside for asset 
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Cash Flow 









Fi gutes in Rs crore 


For financial year ending March 31, 20035 HLL figures for financial year 
cone December 31, 2002 © 












ilar operations or aaas its investments and i 
ancial activities. How it comes is not the issue. That it 
-can be put to good use, is. “The free cash flow pa- 
 rameter for investment. gives you a clear picture of 
the distributable cash the company has,” says Gurunath 
Mudlapur, Head of Research, Khandwala Securities. 
To dividend-seeking shareholders, that's reason 
ough to pay attention to the crs. After all, it is 
money Hr all dividends must flow. A cash- 























analytical : woli to e Kod d any ai 
. Not to argue against such time-tested analytical pa- 
 rameters as earnings per share (EPS) and—based on. 
it—the PE ratio (the price relative to earnings). 
There is no denying that these metrics serve as vi- 
"es inputs in stock selection decisions. The challenge 
of investing, however, is not to go by the price— 
.or even relative-to- -earnings price—but by an 
analysis of the company's future prospects. 


















cash flow statements 
beta risk analysis 
lemon stocks 


There are lots of reasons why investors opt for certain 
stocks to put their money on. But cash flows? 
BY SHILPA NAYAK 






































And here, the crs finds its not-so-obvious relevance. 
"Free cash flow is of utmost importance while 
analysing companies,” elaborates Motilal Oswal, 
Chairman. and Managing Director, Motilal Oswal 
Securities, “since one can gauge how much cash the 
company has to re-deploy in the business so as to gen- 
erate better returns on capital in the future.” 

Not just that, the CFs is a neat way to determine the 

business’ actual health. The reasoning: even if the 
company grosses enough profits and has a decent 
marketshare, if it isn’t making enough cash for furure 
deployment, all may not be hunky-dory. Some analysts 
even see CFS as a more authentic picture of what's hap- 
pening at a company than the P/L account. This is 
because cash records are not as easily manipulated, by 
and large. Yet-to-be-realised revenues, for instance, can- 
not be part of the crs. This sort of thing can make the 
P/L account look good (all it means is an equivalent sum 
in the ‘receivables’ portion of the balance sheet), but can- 
not get past the stricter CFS norms. 

Depreciation is the other strange part of the wr 
account that gives it its synthetic touch. Now, this is a 
sum that's supposed to be deducted from the profit calcu- 
lations as money intended for the upkeep of machinery 
and the like. The rate at which this i is done, however, 
is government-mandated, and has no connection with 


MARKET CAP TOPPERS AND THEIR CASH 


_ Company Name Market Cap. Cash Flow 








Figures in Rs crore 
All market cap figures for March 31, 2003 except those of HLL 
and Ranbaxy | 
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words, “Profit is an opinion, cash is fact.” 


it p 


Rs crore 


Ban 


igures in 


- 


F 





For financial year ending March 31, 2003 


2003 


28 


DK 


MB 


SEPTE 


SS TODAY 


SINT 


3 
El 


98 nt 


















eu 
Az 









HEN A STOCKMARKET PLAYER 
bandies the V-word, don’t 
naturally expect whoops of 

joy to follow. More often than not, V 

is for ‘volatility’, and this can be scary. 

Infosys’ stock, for example, crashed 

by 27 per cent in one single day on 

April 10, 2003. And then made a 

comeback. Then down again. And up. 

Down. Up. And so on. 

Did someone make money on it? 
Sure. Many saw a ‘buy’ opportu- 
nity. But many others got badly rat- 

. A ded. And telling them that risk is 

«  risk—it’s in the very nature of equi- 

ties—isn't any consolation. | 

As stock volatility increases, the 
real winners over a sustained period 
are likely to be those who've got 
their risks nicely worked out. The 
good news is that you could join the 
game too. You can start by getting a 
fix on risk and volatility. 


Analyse Volatility 


For the purpose of analysis, experts 
tend to divide all equity risk into 
two broad categories—systemic risk, 
which relates to the entire market, 
and unsystemic risk, which has to 











You must have heard the term bandied about 
on TV or in stock chat-rooms. Well, here's 
what the 'beta' measure is all about, and how 
it can help you. By NARENDRA NATHAN 


do with the individual firm. 

The impact of firm-specific risks 
can be reduced, overall, through port- 
folio diversification. The more varied 
the stocks in a portfolio, the less likely 


that every firm will take a hit simulta-. 


neously. Also, rigorous company analy- 
sis can also help identify company- 
specific risk factors. So, an investor 
can use a carefully constituted and 





well-diversified portfolio to insulate 


(in theory, at least) the investment as a 
whole against unsystemic crashes. 

The bigger headache, typically, is 
systemic risk—the classic example of 
which is the extreme case of a nuclear 
strike. Of course, it is mostly the much- 
less-ghoulish market shocks that an 
investor must deal with. Yet, regardless 
of how far 'ground zero' may be, 
there's no escaping the havoc systemic 
risk creates for stock prices. 


Role Of Regression 

Wait, did somebody say there's noth- 
ing you can do against systemic risk? 
That's true in theory. But in actual 
practice, it's impossible to make clear 
distinctions between the types of 
risk influencing a stock. Prices just go 


VA risk-averse long-term investor 
should go for low beta stocks" 


Nimish Shah, Director, Parag Parikh Financial Advisory Services 
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up and' down, that's it, without the courtesy of 
an explanation for their behaviour. 

‘What an investor can measure, however, is a 

stock's volatility—relative to the market index. 
This, according to Errol D' Souza, Senior Vice 
President, psp Merrill Lynch, is precisely what the 
‘beta’ measure does. 
—— Simply put, a stock’s ‘beta’ measures how much 
its price varies in step with the index, as a ratio of 
how much the index alone varies, over a period of 
time. Not so simply put, a stock’s beta is the ratio of 
the stock-index ‘co-variance’ (average of the prod- 
ucts of the stock’s and index’s deviations from their 
means), to the index’s ‘variance’ (average of squared 
deviations from the index’s mean). 

Those acquainted with elementary statistics would 
recognise it as a tool called regression analysis. The 
data points are typically recorded daily, at the close 
of trading, with the total distribution period (for 
which the stock and index means must be calculated) 
ranging over several months. “It is better to take a 
long time period,” says Nimish Shah, Director, Parag 
Parikh Financial Advisory Services, “but don’t go too 
long as the old data points may lose relevance. In the 
Indian context, one to two years is ideal.” 


“Betas can give wrong results if th 
security is not traded frequently 
Errol D’ Souza, Senior Vice President, DSP Merrill Lynch 






Now Get Discerning 
In theory, a perfect beta of 1 
implies that the stock moves pre- 
cisely in step with the index. But 
this is not a correlation coeffi- 
cient, mind you. It is a ratio. A 
beta can be more than 1, imply- 
ing that the stock is more volatile than the index. Some 
stocks even have beta figures in excess of 2, such as 
Satyam, with a beta measure of 2.23 (with the BT-50 
as the index). Hindustan Lever, however, has a beta 
value of 0.94, Stocks with beta values lower than, say 
0.50 (example: Castrol), are stocks that are not only out 
of whack with the index, but are also relatively stable. 

Now, an investor who prefers making picks on 
the basis of broad market conditions would prefer < 
portfolio of beta stocks rotating around 1, generally. A 
dedicated tracker of companies, however, would pre- 
fer investing in either high or low beta stocks of the par- 
ticular firms he understands, with the high or low 
dependent on his risk-return preference. “If the investor 
is a risk-averse long-term player,” advises Shah, “he 
should go for low beta stocks, But the high risk taking 
trader can go for high beta stocks.” 

Before you adopt the beta, bear in mind that it is 


based on historical data, always an imperfect predic- 


tor of the future. Also, low betas are often indicators 
of low liquidity as much as low volatility, and many of 
these can become dead stocks. In other words, as 
Jigar Shah, Head of Research at KRC Research, cau- 
tions, “Beta should not be used on a standalone basis.” 
Being discerning involves more than statistics. E 
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'EVER MIND THE GATEWAY BOOM, NEVER MIND 

the jewellery market boom—the bulls ain't 

heard nothin’. Stock after stock soars. It’s a bull 
market, and a good time to look beyond the smoke- 
screens. At all these unknown stocks, for instance, 
that've emerged from nowhere and are sizzling away. 
You've heard of one Satyam Computer Services, yes, but 
Satyam Cement? It’s losing money. But if you had 
put a 25-paise coin—its share price—on March 1, 
you could have turned it into Rs 4.07 by August end, a 
gain of 1,528 per cent. A lemon? Who knows? 

And Satyam Cement is far from lonely. Of the 859- 
odd companies that traded below Rs 5 six months 
ago, as many as 612 have delivered returns of more than 
20 per cent. No wonder they've seen their trading vol- 
umes zoom. Parag Parikh, CEO, Parag Parikh Financial 
Services, isn’t surprised. “Everyone starts buying stocks 
in a bull market like there is no other place to invest,” 
he sighs, sounding off a caveat emptor warning, “This 
can't be called ‘investing’; it’s crowd behaviour at work. 


IO Volume Sizzlers 





Traded Traded 
Quantity Quantity — Changein ^ — Risein 
Company Mar 1. 2003 Aug 31. 2003 price (90) Volume (5) | 








Innovision 
E-Commerce 





83,102 -25 





8,30,920 





6 36535 75  6,08,817 








SGN Telecoms 1 4501 73 450,000 


Traded quantity in number of shares n.a.: not available 
These charts rank only those stocks that were trading below Rs 5 on March 1, 2003 





Just who are these guys? What are these unheard of under-Rs 5 stocks that are sizzling away 
at the bourses? Investors, watch out. By SHILPA NAYAK 


And when retail investors burn their fingers, they blame 
everyone from brokers to the government.” 

The floor-scraping prices are often the chief att- 
raction of these stocks. Even their performance reports 
seem suspiciously timed to capture market sentiment. 
Take Alka India. For the quarter ended March 2003, it 
reported a loss of Rs 31 lakh on sales of Rs 1.9 crore. 
The next quarter, it netted Rs 3.8 crore in profit on sales 
of Rs 25.8 crore! Traded volumes jumped from 50,000 
to 1.6 million shares, and the price skyrocketed. 

The under Rs 5 stocks have their uses. Promoters, for 
example, can cash in on a run on their stocks, and 
often use tricks such as stock-splits, just to make their 
scrips look cheap. Traders, meanwhile, are always 
aplenty willing to bet on the ‘greater fool t 1eory' (that 
once upward momentum is created, someone else will 
buy the shares off them). Smart. Except that this is a 
zero-sum game that will, ultimately, cause injury. It's alw- 
ays better to stick with scientific reality—even if the wise 
have diverse interpretations of the nitty-gritties. 


Price Zoomers 
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MEG WHITMAN 
CEO, eBay 








Of Subtle 
Supervision 


EG WHITMAN WON'T BE CAUGHT TELLING A 
web-surfer why he needs another pet 
rock. She won’t be caught telling cus- 
tomers much at all, actually. She prefers listening. 
And she runs a dotcom that’s still rocking. With a 
market cap, in fact, bigger than McDonald's. It’s the 
auction site eBay, which expects to make a cool 
$400 million this year on revenues of $2 billion. 
Whitman was brought in by eBay founder 
Pierre Omidyar in 1998, when profits were just $7 
million on revenues of $90 million—to profes- 
sionalise the growth trajectory. To ‘manage’ it. 
And for years, the young dotcommers at eBay 
wondered if they’d been had. This was, after all, a 
terrific idea to start with, a self-exponential growth 
engine, its usefulness growing as a square of its 
user base. A market for anything anybody would 
want to auction. Was she practising any manage- 
ment at all? Employees shrugged. So did customers. 
Precisely the point. Whitman doesn’t ‘manage’ 
the way most old-world CEOs do. Nor does she 


philosophise on management, at least not in the traditionally preponderant man- 
ner. But she has fans across cyberspace—across survivor-space, rather— 
who’re keen on the art of unobtrusive, cyber-age goal scoring. 


It works. It works because Whitman’s not dozing on the job. If anybody is, it’s the poor fools 
who think she is. When a section of eBay regulars staged an insurgency against the website’s at- 
tempt to channelise its customers into its own online payment mechanism, Whitman figured out 

x what endeared them to their preferred option—PayPal—and bought it. The alertness extends to 
everything you get on eBay. More than anything else, she’s cued into the numbers. ‘If it moves, 
measure it' is the mantra. It's a core part of the subtle supervision programme (not her term, mind 
you). So every little metric, down to the so-called ‘noise levels’ on the site's discussion boards, shows 
up on her dashboard. For quiet, dignified but devastatingly objective, analysis. 

The noise-makers, of course, wouldn't have a clue. They mustn't. And if it's pet rocks on auction, 
get the song spoofster Weird Al Yankovic to start the buzz. Ell 


Leaders by Thought 


As the leader in th 
Seagate is continuously pushing ahead to deliver new s 
storage technology. 


Andia’s No. 1 Hard Disc Drive 

Visit us at: www.seagate.com/india 

Email us at: response.india@seagate.com 
Call us Toll Free at: 1600 33 11 04 
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INTERVIEW PUZZLES 


|] he Riddler 
On I he Roof 


Tech interviews can wrack your brains. Get a survival kit. BY T.R. VIVEK 
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RAJAT BARAN 


HERE ARE FIVE PIRATES 
who have to split 1,000 
bars of gold. They all 
line up and proceed as 
follows: the first pirate in 
line gets to propose a way to split up 
the gold (for example: everyone gets 
200 bars). The pirates, including the 
one who proposed, vote on whether 
to accept the proposal. If the proposal 
is rejected, the pirate who made the 
proposal is killed. The next pirate 


LJ 
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Talent hunting: Academic records aren't enough; 
puzzles decide the best of the lot at tech-job interviews 


e. 
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in line then makes bis proposal, and 
the four pirates vote again. If the 
vote is tied, then the proposing pirate 
is still killed. A proposal is accepted if 
and only if a majority of the pirates 
agrees on it. The process continues 
until a proposal is accepted or there 
is only one pirate left. 

Assume that all pirates want to be 
alive; they are very greedy; being 
pirates they want to see other pirates 
dead; and all of them are excellent 








puzzle solvers. What proposal should 
the first pirate make? 

At a Barista outlet opposite their 
Indian Institute of Technology (tT) 
campus in the leafy south Delhi 
borough Hauz Khas, Thomson 
Thayil and Nitin Arora pore over a 
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well-thumbed paperback copy of The 
Great Book Of Puzzles and Teasers, 
looking for clues to put the pirates out 
of their misery. Oblivious to the chatter 
emanating from the milling evening 
crowd at the coffee pub, Thayil and 
Arora scribble on a scrap of paper, in 
what looks like a sporadic burst of 
ideas. One scratches his forehead with 
the pencil butt, and the other detachedly 
sips his Espresso. The stare-scribble- 
scratch-sip routine continues, only to be 
disturbed by the arrival of friends who 
share their knowledge of newer puzzles 
doing the rounds in the “circuit”. 

Thayil and friends are not part of 
some secret geek society that’s into 
cracking puzzles just for kicks. They 
are bona fide job seekers. And increas- 
ingly, Indian companies, especially in the 
information technology (IT) sector, are 
using analytical puzzles as a recruit- 
ment tool to mark out the brainiest. 
And being final year students, this group 
of IITians is keen on making the cut. 

“Academic record is not necessarily 
the best measure of a candidate’s ability. 
And since the interview time at cam- 
puses is very limited, we go in for these 
puzzles,” says Vivek Govilkar, Head 
of human resource (HR) and training 
at i-flex Solutions. The puzzle test is 
usually administered along with the 
technical test, and flunking it usually 
means goodbye. 

Every puzzle doesn’t have a straight 
numerical answer. Some might even 
be too enigmatic to have anything res- 
embling an unfuzzy answer. 

Then there are the trick questions, 
the active use of which was popularised 
by that repository of grey matter, 
Microsoft, in its quest for creative talent. 
The questions that Microsoft uses are 
often open-ended, with assorted answers 
deemed acceptable (for instance, ‘What 
is the quantum of water that flows 
through the river Mississippi each 
minute?"). What do Microsoft's riddles 
do? More than suitability for geekdom, 
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they test nascent leadership skills. 

Are Indian recruiters following 
Microsoft? Well, as competition for 
jobs stiffens, and IT firms try ascending 
the so-called value scale, you can expect 
the brain-wrackers to go up the curve as 
well. Already, there are signs that the 
top Indian IT companies like Infosys, 
Wipro, Tata. Consultancy Services and 
i-flex—which do more than plain vanilla 


coding—are on the lookout for 


whizkids who aren't just nerdy number- — 


crunchers, but are also equipped with 
the ability to think beyond algorithms. 
As Infosys says, logical faculties 
alone are never enough. *We look for 
the ability to deal with context invariant 
abstractions," says a company 
spokesperson, "arrive at linkages and 
create logical constructs which can be 
used to solve unfamiliar problems. 
Various tools like puzzles and riddles are 
used to determine these abilities." 
Most of the puzzles used are devis- 
ed by specialised international agen- 
cies, and since the same set of ques- 
tions (with a few tweaks) is used on 
multiple occasions, the companies 
prefer to keep it all confidential. But 
engineering students have their own 
way of staying a few steps ahead of the 
system. “As soon as someone takes a 


test," explains Sumit Nain, a final year 


Tian, “he informs friends and contacts 
across several campuses by putting the 
questions up on the internet." “Even if 
you get to know the broad pattern of 
the puzzles, it becomes much easier to 
solve them," he adds. As job interviews 
near, puzzle books written by George 
Summers and Shakuntala Devi are 
something students swear by. 

And if the pirates' booty is still both- 
ering you, this is how they split it: the 
first pirate keeps 997 coins, gives none 
to the pirate next in line, one to the fella 
after that, none to the fourth pirate 
and two to the last man in line. Believe 
it or not, it's the best outcome for three 
of the five. Go figure. El 
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COUNSELLING 





| am a software engineer with a specialisation in embedded 
technology. At present, I’m working at one of the very few 
semiconductor companies in India, but my growth prospects 
look far from promising. Since chip-designing is still a thing 
of the future in India, there are few job opportunities in the 
area and so | am finding it hard to make a job-switch. 
Emigration to major chip-designing hubs like Taiwan or 
USA is also not feasible for me, and my qualifications will 
come to naught if | quit this line. What should | do? 
Chip-designing is a nascent field in India. While not 
much has happened in the past, it is quite possible that 
the profession rises exponentially in the future. 
However, for now, you must realise that very few peo- 
ple do jobs that are directly related to their formal ac- 
ademic qualifications; sometimes because of a change 
in interest, and sometimes because circumstances 
demand a change. You need to decide how passionate 
you are about your specialisation. Is there any other field 
that interests you and also has more opportunities to of- 
fer? If yes, make a switch. But if you do not want to 
change, accept the reality of your circumstances. Either 
Way, you need to make a decision and stop whining. 


| work as a senior supply-chain executive on a tea estate. I’ve 
been in the tea industry for the last 15 years and joined this 
tea estate about four years ago. The prospects are good 
here, but | feel lonely doing the job. Life on a tea estate is mo- 
notonous, and despite all the clubs, pools and the so-called 
'good life', | yearn for some excitement. Are all old-world ins- 
titutions so boring? How can | break the monotony? 
Sometimes, when we make a career choice, we do not 
realise the implications of that choice. Life on a tea est- 
ate is suitable for a few, while it is not so for others— 
you being one in the latter category. Having said 
that, I must warn you that with the kind of speciali- 
sation you have acquired over the years at tea estates, 
it is going to be difficult for you to change. However, 
you would do well to look for opportunities in the 
supply chain management of other food products. This 
will not only break the monotony, but would give you 
a different kind of experience as well. 


HELP 


| am a microbiologist working for a leading liquor company. 
There is demand for people like me in this industry, but 
when it comes to compensation, | see an increasing num- 
ber of salesmen from the Fwcc and consumer durables sec- 
tor flocking in and getting paid huge salaries. As a micro- 
biologist, my role is more technical and | look after the R&D 
wing of the organisation. Despite putting in substantial time 
and effort in the job I’m assigned, | take home a pay-packet 
that's much lower than what the marketing and sales 
people get. Why is there such disparity? 

Traditionally, marketing and sales have been hand- 
somely rewarded in competitive industries because 
they are seen to be bringing in the revenues. However, 
there are many factors that influence compensation— 
supply and demand, perception of criticality of function, 
industry practices, hours or hardship, decision-making, 
and contribution to the bottomline, being some of 
them. You have chosen a particular profession and a dis- 
parity between your profession and others is natural. 
And that is the reality you have to accept. Else, switch 
to a higher-paying function. 


| teach botany at the university level. Over the years, l've 
gained useful insights into the corporate sector while work- 
ing on projects for some pharma companies. And since 
herbal care is also emerging as a major growth area, l've been 
approached by a few beauty and cosmetic companies to take 
up various projects. | feel shifting to the corporate sector may 
not be a bad idea after 12 years of teaching experience. What 
kind of avenues do | have for moving to the corporate 
world? Is it the right decision? 

You could apply for jobs in the R&D departments of 
companies in industries like pharmaceuticals or cos- 
metics. Another viable choice for you could be a job in 
the chemical industry. Choose a job that would be rel- 
evant to the kind of research you do. Moving to the 
corporate sector surely isn't a bad option, but you must 
keep in mind that the autonomy that you may have had 
in academia may not hold true once you are in a 
company with an organisational hierarchy. If you are 
willing to adjust, go right ahead. Efl 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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Actuaries and their boom and bust cycle. 


Mors ARE GRIM PEOPLE, YOU'D THINK. THESE ARE THE 
folk entrusted with the task of counting the dead and 
estimating the probabilities needed to price insurance deals. 
Or, as the 2,500-member Actuarial Society of India (asi) 
puts it, "Experts who assess the financial impact of tomorrow’s 
uncertain events and enable financial decisions to be made 
with more confidence by analysing the past, modelling the 
| future, assessing the risks involved, and communicating 
K what the results mean in financial terms.” 

We don’t know about grim, but busy they most cer- 
tainly have been. When Indian insurance was thrown open 
to competition in 1999, demand for actuaries was projected 
to explode. And so it did, as number-crunchers (grads and 
postgrads) swarmed in for training. “The industry is in an exp- 
ansionary mode,” says Liyaquat Khan, President, Asi, adding 
that 2002-03 saw some 800 wanting to sign up. The pay? 
A monthly Rs 25,000-30,000 to start with and perhaps Rs 
1 lakh-plus, five years into it. But it's not just numbers. “We 
hire for attitude," says V. Rajagopalan, Chief Actuary, 
ICICI Prudential Life Insurance, which has 10 actuaries, 

“and train for skills.” 
\ULUUL A, But surely, demand must 
> pt’ > be saturated now. Isn't it 
We | C^, time for a bust? No, say 
C 2 ay Me» actuaries, hopefil of 
N Bax o _ |< opportunities in other 
E fields. “Globally,” 
e © says Khan, “50 per 
Be /— cent of the actuaries 
— & are employed in ins- 
Y urance, while the rest 
are in pension, social 
security and financial 
services, particularly asset li- 
ability management." 
PAYAL SETHI 
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Retail 
‘Thinks Again 


It's the people-equations, silly. 





Moment of truth: set that example 


Re CAME THE SNAZZ AND GRANITE, THE 
retail hardware. Now comes the cus- 
tomer interaction bit, the software. And 
retailers need customer service profession- 
als, not shopboys who leer at your wife 
headed for the changing room. 
“Nowadays customers want to be treated 
special,” affirms Navneet Trikha, Deputy 
Manager (HR), Shoppers’ Stop, “They come in 
not to just buy and be off with it, but for a 
shopping ‘experience’ as we call it here. And 
therefore, the best bet for any store to succeed 
is to employ customer-service professionals— 
who can convince the customer that it is a 
pleasure for the store to have him as a visitor— 
and make the product sale merely ‘incidental’.” 
And who make good conviction artists? 
Trikha looks for four attributes: positive att- 
itude, ego moderation, humility and *a nat- 
ural smile". The big hurdle is that people 
who could charm customers tend to shy 
away from such ‘salesman’ jobs. The challenge 
is to dignify it, the way network marketers 
have done so admirably, and that could mean 
the CEO having to set a ‘moment of truth’ 
frontline example. Starbucks’ customer care 
model could serve a lesson too. ffi 
ANANYA ROY 
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Want a Career that makes you smile? 


Log on to JobsAhead today! 
Over 1,00,000 jobs! 6,000 companies! 


JobsAhead 


Better Job , Better Life . 




































OJECT LEADER/ PROJECT MANAGER, PRODUCT 
\NAGER 

ix Solutions 

ndidates should have experience on VC++ with COM/MFC/ 
2C M/OOAD and be either B.E/B.Tech or M.E/M.Tech with at 
s of WO iius rience in a related field. Senior: execu- 


Code: 193858 


)FTWARE ENGINEER/ PROGRAMMER 

adeus India 
didates should be exceptionally strong in VB (ver 6.0), SOT Server 
7.0, 2000) with knowledge of Sybase SOL. Ace programmer 
ng SQLs preferred. Job Code: 177733 





P/ GM - QUALITY 

atalytic Software Limited 

indidate to have at least 8-14 years of quality system execution 
perience. Should have led a team before. Should be able to interact 
th certifying agencies and also close the audits. Should have expe- 
ce of leading the company to CMM\CMMI assessment. 
b Code: 191215 


O JECT LEADER 





ice and Accounts like CA, ICWA, MBA. Job Code: 186169 


Log on to jobsahead.com 


For a career that makes you smile! 


To Apply to these Jobs: Log on to www.jobsahead.com 


SOFTWARE PROGRAMMER 
Optimum Solutions Singapore NN 
Wanted professionals comfortable with C++, UNIX d SS 

ented middle ware, data modeling and message 2 assembling/c dissem 
bling, communication protocols, exchange link protocols and exper 
enced in development/débugging tools /workbenches and regulatory | 


issues. Job Code: 192083 









SOFTWARE ENGINEER 

HCL Technologies Ltd x 
Professionals having strong knowledge of C, C++, Oracle f Sybase/ 
SQL Server and 2-5 vears of experience on a Unix/Windows platform « 
with shell scripting - KSH & CSH. Job Code: 190377 E 





SOFTWARE ENGINEER/ PROGRAMMER, PROJECT . 

LEADER/ PROJECT MANAGER - | 
Larsen And Toubro Infotech Limited = 
Professionals with a B.E., B. Tech, MS in Comp. Sc. or Electronics & | 
Telecom with 3+ years of experience. To develop software systems in 
mobile telephony area both for handset as well as core network. i 


Job Code: 186740 





APPLICATION DELIVERY MANAGER 
Fidelity IT Jobs . = z 
Candidate should have 5+ years experience in a applicatic m: 
development, maintenance, and delivery experience across multiple . 
technical functions, 2+ years in managing and leading globally distrib- E 
uted teams. Job Code: 180468 





SOFTWARE ENGINEER/ PROGRAMMER, SYSTEM 
ANALVYST/ TECH ARCHITECT 

Zenith Infotech Ltd "a i 
Looking for vision plus consultants for a banking project based i in 
Singapore, should have around 2 to 3 years Kc Vision Plus - 
in a mainframe environment. Job Code: 190771 | 















ACCOUNTANT 
Ñ leoteric Informatique Pvt. Led. 
‘ally D Strong accounting fundamentals, should think like a 
usinessman. Inventoty management at the Branch - analysis of inven- 
ory (moving ot non moving), stock Aging and push sales to liquidate 


he same, matching of physical stock with book stock Job Code: 207169 


xA Systems 
.A is required, Only a Female candidate is desired and she must have 2- 
functional experience in software company.. Job Code: 205177 


NALYST 
CS of India Pvt Lid. 
An Analyst will be responsible for the execution of analytical processes. 
n addition, the Analyst will conduct research and provide recommen- 
dations to resolve problems. The Analyst will need a strong background 
sing integrated : systems and understanding the relationships between 
| ge-scale transaction processing systems. Job Code: 208033 


SST MANAGER ACCOUNTS 
ung Soft Te :chnologies I Pvt Lid 
vision of Revenue, Statutory and Concurrent audit of Banks. In 
harge of Statutory & Internal Audit of Companies. Matters relating to 
egister of Companies. Preparing of the Project reports for working 
capital : requirement of companies. Job Code: 206342 


NANCE E XECUTIVE 
3 ve Media Group of Companies 
ob involves Maintenance of Books of A&counts, Dealing with FI, 
Jariks and Tax Authorities, Assist in laying down of MIS systerns. 


Job Code: 206246 


sume Blaster 


CREDIT CONTROLLER 

AIMS | 
Ensure bad debts are maintained ar the bare rninimum.. 
Ensuring proper accurate, timely generation of MI | 
and outstanding. Responsible for maintaining | 
branches with respect to credit, assessment of sales tax 
of incidence of liability. Job Code: 204343 
ACCOUNTANT 

Astei | 
MIS, Audit, Sales Tax, Income Tax & local administration. 
Maintenance of all accounting records & statutory compliance 
Reconciliation of all accounts , Cost and financial accounting, 


Job Code: 203866 


as 1 * 
iniotech Inc 


Remove roadblocks ae mannen processes for smooth, « 
cient, issue-free operations. Interface with several opetational 
tions to ensure SLAs are met and processes are clearly defined. 
ment processes for the smooth import/export of materials. 
Job Code: 200629 


MANAGER -TAXATRN 

Livotech E nterprises Ltd Hye 

4 yeats in the field of C Dione Taxation both direct and Ind 
Particular exposure to International Tax preferably i in a sof 
industry .US GAAP accounting knowledge and other normal ri 
tine knowledge of Accounting standards. 
Job Code:195123 


ASST. MANAGER - FPS 
Mastermind ! ent ions C 
Key job responsibilities will be: general accounting, including p 

ration of balance sheet and irs & loss account, accounts re 


k À s 
d ier VUE k iv 


Send your resume to 1000 placement consultants within 48 hours... 


blast it into their minds! 











To Apply to these Jobs: 





Enterprise Ltd. 


orporate Clients with Key account Management & Customer 
tention. Job Code: 208123 


ENCY COORDINATION (ASST MGR/MGR) 
active Corporate Services Pvt. Ltd 





ntage Job Code: 208138 


ENGINEER OEM 

er Network Pvt.Ltd. 

Engineer with minimum 4 years experience in techno /commer- 
selling of industrial/ engineering products to Automotive 

astry is must. Job Code: 208455 


GER - SOFTWARE SOLUTIONS 


z Communications 


ob Code: 207334 


Right Resume 


Let our experts write the perfect resume for you...without the hassle! 


Log on to www.jobsahead.com 


hieve sales target,Deliver revenue,Provide value added services to the 


iduate/Post Graduate with minimum 8-10 years of experience in 


dling large sales teams at regional levels. MBA will be an added 


ness Development Experience in IBM, Microsoft, Oracle, ERP , 
edge. Management Solutions, Excellent Communication Skills 

































TECHNICAL SERVICE ASSOCIATE 
Asian PPG Industries Ltd 
Troubleshooting, analysis, constant monitoring and customer sup- 
port would be the key expectations. The person would also be > 
responsible for servicing the customer on all salesand supply related ` 
issues. Job Code: 207583 | 





AREA SALES HEAD- (CONSUMER PRODUCTS DIVI- 
SION) 

AIMS 

Responsible for developing, executing and monitoring sales and. 
distribution plan in the zone in order to ensure achievement of 
sales targets and grow the market. Job Code: 207634 








ASSISTANT MANAGER - BUSINESS DEVELOPMENT 
AND SALES 

Progression Infonet Pvt. Ltd. E 
Excellent written & verbal communication & presentation skills. 
Proven relationship management skills. Proven accounts manag s 
ment & customer management skills. Ability to meet objectives. 
against all odds. Strong technology appreciation. Job Code: 207682- 








REGIONALSALES MANAGER 
Panacea Biotec Ltd. l 
Job involves implementation of the centralized strategies with the ` 
SBUs at the core level and exploring market potential and initiating 
proper marketing & sales strategies. Job Code: 191573 









SALES OFFICER / SALES EXECUTIVE 

Roffe Group of Companies 

Technically competent, skilled, knows the market well. Young, ener- 
getic, enthusiastic, technical competent, sales tactics, good communi- 
cation skills, fluent in regional languages. Job Code: 207763 
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To Apply to these Jobs: Log on to www.jobsahead.com | 


be "GM Ltd. 

e complete accounts function in the organization. Budgeting and 
nitoring of budgets. Laying down / improving existing practices 
d systems. Co- ordination with Company Secretary on stock exchange 
tters. Presentation on quarterly / annual accounts to Board 


1 tion with internal / statutory auditors. Job Code: 205666 


OJECT MANAGERS 
‘1 Information Systems Pvt. Ltd. 
xpert in VB, ASP, .Net, VSS, and conversant with Java . 
in working on Rational Rose. Excellent verbal and 
mmunications. Good interpersonal skills. Prior experience of 


rking i in a multi-national environment an added benefit. 
b pn 202181 


NAGER -DIGITAL PRODUCTION DEPARTMENT 
hm and Hues Studios India Pvt. Ltd. 
sition will oversee and manage the overall digital production at 
Hues India. He or she will act as the direct manager for all 
tal artists and coordinators in the studio and will be responsible 
efficient and timely throughput of the projects. Job Code: 185264 


'SINESS DEVELOPMENT MANAGER - PRINTERS & 
| SUPPLIES 


lidate with good interpersonal and communication skills 
rience in e-commerce marketing for outsourcing of products 
anufacturers. Job Code: 192701 


g the entire operations of the Company. Creating the overall 

strategy in consultation with the Boatd of Directors of the 

mpany. Overall revenue and profitability responsibility. Recruiting 
nd Managing the required team. Job Code: 186286 


areer Booster 


SECTION MANAGER - SALES & MARKETID 
Personnel Forum | ro 
Section Manager-Sales & Marketing with 9-12 yea ars 
in selling valves/pumps/ptocess equipme | 
cess Industry in reputed and large manufactuing o£ 
He will have to lead a team of Sales Engineers loca 
offices to meet their sales targets. Job Code: 2053 


REGIONAL SALES MANAGER / BUSINES: 
ENTITY HEAD 

Frontier Business Systems Pvt Lid 

8-10 years of experience in IT market with good tec 
edge of IT products(with certifications preferably) 
handled sales in respective market and also upcountry ; 
4 years. Job Code: 204575 dE 


MANGER MATERIALS 

Career Network Pvt.Ltd. 

Should have 10-15 years experience out of which mi 

in managerial cadre. Excellent Techno-Cormmete 

skills. System orientation. Inventory Manageme 
Management, Logistics & imports knowledge. Job Cod 


SOURCING LEADER 

Catalysts | 
A team player and builder*Good Networking Skills*$ 
tiation & Influence Management Skills*K nowle dgean a 
ing of business direction and strategies,* Ability to ana 
tify value improvement opportunities*Good C 2o nn 
Job Code: 192440 pue 


FUNCTIONAL HEAD - EPC 

Va Tech Wabag Lid | 

The company specializes in Water Treatment and requires 
level Engineering Graduate professionals with minimum 
years experience in EPC business and exposed to the fol 
functional areas. Job Code: 205690 


Need a job? Blast your Right Resume to 1000 consultants, 


highlight it and get the placement directory... 


all for a 4095 discount 





5 , educates and enriches almost every person nin 


dynamic Director General ftom the private o pu 
or ommunications, culture, current affairs, ond x te 


lion dian is is the least that the job v wi ilt entail, 
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LUCAS-TVS LIMITED is a professionally managed 
company belonging to the Chennai based highly diversified 
Business Conglomerate, TVS Group. 








Lucas-TVS Limited is India's foremost manufacturers of 
Auto Electrical components supplying to all the leading four 
wheeler and two wheeler OEMs in India. The product range includes, 
Alternators, Starters, Wipers, etc, with plants at Chennai, Pondy and 
Rewari (Haryana) with future expansion in strategic locations close to 
OEMs. 


Witha visiontotransformasa World Class Company, we have takennumber 

of initiatives and has been successful in acquiring recognition such as 

QS 9000, ISO 14000 and also commendations from many professional bodies 

including JIT Laboratories (Japan). Wehavenow set our goal to secure the 
Deming Application Award. 















The Company has plans todevelop and expand its business to respond to the 

growing needsof the Auto Industry with a focus on Export. - ‘onsistent with 
our current and future requirements, we are now looking for a personwho will 
be in a position to Head our Quality function. | a a 


The Person _ E 
e The Prospective candidate must be an Engineering Graduate in Mechanical / 
Electrical / Electronics. l | 
e Well versed in Quality Systems and thorough with Q 
requirements. 
Goodtrack record and significant contribution in the ( 
Good experience On-line and Off-line OC techniques. 
Good knowledgeof Product and Process FMEA, SPC. 
Familiar with concepts like QFD / Policy Deployment. 
Effective handling of Customer channels to build an 1 sustain Customer 
confidence. | BE 
e Evolve systematic guidelines to the Business Units for consistent line quality. 
e Taking initiatives to drive quality within the organisation to achieve global 
standards. m mE 
e Preferably Quality function experienceinthe Auto/ Autocomponent industry. : 
e A Corporate resource and a Strategic Partner to the Top Management team. 
e Minimum 15 years of experience in similar capacity. 4 | 
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uality function. 
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Compensation  . | 
The Company offers excellent remuneration package inline with the best in the Indus 
practice and it is not a limiting factor for the right candidate. | 
Interested candidates write to : Í 
A Aravamudhan, | 
Executive Vice President - HR | 


Lucas-TVS Limited, Padi, Chennai 6 10 0! 










































(In Special Collector's Editions) 


“Tt is most gratifying for me, at eighty-seven, 
© know that there are people still wanting to read me 
| My first book, The Maré of Wishaw and Other Stories, 
was published in London in 1950. I have never 
stopped writing since then: novels, short stories, 
biographies, history, translations, poetry, nature 
down to gossip and pointless tittle-tattle. Pve had 
more than my fair share of adoration and 
condemnation; Pve taken both in ru PS I have 
| now taken sanyas in my home. The d 
| games of tennis, long walks in d 
Gardens, hours of doing lengths in the 
Golf Club open-air swimming pool are 
behind me. My vision is impaired and I have 
other ailments which come with old age. 1 
have less zeal for reading or writing and 
more time to ruminate over times past. The 
knowledge that some of my works are being 
reissued in collector's editions will sweete 
the last years of my life.” 
- Khushwant Singh 
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tt Indian Beauty Secrets: Pamper your Body & Soul by Monisha Bharadwaj; Paperback: 























160 pages; Full Colour; Cover Price Rs.65Q Wild ose: of India iby Ni 
L] The Good Morning India Cookbook pices by Roopa Gulati; Hardback; 214 pages; Rs. 295 
(2 Cover Price Ry. 395 |_| Practical Reiki by Mari Hall; Paperback; 139 pages; 
Li ] Empire of the Souk: Some Journeys in India by Paul William Roberts; Hardback; 380 |.) Vastu Living by Kathleen Cox; Paperback; 247 pages; C« 

pages; Cover Price Rs. 295 [| Collins English Thesaurus in A to Z P aperback; 565 pages: Cove 
Lj Wildlife of India by Mark F. Tritsch; Paperback; 192 pages; Cover Price Rs 170 [.] Nirvana Under the Rain Tree by Samar Halarnkar; He back 232 
m Nirvana Under the Rain Tree: Stories of Fortune and Flameouts from India's — ^ £ s. 295 

Internet Revolution by Samar Halarnkar; Hardback; 240 pages; Cover Price Rs.295 [| The Foolproof Cookbook for Brides, Bachelors & Those wW 
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It's still Tata (Tata Motors Chairman, Ratan Tata, above): But Tata Motors offers a better picture of what the company does 


HEN IT COMES TO 
announcements re- 
garding people or 
companies chang- 
ing names or add- 
resses, print rules. One glance at 
the classified section of dailies sho- 
uld be adequate proof of this. So, it 
wasn't altogether surprising that 
one of the most high-intensity print 
campaigns of August and September 
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had everything to do with 
India's largest truck-maker 
changing its name. The 
campaign itself was nice in 
a touchy-feely sort of way: 
soft focus visuals, a com- 
plete absence of the pre- 
dictable cars or trucks, lots 
of text, a few subtle pats- 
on-the-back and a few 
more not so subtle ones, 








wv 
TATA 


TATA MOTORS 


The new name is 
the manifestation 
of the automobile 
company's global 
aspirations 


and the announcement 
about the change in name. 

For those who missed 
the campaign, this was all 
about Tata Engineering 
changing its name to Tata 
Motors. The company 
had originally been chris- 
tened Tata Engineering 
& Locomotive Company 
when it was founded in 


VAONVd AVINVS 


1945, but the name had been rap- 
idly abbreviated to TELCO (tell ko, 


n phonetically) and then changed, 
x L not. too long ago, into Tata Engi- 


neerin; t TaN Motors i isn’t a bac cho- 


Dres. any company can be pardo- 


.. ned a little hubris; and Tata Motors 
.. may well have adopted its present 
< name to indicate its aspiration to be 


~ a global car maker of note. 


Every car major in the world 


e loves the suffix ‘Motors’. General 


. Motors. Ford Motor Company. 


~ DaimlerChrysler Motors. Honda 
EN Hyundai Motors. 


E “Tata Engineering i isn't 
alone. Not too long ago a 
clutch of Indian cellular 
phone companies in 
which Hong Kong’s 
Hutchison Whampoa had - 
a controlling stake 
changed its name to 


E “7 Hutch, creating in the process, what 


e was then the country's second 


~~ largest cellular network. VAM 


Organics morphed into Jubilant 
Organosys in late 2001, replete 
with a logo redesigned by Shombit 


i 2 Sengupta's Shining Strategic Design. 
Chennai-based FMCG upstart Chik. 


India turned into Beauty Cosmetics, 
and again into CavinKare—whether 
this was a play of its founder C.K. 
Ranganathan's initials or Calvin 


© Klein, or both isn’t known—in. 


1998. Tobacco major ITC dropped 


ITC. 


The disappearing l 
dots helped ITC 
communicate its 
move into non- 

tobacco businesses 


TELCO, sorry Tata Engineering, er, Tata Motors is the - 

latest in a growing list of Indian companies. 
- change names in an. effort to don a fresh co: 
| paint for the: future. BY SHAILESH DOBHAL 


its dots it was IL. T.C. be- 
fore) in 2001. Then 
there's the by-now well- 
chronicled example of 
Asea Brown Boveri be- 
coming ABB—and how 
the company used the 
change i in name to create a 
new organisational cul- 

ture—internationally and in india, à in 
1993. More recently, Philip Morris 


| 
i 


AVN : KARE _ 


The name-change ae 
! coincided with. (00 
Beauty Cosmetics’ x 
emergence as an 
 FMCG star 


x ave oo. seen ng ee E 
holders: as an effort to deflect fo- | 


cus from MMC Now, ird eo 


became. Altria, a play on the Latin * Tat: M 


word for height. 


So, why do co mpanies hange E ; 
names? And does it really: make cha 


any difference to the way they do | 


business and the people they do it 

with? “Well, some (old) names. 
-give out wrong equities,” exp 

į- lains marketing consultant : 
E -Harish Bijoor. “ITC, now, 


business restrücturir 


isn’t just about tobacco." n 
dation, and riod x 


. His reference is to the fact 
that the company’s old — 
. name LT.C., drew atten- 
tion to the dots, normally 


; e hea ad ids, EE 
I at may sound strikingly supe fi- “ae 


3 vies sob ) 


M otors isin athe middle of an exer- 
ise that involves cost reduction, 


| evelopment 


"The desire: to use the occasion to 


communicate a a in — 
| Don E rts, is the best t | 


-used in abbreviations, — 


thereby harking back to ih name. : Consider Hed cast se ¢ of : 
the full form Imperial (and then. zanics, Vj 
Indian) Tobacco Company. That - 
wouldn't do, not when the com- x 


fora a coni day Sti ll reat the ‘aid 


pany was diversifying into hospi- 
tality, food, infotech, and 
other services. | 
Bombay House, the 
Tata Group's nerve cen- 
tre, has been abuzz with 
proposals to change 
TELCO's name since the 
mid-1990s. First, the com- 
pany had to focus on imp- 
roving its own skills, in 
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“HUTCH. 


This dinge 
helped Hutch 
create a national 
brand from what 
was a rag-tag army 


old 


reviation foe viny 


1990s most of the com- 

y pany’s revenues came 
a from this bulk chemical, 

| and the name was fine. 
By the end of the same 
decade, though, things 
had changed: Speciality 
chemicals accounted for 
half of VAM Organics’ rev- 
enues. And so, after much 
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soul-searching, the com- 








and the new tack, helped 


pany changed its name to JUBIANT | the stock soar, and it 
Jubilant Organosys. “The — |ORGANOSYS enabled the company 
new name reflects a cha-  ————— hold its own against in- 


nge in our focus from 
bulk chemicals to being a 
knowledge-driven com- 
pany,” says Shyam 
Bhartia, Chairman and 
Managing Director. That, 
he explains, is much like 
an internal mission statement, a 
statement by the company that it is 
no longer a mere dabbler in com- 
modity chemicals. The new name, 


JUBILANT 
ORGANOSYS 


The new name 
signified a move 
in the company’s 
focus, away from 

bulk chemicals 


ternational competition. 

Indeed, companies that 
merely change their 
names, without doing any 
of the other things they 
need to do to convince 
customers and other 
stakeholders that something about 
them is different, will, more often 
than not, fall flat in their effort. 
“Rebranding isn’t something that 


spills out of the billboard,” says Harit 
Nagpal, Vice President (Corporate 
Marketing), Hutch. For Hutch, 
which was launching its eponymous 
brand for the first time anywhere in 
the world in Delhi in June 2002, the 
exercise went back to late 2001. “We 
brought all our billing, product, 
customer services, feedback and 
supplier-led processes around what 
the consumer wanted, and not what 
we had to offer,” says Nagpal. 

So, will Tata Motors’ new image 
go down well with customers? Only 
its next quarter’s sales will tell. 


When Families Go To War 


A split in a business group may bode well for business but there’s enough reason to manage it. 








E e 19TH CENTURY 
pistols that adorn 
the walls at Anil Nanda's 
residence in Delhi's up- 
market Friends Colony 
borough are perhaps in- 
dication that the hith- 
erto low-profile Nanda 
can shoot, but prefers 
to wait for the right 
time. In June this year, 
the 51-year-old youn- 
ger son of the late H.P. 
Nanda, the founder of the Rs 1,000-crore Escorts 
group, decided to part ways with his elder brother 
Rajan Nanda by buying out the family's 27 per 
cent stake in Goetze India, an auto components 
maker. At that time, it looked like the usual 
business family break-up where one member 
opts out to do his own thing. 

Now, a few months later the brothers Nanda are 
engaged in a spat over the proposed sale of 17.1 per 
cent equity in Escorts Heart Institute and Research 
Centre, a Delhi-based super-specialty hospital. “It’s a char- 
itable trust run by Escorts and if someone tries to sell off 
a part of it, it can be deemed illegal," contends Anil 
Nanda, now Chairman and Managing Director, Goetze 
India. Rajan Nanda hasn't been as vocal as his sibling on 
the issue (he declined to speak to BT for this story). 

L'affaire Nandas is the second high-profile family 
spat in recent times. Earlier this year, the Swadeshi 


A. Nanda: On the warpath 
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. Nanda: What went wrong? 


Jagran Manch's S. Gurumurthy helped hammer out 
a compromise between the warring Bajaj brothers, 
Rahul and Shishir. According to Ashwani Puri, 
Country Leader (Corporate Finance and Recovery), 
PricewaterhouseCoopers, differences in business fam- 
ilies crop up due to softer reasons like envy, differing 
aspirations and control. *Financial matters usually are 
not the genesis of a flashpoint." In this case, with 
Rahul Bajaj's sons manag- 
ing key functions, Shishir 
Bajaj saw no role for him- 
self or his family members 
in the company. Puri warns 
that disputes such as these 
could delay the decision- 
making process and affect 
employee morale. 

That's a fact, but not all 
splits are disagreeable. “One 
such split is that of the 
Mariwala family, where 
they studied instances of 
family disputes in both India and abroad, worked to- 
gether to chalk out options, and negotiated the settle- 
ment in a ‘gentlemanly’ manner," says Gita Piramal, aut- 
hor of Business Mabarajas and Managing Editor The 
Smart Manager. And a split could reintroduce focus as 
groups diversify under new leaders. Given the fading 
fortunes of the majority of business groups— Escorts 
included—maybe splits should be deemed mandatory. 

T.R. VIVEK 
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The Mentor Trap 


Or the perils of having a Godfather. 


Bring On The Temps 


Meet India's hottest business circa 2003: Staffing. 





RAJAT BARAN 





EARD WHAT HAPPENED WITH ARSHAD ZAKARIA? 

The 42-year-old head of investment 
banking and global markets at hoary Wall 
Street firm Merrill Lynch resigned in August, 
within the week of the departure of his men- 
tor, Vice Chairman Thomas Patrick, from the 


. company. Call it the mentor trap. 


When a mentor leaves a company, his 


` protégés better watch out. “Any professional 


runs the risk of being at sea in case his boss 


. happens to leave," warns Sunit Mehra, 
. Country Manager of search firm Hunt 


Partners. If they don't want this to happen, 
adds R. Suresh, Managing Director of head- 


hunter Stanton Chase, they have to swear 


loyalty to the new regime. “Companies en- 
courage such people to change their loyal- 
ties because, over time, they have devel- 
oped certain key competencies that the 
company values." This phenomenon is - 


. common in India Inc. When the celeb-ceo of 
. afast moving consumer goods company 


recently quit over a disagreement with the 
board of directors, his protégé was quick to 


= change sides. And when the head of mar- 
_ keting of.an auto major recently left, his 
deputy, hired by him, was quick to commu- | 


nicate to the board that his loyalties lay with 


: the company, not the individual. Axiom: All 
past mentors are tormentors. - 


MOINAK MITRA 


K PANDIYARAJAN, THE 42-YEAR-OLD MANAGING DIRECTOR of 
e Ma Foi (Take my word for it, in French) operates 
out of a 3,000-square feet office in Chennai’s Khadar Nawaz 
Khan Road. The size of the office doesn’t do justice to the 
magnitude of the one-time Eisenhower Fellow’s ambitions, or 
that of his business. Ma Foi, founded in 1992 by Pandiyarajan 
with a capital of Rs 60,000, expects to close this year with rev- 
enues in excess of Rs 100 crore. And with 6,000 people on its 
rolls— these work for 192 clients across 280 locations—Ma 
Foi is India’s largest staffing outfit. 

As staffing, or manpower-outsourcing gains currency, 
Pandiyarajan and a clutch of entrepreneurs like him are set to 
make a killing. One such is Arvind Swami, a one-time star of 
Tamil films who, as Division President and Managing Director 
of the Chennai-based Prolease India, oversees an army of 
3,000 employees serving time at consumer product, retail, inf- 
otech, and manufacturing firms. 

A couple of 
thousand kilometres 
away in Delhi, 46- 
year-old Tapas Kar 
manages 400 temps. By 
early 2004, this num- 
ber could swell to 
1,500. Kar started 
off as an HR con- 
sultant but moved 
rapidly into what 
he considers the 
most happening HR 
market going. Rohit 
Mathur couldn’t 
agree more. He is Director 
(Operations) of Manpower India, the local arm of a US multi- 
national that provides staffing services to 400,000 clients. In 
India, the company has 800 staffers on its rolls and boasts rev- 
enues of Rs 5 crore (Mathur expects this to double next year). 

It makes sense for companies to take the staffing option. It 
is less-expensive, hassle-free, and quick. Telecom major Bharti, 
for instance, says its Director (HR), Jagdeep Khandpur, hires bet- 
ween 800 and 1,200 temps a year. LG doesn’t hire any temps 
in India yet, but its head of HR Dr. Y.V. Verma believes staffing 
is the way to go. “Outsourced manpower has no permanent lia- 
bility (on the company) and it ensures freedom from unions.” 

A staffing company typically earns margins of between 12 
per cent and 40 per cent. Strangely, that range overlaps that of 
churn in the industry, between 25 per cent and 30 per cent, with 
most people quitting staffing companies to sign on full-time with 
clients. Maybe they're just formalising the relationship. Bl 

MOINAK MITRA 
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Future && 
. Works & 


A vision of how the digital 
world will re-wire itself to 
customer needs, business 


strategy lessons trom Alexander, ME 
the point of productivity and ah 
doing the planet a good turn. E. 


cover and then go to page 318. There begins the 
chapter titled ‘Conceptualising The New 
Enterprise Logic’, which lists eleven metaprinciples 


A GOOD WAY TO READ THIS BOOK IS TO READ THE 


of 'distributed capitalism'—as against 
the earlier command-and-control era of 
managerial capitalism—where individ- 
uals whose consumption is now ‘indi- 
viduated’ get ‘deep support’. Each 
metaprinciple is fairly radical. 

All enterprises are part of a federation, 
which can change dynamically and is 
connected using a digital backbone. Time 
constrained consumers will be supported 
by advocates who provide deep support, 
ensuring that internet self-service models 
do not eat into a lot of consumer time. 
The authors take an imaginary couple, 
Lillian and Carlos Aceros, and trace 
their activities as David, their very hu- 
man advocate, takes care of their needs. 
This is like private banking for all serv- 
ices, and more importantly for everyone. 
It is quite a graphic description of what 
future services could look like. 
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The Support 
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By Shoshana Zuboff 
& James Maxmin 
Allen Lane 
Price: Rs 1,389.12 
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The authors claim that the new enterprise struc- 
ture is as radical as the Copernican inversion. The 
way they describe it, it well could be. For example, 
cash flow is released into the federation once a 


consumer pays for his ‘experience’ and it 
then gets distributed to the different par- 
ticipants in the federation. Not only is it 
real-time, it is transparent as well. 
Where are these federations going to 
come from? They could be new structures. 
Or existing companies like ups that could 
connect an insurance company, for ins- 
tance, to its network. Well, like the authors 
say, the new capitalism doesn't come with 
an instruction manual. It will evolve. 
As you read on, you realise that this is a 
managerial vision of the *web services 
world' that technology vendors like Sun 
and Microsoft (the .net architecture) have 
been talking about all along. If you cancel 
an airline ticket, your corresponding ho- 
tel booking will get altered. David, the ad- 
vocate, uses a web services backbone, but 
consults his consumers about their choices. 
The first three parts of the book dwell 
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BACK OF THE BOOK 


RELIGION 
THE ITC CLASSIC GOLF COURSE/GURGAON 











OWER, STYLE, PASSION, OBSESSION, VIVAN MEHRA 

and cool-quotient. These are the HIS GOLF RESORT, SPREAD OVER 300 ACRES, HAS THE DISTINCTION 

five weighty parameters our .— X of having the first course in South Asia designed by the leg- 

team of editorial experts—Know _ dans Jack Nicklaus. Big deal? For golfers, it is. Golf being golf, 

: them? They gave up pursuit of all these membership charges at the course have risen steadily from Rs 2.5 

in order to bring you the wondrous lakh in 1996 to Rs 4.5 lakh today. The profile of its 1,600 

| magazine you hold in your hands— members is staggering: a third are CEOs; the other two- thirds has 

E considered while evaluating a destina- an equal sprinkling of corporate execs, diplomats and bureaucrats. 

| tion's standing as a male shrine. Sexist? Super-bureaucrat K. Padmanabhiah is on the list. As are Amar Raj 

ie You bet, but in the interest of fairness Singh of Johnnie Walker, Simon Scarff of GlaxoSmithKline and, 

Y and all that the next issue will feature a Scott Bayman of GE. Everyone swears by the course. *It's a very 

* list of 10 Female Shrines. Hey, are there challenging course and one of the most member-friendly clubs 

Y 10 of that? By Dipayan Baishya in anywhere in the world,” gushes Ashwin Kapoor, the Managing 

i Mumbai with T.R. Vivek in Delhi and Director of Uniproducts India, a supplier to car-maker Maruti. 
s Venkatesha Babu in Bangalore. Then, there are the people he'll meet on the greens. t 

COIFFURE T EARD OF A DESTINATION SALON? WELL, FOR SOME- 

JACQUES DESSANGE/MUMBAI & DELHI time, before a branch opened at Mumbai's Taj 


A Mahal Hotel, the city’s smartset would jet down to 
142p Delhi, all for a hair-styling session at Jacques 
Dessange. The trained hairstylists and three trained- 
in-France masters (one in Delhi and two in Mumbai) 
are a draw. Actors Suniel Shetty and Akshaye Khanna,’ 
businesspeople (think surnames such as Wadia, 
Ambani and Goenka), and politico Sharad Pawar 
swear by the Mumbai salon. As do Sonia and Priyanka 
Gandhi, industrialist Anil Nanda, lawyer Kapil Sibal 
and super-doctor Naresh Trehan by the Delhi one. - 
Don't let the big names intimidate you. As Prue 
Rajan, the manager of the Mumbai outlet puts it, 
"Our motto is to treat every customer like a star." 
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keep a strict watch on the (kind of) people who come in.” The 
£ crowd i is polished and predominantly male. The ground floor 
E pleb, some 40 girls dancing desultorily to the latest Hindi-pop 
. tune, encouraged by patrons showering them with C notes. The 


10 MALE SHRINES 

FROM POWER TO COOL 

BLUEBERRY FACTOR 
UTE-POINT 


SARTORIA 
THE ERMENEGILDO ZEGNA STORE/MUMBAI 
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] T MAY BE LOCATED IN MUMBAI'S CROSSROADS MALL, BUT THE ONLY 
A Ermenegildo Zegna store in India is definitely not at the crossroads 


| of fashion. The store opened i in December 1999; any other, that has 


had just 700 customers since, would consider itself a failure; Zegna's 
manager views it as a measure of the brand's exclusivity. “Our patrons 


. indndia are the leading lights of business, banking, politics, and films,” 
- he says, adding that he can’t divulge specifics without breaching client 
confidentiality. The store has a range of ready-to-wear garments and 


accessories (Rs 1,999 for a pair of socks), but it is its Su Misura serv- 
ice that appeals to the chosen few. This is Zegna's made-to-measure 
offering; its reps visit customers, take measurements and recommend 
fabric; and the suit is stitched in Switzerland and shipped to India. A 
custom-made suit in wool that is 15.5 micron thick (ultra-thin, act- 
ually) could set you back by a neat Rs 109,999. Still, it's a Zegna. 


UMBAI IS REPLETE WITH WHAT THE LOCALS TERM 'LADIES 
bars'. Topaz looks like one of the ilk. It is and it isn't. It 
does have its dancing girls but its owner Pervez K. Reisi says, “We 


first floor is where you’re likely to find businessmen and in- 
vestment bankers out carousing. The lounges on this floor— 
Mujra and vir—are a hit with multinational companies that book 
them for parties. The vip lounge is made up like the setting of 
a typical Bollywood motion pic and the dancer to patron ratio 
is higher; the music is predominantly Hindi, but Reisi assures us 
that English numbers are played during “special parties”. Not 
to worry: music is the last thing on the audience’s mind. 
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TO SUV OR NOT TO SUV 
IT'S THE OIL 

FITNESS SECRETS 
PEOPLE 





POWER-HAUNT 
BELVEDERE CLUB/ 
OBEROI/MUMBAI, 
BANGALORE, & DELHI 


HE AGGREGATE MARKET VALUE 

of the companies whose chief 
executive officers are members of 
the Belvedere Club will likely acc- 
ount for 80 per cent of the value of 
any.stock exchange in India: Azim 
Premji, the Ambanis, the Mittals, 
the Munjals, the Bajajs, the list goes 
on. Membership to the exclusive 
business club is vetted by East India 
Hotels Chairman P. R. S. ‘Bikr 
Oberoi personally, and comes with 
a Rs 3.5 lakh entry fee and an yearly 
subscription of Rs 30,000. That's 
chump change for its members. 


BASIC INSTINCT 
TOPAZ NIGHTCLUB/MUMBAI 
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SINEW 
GOLD'S GYM/MUMBAI 


ITNESS BECAME A FASHION TREND MORE THAN A DECADE AGO AND 

there's no doubting the fact that places like Gold's Gym—the chain 
has a presence in 25 countries—played a part in that. Eleven months 
into its existence, the sole Gold's G in India is doing very well, 
thank you: The 14,000 square feet outlet attracts 100 new members 
a month; on an average members spend around Rs 30,000 a year. 
Around 450 people—a little more than half of them, men—visit the 
gym everyday; and in the evenings the place turns into one big 
carnival with small groups learning to become (or stay) fit through 
yoga, salsa, aerobics, even dancing to the latest Bollywood numbers. 
"Staying fit is a state of mind," says Sunil Lulla, Executive Vice 
President, Sony Entertainment Television, and a regular. *There is 
nothing effeminate about men being passionate about fitness and 
looks." Adds Leena Mogre, CEO, Gold's Gym, “Men are fast realis- 
ing the importance of staying fit." Which could explain why, apart 
from Lulla, construction magnate Niranjan Hiranandani, Zenta's Arun 
Mansukhani, and industrialist Yash Birla frequent Gold's. 


INVANSOD HSAWND 


FREE-WHEELING/DESTINATION POINT/DELHI 


S YOU TAKE-YOUR POSITION IN THE BOX SEAT, BEHIND 
——— a S the wheel, enjoy a final moment of peace be- 





C 
THE VODKA LOUNGE, 
INSOMNIA/MUMBAI 


HE PLACE TO BE IN MUMBAI AFTER 

..11.30 p.m. is Insomnia, the 
nightclub at the Taj Mahal Hotel. 
Young pros, i-bankers, ad-people, 
models and assorted celebrities 
think so. Still, this isn't about 
Insomnia. It is about one of its 
lounges, the peerless Vodka 
Lounge. This serves 19 brands of 
Vodka including de rigueur names 
such as Absolut, Finlandia, 
Stolichnaya, and Grey Goose. And 
it's the place of choice for people 
such as Raymond's Gautam 
Singhania, Star's Peter Mukherjee, 
Thomas Cook's Ashwini Kakkar, 
and a clutch of other worthies. A 
few metres, across levels, sepa- 
rate the lounge from the club's 
high-energy dance floor, but a 
few sips of Stoli can make the ac- 
tivity seem miles away. 


fore the 10-minute-adrenaline-pumping-madness be- 
gins. The mechanic barks a customary “left for brake, 
right for acceleration" instruction, and off you go. 
Destination Point, a go-karting track run by an auto 
enthusiast Rajeev Khanna and his 20-something 
daughter Meha, is the closest most of us get to realising 
our Formula 1 fantasies (even Schumi started off on 
a kart). The record (2.20 minutes now) for the fastest 
lap at this track is broken almost every day. The rac- 
ers are mostly young men who shell out a modest Rs 
150 for a six-lap round. For most of us who don’t - 
have the money for a Ferrari and the influence to get 
the local stadium opened up for a private run—that's 
what one celebrity does—this is as good as it gets. 
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COLLARED 
THE CHARAG DIN 
STORE/MUMBAI 


OUR FLOORS, 10,000 SQUARE 
feet, 25,000 unique shirts, and 


à customer list that includes lawyer- 


politico. Ram |. Jethmalani, 
Malayalam cinema's twin-super- 
stars Mamooty and Mohanlal and- 
businessmen Azim Premji and Vijay 
Mallya. That's the Charagh Din 
experience. Raju Daswani, the 
owner, manages the store. It's his 
job to select the 20-25 new designs 
that are introduced every day. 
These come from a universe of 150 
new shirts designed by Charagh 
Din’s five in-house designers, day af- 
ter day. Prices range from Rs 330 to 
Rs 5,600 but why look at the tag 
when exclusivity is guaranteed? 
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HIGH FIDELITY 


A FIRST SIGHT, THE SHOWROOM DISPLAYING AUDIO PRODUCTS TUCKED 
away in one corner of Barton Centre, a mall of sorts on Bangalore's 
arterial Mahatma Gandhi Road, looks innocuous. Only when you step 
in do you realise that its clean no-fuss looks are aimed at acoustic per- 
fection. This is BPL’s pro FX Global Theatre, a showroom for high-end 
audio products. “We allow visitors to reserve demo rooms," says 
Manmohan Ganesh, Business Head, PRO FX. “And we encourage 
them to bring their own CDs or bvps." When BT visits the outlet, two 
techies from a Bangalore based software company are listening to a Pink 
Floyd number—techies are partial to Floyd. *This is heaven," says one. 
With Cbs/bvD players and amps from Denon and speakers from KEF 
and Celestion it had better be: Prices start from Rs 42,000 and go right 


THE PRO FX GLOBAL THEATRE/BANGALORE 
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up to Rs 20 lakh. Fidelity doesn't come cheap. Œ 


THE SWISS BALL CRUNCH. 
More on the quest for rock-hard abs. As I'd 
mentioned last time, the commonest mis- 
take people make while exercising their 
mid-section is to keep doing the plain 
vanilla crunch. You know the routine. Lie 
down on a mat or an incline bench with your knees bent and 
hands behind your head; then keep trying to lift your torso 
a dozen times or more. You may feel a burn in your ab mus- 
cles but that is not going to take you anywhere close to a six 
pack or a washboard or whatever you want to call the im- 
age of perfectly sculpted abs that you fantasise about. The 
trick is to keep your muscles guessing by targeting them with 
different kinds of exercises, mixing and matching them 
from time to time. This, incidentally, works for all muscle 
groups but is probably the best for sculpting your abs. 
Combined with high-intensity cardiovascular exercises, this 
is a formula that will melt your tummy fat and rip your abs. 
As promised, here's one combo you may like to try out. 
Begin with a short cardio set. Here's how. Get on a treadmill 


and sprint at the fastest speed you can go up to for just 60 


TREADMILL 





seconds. Then rest for 120 seconds. That's 
one rep. Do eight-to-10 of those to get 
one set. Then, lie on a bench with your legs 
stretched out. Hold a Swiss ball (a large 
lightweight ball) between your lower legs. 
Keep your hands behind your head. That's 
the starting position. Now, do crunches where you raise your 
torso without bending your neck forward and draw in your 
knees while holding the ball between your legs. Breathe out 
while bringing your legs in and raising your torso; breathe in 
while going back to the starting position. Do 20-25 of the 
Swiss ball crunches. Then head for the treadmill again 
and do another set of short sprints. Follow that with another 
set of crunches. The biggest benefit of the Swiss ball 
crunch routine is that it targets both—your lower and upper 
abs. To really make it a complete ab workout, though, 
you could throw in a couple of sets of side benders (which 
target the stubborn love handles). But as | said, don't get into 
a rut by doing this routine for weeks on end. Remember to 
change your ab workout every two or three weeks. 

MUSCLES MANI 


NVUVG LVÍVM 
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TFE-STT 
A-wheeled Machismo 


Wa JESUS DRIVE AN SUV? THE WWW RELIABLY INFORMS ME THAT 
this is the title of a sermon delivered by a certain Donel 
McClellan of the First Congregational United Church of Christ, 
Washington in 2001 (Read it at bttp://fccbucc.pair.com/would_je- 
sus drive an suv.btm; it's fun). Much like the theme of the sermon 
indicates, sports utility vehicles are in a spot of bother in the US. Tree- 
hugging types complain that they burn too much fuel. The greens 
have better fish to fry in India (like cola companies). 

In layspeak, utes (as they are known) are vehicles with the 
comfort of a sedan, more space, and a bit of off-road attitude to boot. 
The operative word is ‘bit’: You have to be close to insane to take 
one on a cross-country excursion. Still, an ute is the ultimate phal- 
lic symbol: tonnes of beefy car, big alloy wheels, large headlamps, 
oversize tyres, and oodles of engine power that will never be used. 

In India, you get to choose from Suzuki’s Grand Vitara XL-7, 





Hyundai’s Terracan, Honda CRV and Chevrolet Forrester. Each is 


Æ | priced between Rs 15 lakh 
= and Rs 20 lakh. Only the 
= Hyundai has a diesel engine (a 
| 2.9 litre one). This is compe- 
f tent, but it doesn't make for 
«the most exhilarating drive go- 
_- ing. The firm says it will soon 
L— supplement this engine with a 

| , 200 HP, 3.5 litre V6 one. That 
= Terracan is the most muscular 
. ute available in the country to- 


| e C0 A E day. This is a bare-chested monster 


Tarzan would have picked. 


Honda CRY looks good, but falls a little short on the machismo 


front. Methinks this is a muscled man with a sexuality crisis. Still, its 
understatedness and price may appeal to someone who wants to shop 
for groceries. Chevrolet Forrester is the teenager of the pack. It is 
tech-savvy; its permanent all-wheel drive forgives mistakes easily; and 
it boasts the same parentage as the Subaru Impreza World Rally car. 
Downside: it looks like a station-wagon on steroids. 

Then, there’s the Grand Vitara. I drove one for a week and it’s 
still showing in my fuel budget. The 2.7 litre V6 engine guzzles gas, 
but has a nice deep-chested sound. This suv is also the only Euro- 
NCAP five-star rated vehicle in its class; that means it is safe, very safe. 
And it is fast. The best thing about an SUV is the seating position: way 
above ground, and far higher than mere mortals in sedans. That's one 
reason women drivers in India should consider these vehicles; on 
might-is-right Indian roads an ute spells R-E-S-P-E-C-T. 

KUSHAN MITRA 
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| THE SUV TEST 


] 5 questions that will test your SUV-ness 
| How rich are you? 

] ^. Own large industrial group L 
1 B. Have Rs 8 crore stashed 


[] 
| c. Politician (enough said) [] 
] D. Can't afford a bus-ticket C 


i Your off-road ability? 
A. Participated in Paris-Dakar rally 
1 B. Discovered tribes in inner 


1 H 
] c. Drove to the top of Matterhorn L 
] D. Love urban canyons L] 


] Your idea of speed? 

1 A. C = Speed of light a 

8. Mach 2 L] 

] c. President of local Michael 

4 C] 
[] 


] p. Cycle-rickshaw races 


| Your environmental consciousness? 
3 ^. Own polluting industrial plant — 
B. Own rare mahogany furniture — .! 
4 c. Have (genuine) leopard-skin 


: p. Hugged a tree O 
1 What dog do you own? 
] ^. Rottweiler 

] c. German shepherd 
|D. Spitz 
1 If you answered d) for any question 


4 go get yourself one of those 
4] fancy-new Segway scooters 










in bank locker 
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Amazonia 











Schumacher fan club 
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Quick, my attention span is a few lines of 
text, which is the healthiest cooking oil going? 
It has to be soybean. This has the ideal 
n6:n3 ratio. That's the ratio of omega 
six fats to omega three fats; under- 
standing the omega number in acids. 
will require an advanced knowledge of 
organic chemistry; suffice it to say that 
most people consume far more omega - 

-six fats and far less omega three fats 
than they should. Given that omega - 
three fats have a host of benefits—they 

reduce the risk of heart disease, caricer, 





















ont pus (t oe b indi is richi in EAE UR and sola onc that ub 
abit growth of ness cancer M ui says Dr. K. Srinath Reddy, a professor of 











tama traditionalist and can't stand to have my food cooked i in anything: but mus- 
- tard. sh Is that alright? | 





nost Indian Sonde di nahe: oil Tum has a ims eve dore erusic - 
hat could cause, or, at the least, accelerate the onset of cardiac ailments. 
Nhat’s the PUFA:SFA ratio and should | worry about this? 
"irst things first: SFA stands for saturated fatty acids and PUFA for poly un- 
| saturated fatty acids. In the nature of answers to the best Zen riddles, you 
... should and you shouldn't. The Americans were at the vanguard of the lets- 
move-to-PUFA wave. They belonged there; Indians, however, have always con- 
sumed enough vegetables and vegetable oils (the source of PUFA). And by api- 
^. ng American diets we actually started consuming too much PUFA. With an n6:n3 
- ratio around 130:1, PUFA oils should be had in moderation. So, yes, focus on 
.. having enough (not more) PUFA, but as long as you keep an eye on the 
<o n6:n3 ratio forget the PUFA:SFA one. 
On the internet | came across reams of stuff on how olive oil is good for 
health. Should. 1 move to it? | 
. If you can afford it—it isn't cheap, you know—yes. Still, our advice to you 
‚would be to surf some more. The benefits of olive oil may well be overstated. 
New England Journal of Medicine says that while a Mediterranean diet low- 
E of heart attack and cancer, this is because of the diet as a whole. Ergo, 
~itisn’ t just the olive oil, but whole grains, nuts, fish, and fruits. 
vas | |uestion. Heard of sesame oil? 








| gon in those peopie sou b 
consume nuts everyday. — 






















THE BLUES HAVE IT 
Goodbye botox. Hello 
: blueberry p pie. Bl lueberries 
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are loaded with = 
antioxidants that save ci 






ay y« e) that don't break down at eri temperatures, ‘Still, this 
| High in omega six fats, so exclusive use isn't recommended. 
Actual y, that's true of all oils. Mix-and-match is the way to be. f 

ÉL PAYAL SETHI 













BUSINESS TODAY 





SEPTEMBER 28 2003 





BT PEOPLE 
A Whole New Spin 


T 65, HE MIGHT NOT BE HIS SPRIGHTLY OLD SELF, BUT 

when it comes to grabbing the headlines, Rahul Bajaj 
is second to none. The chairman of Bajaj Auto stole the 
show at the annual meeting of the Society of Indian 
Automobile Manufacturers, when he announced that he 
would create a new investment company and apportion 
a third of Bajaj Auto’s Rs 3,000 crore reserves to it. The 
statement was actually in response to a journalist’s query 
about the reserves. The reason behind this dramatic 
move is ostensibly to improve the price-earnings multiple 
and return on capital employed ratio of Bajaj Auto. Bajaj 
also added that it was his two sons Rajiv and Sanjiv who 
now ran the company. “Papa ki baat kaun sunta hai 
(Who listens to dad these days),” he joked. We wouldn’t 
know about his sons, but the media surely does. 


Dynamic Duo 


NE HELPED TRANSFORM THE EASTERN FRINGES OF 

Delhi into a middle-class housing destination; 
the other runs a Rs 530-crore business group with 
interests ranging from film production to liquor trad- 
ing. Now, the two have come together to create India's 
biggest shopping-cum-entertainment mall. For Mohit 
Singh (right), 28, MD of the Rs 103-crore Shipra Estates, 
the soon-to-be-opened 3.5-lakh square feet Centrestage 
Mall in Noida is a dream project. Says Manpreet 
Chadha, the 23-year-old scion of the Chadha Group, 
“We are in film distribution and production. Now, ex- 
hibition is part of our forward integration." Bollywood 
fans would agree that it takes two to tango. 


VIVAN MEHRA 








Bonded Liquor 


3 eg WORLD OF SCOTCH WHISKIES IS A GENTLE- 
manly one. So, when Arun Seth, vp (Internat- 
ional Trade) at Allied Domecg (the makers of Lap- 
rhroaig, Ballantine and Teacher’s) and a Master 
of Scotch Whisky from Scotland, is evangelising 
Scotch’s cause, he doesn’t flinch from talking 
about the virtues of competing brands like J&B or 
Johnnie Walker. “It’s common for distilleries 
owned by different companies in Scotland to 
exchange whiskies to make a perfect blend.” 
Given their recent bonhomie, we’re wondering 
whether the honchos of cola companies in India 
have taken to that practice lately. 
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. Mister MR 


ik THE WORLD OF BUSINESS IT’S EASY TO FIND CEOS AND 

chairmen trying to linger on well after they’re past the 
universally accepted age for superannuation. But K.M.S. 
“Titoo’ Ahluwalia, 56, believes his decision to step down 
as the Chairman of AC Nielsen ORG-MARG has come six 
years too late. “Maybe I can take some part of the credit 

| for taking market research (MR) from a data supply func- 

tion to a key support activity that helps to cut down busi- 

| ness risks," he says. Post retirement, Ahluwalia plans to 
work on social projects through a trust, Anshu, that will 
impart basic education to children and adults in rural ar- 
eas. He'll remain the non-executive chairman with AC 
Nielsen, but in keeping with his spirit of renouncement 
that will be for another year only. 
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T ASKED FOR IT, AND THEY GOT IT. TAKING A CUE OR RAJEEV SAMANT, IT'S TIME TO POP THE BUBBLY. 
from Finance Minister Jaswant Singh's (left) demand To be precise, a Sauvignon Blanc. Come 
for a 70-seater aircraft for the exclusive use of his min- September 20, and he'll ship a few hundred cases 
istry, Yashwant Sinha too pitched in with his “rightful”. | of his flagship marque to Vins du Monde, one of 
claim as the External Affairs Minister. The aircraft in France's leading importers of wine; the com- 
question is manufactured by the Brazilian company pany, in turn, will showcase this along with the 
Embraer and costs nearly Rs 90 crore a piece. The | best wines from around the world. “In terms of 
government had initially planned to purchase four of | prestige it just doesn’t get better than this,” 
them for the use of the Prime Minister, the President, gushes the CEO of the Nashik-based Sula 
and other vviPs, but is now forced to add two more to Vineyards. The numbers may be small, but much 
its shopping list. Fiscal responsibility be damned! | like his wines, they may get better with time. [fl 


COMPILED BY T.R. VIVEK; CONTRIBUTED BY ABIR PAL, KUSHAN MITRA & SAHAD P.V. 
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LEADERSHIP 
m= CORNER m 


lf you want to share your 
leadership secrets, 
e-mail them at 
leadership amity.edu 


AMTTY 


BUSINESS SCHOOL 


THE NO.1 PVT. B-SCHOOL IN INDIA 


Website : www.amity.edu 





bt 





UMESH GOSWAMI 





What Leaders Do 


SHRAVAN SHROFF, Director, Shringar Cinemas 


EADERSHIP REQUIRES ONE TO LEAD BY 

example. It is imperative for a leader to 

be a role model and demonstrate the 
same zeal and commitment towards his work 
that he expects from his team members. 

Clearly defining the end result that needs to 
be achieved and then giving the team full 
autonomy to perform, albeit under the leader's 
supervision, is indispensable to building a 
winning organisation. Giving people complete 
responsibility of tasks may occasionally result 
in setbacks, but in the long run it has a salutary 
effect on the morale of team members and 
consequently improves their productivity. 

A leader must ensure that each team 
member imbibes the values of the organisation 
and does not compromise on them at any 
cost. Lack of ethics is worse than poor 
performance and always fatal in the long run. 
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While dealing with team members, the 
leader should ensure that he or she is seen as 
principled and consistent. A principled appr- 
oach may sometimes result in unpopularity, but 
in the long run it is always appreciated. Such an 
approach also goes a long way in creating 
the team spirit and loyalty needed to raise the 
organisation's performance levels to new 
heights. A true leader is, then, one who has the 
strength to side with what is right, at any cost. 

The quintessential secret of leading succ- 
essfully lies in appreciating and reconciling 
individual differences amongst team 
members. Unravelling talent is, in itself, an 
extremely enjoyable and gratifying experi- 
ence and a good leader must diligently seek 
to interact with and manage diverse beha- 
vioural patterns. Good leadership, there- 
fore, is about being truly discerning. EB 
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EVERY GENUINE GOLD FLAKE CIGARETTE BEARS THE NAME K D.y 6.O. 
APIA I N j| 


sos win CIGARETTE SMOKING IS INJURIOUS TO HEALTH 





